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 We provide individuals and organizations with the knowledge and information they 
need to navigate the journey to high-quality, accurate communication’s 
measurement.

 Visit us online: www.PainePublishing.com
 Want to learn more about measurement? Join us for our annual Summit on the 

Future of Measurement -- 2 days of conversation at my farm with leading 
communicators about best practices in using data to make better decisions. 

About Paine Publishing 
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http://www.painepublishing.com/
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Stop Doing the Stupid Stuff

Because 
the boss 
says so

47%

Because 
some one 
thought it 

was a good 
idea 
37%

Because its 
cool
11%

Because it helps 
our mission 

/bottom-line
5%

Requests Typical Day in Communications



What’s different about 2021? 

 Your best PR measurement tools are 
SEO and Google Analytics 

 Impressions and NPS are the new AVE
 You and your clients are one leaked 

email or a bit of “fake news” away from 
your next crisis 

 Virtual is here to stay 
 Trust & empathy are essential business 

skills 
 Local and CSR will trump pricing, 

features and delivery 



6 Steps to Best-in-class Measurement 
Step 1: Define the goal
What business outcomes is this strategy or tactic going to achieve? 
What are your measurable objectives?

Step 2: Define the Acceptable Proxies 
Who are you are trying to reach? What actions do they take on the way to 
generating revenue? 

Step 3: Define the metrics
What are the indicators to judge your progress?

Step 4: Define the benchmark 
Who or what are you going to compare your results to?

Step 5: Select your data collection tool(s) 

Step 6: Use your data to tell the story 
Turn it into action,  measure again
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Step 1: Define the Goal 
 What return is expected? 

 Define in terms of the mission or the 
business 

 Define your champagne moment 
 What would cause your client to walk 

into your office and plunk a case of 
champagne on your desk? What change 
have you contributed to? 

 Examples: 
 10% increase in goal conversions 
 5% increase in trust/credibility score
 10% increase in membership

6



Step 2: Agree on Acceptable Proxies
The “Spark” – earned media coverage, 
digital content, event, email etc. 

Quality content conveys messages, solicits 
response 

Influencers, experts generate 
understanding/awareness 

Awareness increases  engagement & 
participation 

Increased membership = revenue and 
goals achieved



Defining Acceptable Proxies 

 What actions or statements indicate :

 Awareness? 
 Credibility? 
 Consideration? 
 Preference?
 Engagement?
 Loyalty? 
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Procter & Gamble 

9

Purchase

Desirable Photo

Recommendation

Brand Benefit



Advocacy Membership Organization 
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Revenue, 
Public 

Support, 
Legislation 

passed/killed

Desirable media 
coverage about issue

Key message 
penetration 

Call to action, petition 
mentioned 

Social Engagement

More support, 
budget 

members 
certified, 
educated



Goal: Demonstrate that we are the credible source for financial 
information

 What actions imply credibility? 
 Signs up for an event 
 Subscribes to a newsletter or 

podcast 
 Downloads content 
 Shares content with an 

endorsement
 Comes back to your site frequently
 Watches 90%+ of your videos 



Step 3: Create Your Kick-Butt Index

The Perfect KBI
 Reflects Organization’s Goals
 Is actionable
 Is there when you need it
 Continuously improves your 

processes & gets you where you 
want to go 

 You become what you measure, so 
pick your KBI carefully
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Defining High-Quality Coverage: The Quality Score
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Desirable Criteria Score Undesirable Criteria Score

Positive: Leaves reader more likely to 
purchase, work for, or invest OR less 
likely to oppose

1
Negative: Leaves reader less likely to 
purchase, work for, or invest OR more 
likely to oppose

-2

Contains one or more positive 
messages 3 Contains one or more negative  

messages -3

Event/Program is mentioned 2 No Event/Program is mentioned 0

Positive headline 2 Negative headline -1

Third-party endorsement 1 Recommends competition -2

Contains desirable visual 1 Contains undesirable visual -2

Total Score 10 Total Score -10



Social Media Engagement Index = contribution to goal 
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Action Score

“Like”/Follow/Opens/+1 0

Favorites or Opens or Views 1

Comments 1

Shares content 3

Signs up to receive email or other owned  content 2.5

Shares a link to an owned site 2.5

Total 10

24

4/8/2021



Owned Digital Content Quality Index 

Perfect 10 Score Worst nightmare Score

Mentions an NGO or Influencers 1
Contains no visuals -2Contains a picture, visual or infographic or 

link to one 2

Is People Focused .5 Not relevant -1

Contains a key message 1 Not timely -2

Contains a call to action  1 No call to action -1

Expresses authenticity 1.5 Contains jargon or is inauthentic -2

Uses one of our hashtags .5 No hashtag -1

Contains a benefit i.e. “what’s in it for me”  1 No “What’s in it for me”  -1

Total 10 -10



Recommended Quality Score for E-Mail 

Perfect 10 Score Worst nightmare Score

“What’s in it or me” in the subject line 2
Contains no WIFM -3Contains a benefit i.e. “what’s in it for 

me” in the body 1

Contains a desirable picture, visual or 
infographic or link to one 2 Contains no visuals -1

Is Timely 1 Not Timely -2

Mentions a key priority or message 1 No mention of a priority or message -2

Expresses credibility or authority 2
Contains too much jargon -2

Is appropriately  targeted to the audience 1

Total 10 -10

Owned Digital Content Quality Index 



Quality indicators for Events & Meetings

Success Score Unsuccessful Score

Connections to 2021 Priorities 2 Unclear connection to 2021 
Priorities -2

Compelling Visuals 1 Contains no compelling visuals -1

Seamless Technology Experience 2 Technology fail -2

Presenter Quality 1 Poor Presenter Quality -1

Key Messages conveyed 1 Unclear or incomplete key 
message(s) communications -1

Contains a benefit i.e. “what’s in it for 
me”  2 No “What’s in it for me”  -2

Time allocated for Q&A 1 No time allocated for Q&A -1

Total 10 -10

Owned Digital Content Quality Index 



Trust Index
Trust Driver Questions % 

agreement Index

Programs/Products The Organization is making an impact with their  
Programs, products and services 44 44

Industry Leadership Has a clear vision for the future 34 34

Integrity The Organization has sound principles that guide 
their behavior 

40 40

Competence The Organization has the ability to accomplish what 
they say they will do 31 31

Trust Index Score 33

4/8/2021 18



Business Goal Communications 
Objectives

Communications Activity Activity Metrics Outcome Metrics 

Increase revenue

Advance our position on 
key competitive battles

Engage with customers to 
increase understanding of 
issues  

 % increase in desirable
share of voice 
 % increase in share of 

spokespeople quoted

 % Increase in  
perceptions of 
company as “a leader 
in the field”

 % of stakeholders who 
understand the issues 

Increase consideration and 
preference

Increase engagement via 
social media (paid & 
earned) 

% increase in 
engagement with owned 
content 

 % increase in 
consideration and 
preference

 % increase in the 
marketable universe

Increase understanding 
and support for our 
messaging 

Dissemination of  key 
messages 

% increase in % of earned
media containing a key 
message 

 % increase in 
understanding of and 
belief in our key 
messaging

Reduce costs 

Meet budget targets thru
increased efficiency and 
smarter decision-making

Rapid response to 
reputational threats or 
opportunities 

 % decrease in share of 
negative coverage 

 % reduction in 
resources devoted to 
reactive responses 

Engage with prospects via 
email & other lower-cost 
options

% increase in click thrus 
and conversions from 
communications activities 

 % reduction in cost per 
message 
communicated 

Goals                 Objective                                          Metrics 



Step 4: Establish benchmarks

 What are you being compared to?  
 Past Performance Over Time?
 The Competition?
 Whatever keeps your C-suite up at night
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Presenter
Presentation Notes
Measurement is a comparative tool. You don’t know if your results are good or bad unless you can put them into context, either looking at them over time, or in comparison to a peer group. The most important entity to measure against is whatever keeps your bosses up at night. 



Step 5: Select the Right Measurement Tools 
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• Leader Say\Do SurveyAlignment with priorities

• Survey, online activityEngagement 

• Survey, Online action, SEO Ranking, Brand Lift Awareness

• Survey or Online action Preference

• Survey or Online action  Consideration

• Sales contact system Leads

• Monitoring/listening or Survey  Messaging

• Monitoring/listening, SEO Ranking Visibility

• Revenue/expenses Cost savings 



The Tools you Need in your New Toolbox 



Reporting results: Tell the story they need to hear

 Figure out what kind of a 
story they need to hear 
 What’s keeping them up at 

night? 
 What’s preventing them from 

earning their bonus? 

 Analyze your data – What 
story can you tell 

 Illustrate your story 



What Gets the Most Bang for the Buck?
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Perfect 10 Quality Score

Worst Nightmare Quality Score



Establish the connection between business goals & PR 
activity

0.2

0.399

0.7

0 0.5 1

Number of clips

Number of Positive
Articles

MQI Score

R value

Correlation to Goal Conversions & Value 



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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Atlantic City OCS without ACA Atlantic City OCS with ACA 26

Because of ACA’s efforts:
• Coverage was less negative, and 

more positive 
• More downloads of the “Visitor 

Guide” were generated for less 
money

• People who saw news about 
Atlantic City are more likely to 
recommend and also perceive AC 
as fun and a place they are excited 
to visit – a key driver of 
preference. 
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Lowest Quality Program required most effort 

9.30
8.68

8.10
8.00

7.67
7.50

7.36
7.31

7.15
6.71

6.54
6.36

5.73
5.26

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 Optimal Content Score (OCS)
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13 Metrics to replace Impressions, AVEs and hits 

Events

• $$ Per Lead
• $$ Per Minute spent with 

Prospect
• Pre/Post %    in goal
• Share of desirable voice in 

media and/or share of 
event hashtags

For Owned Digital/ and 
Social, use these metrics:

• % ! in conversions
• % ! in incoming  queries 
• % ! in preference/ 

consideration/
trust

For Earned Media, use 
these metrics:

• % ! in conversions from 
earned content

• % ! in coverage containing 1+ 
key messages

• in share of desirable 
coverage vs. the competition

• %    in share of undesirable 
coverage vs. the competition

• % ! in incoming queries
• % ! in preference or 

consideration or trust or 
awareness



THANK YOU! 

measurementqueen@gmail.com

www.painepublishing.com

Twitter: @queenofmetrics

The Measurement Advisor 

Linked In: Katie Paine

Facebook: Paine Publishing

https://www.instagram.com/painepublishing/

Presenter
Presentation Notes
 

http://painepublishing.com/measurementadvisor/


Questions 
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