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Get Excited About
Measurement Standards
Part One of Paine Publishing’s
Barcelona Principles Compliance Tutorial
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Contents of Part One
• Page 3:
WHY YOU SHOULD CARE ABOUT THE NEW PR AND SOCIAL MEDIA MEASUREMENT STANDARDS
A dozen good reasons to comply with measurement standards.
• Page 11:
TAKE THE QUIZ: WHAT IS YOUR STANDARDS IQ?
How much do you know about measurement standards, and how standards-compliant are your programs?

This is Part One of Paine Publishing’s Barcelona Compliance Tutorial.
The entire Tutorial includes four parts:
• Part 1: Get Excited About Measurement Standards (you are here)
• Part 2: Review Your Existing PR and Social Media Measurement
Programs: Do They Meet the Standards?
• Part 3: How To Design New Standards-Compliant Programs
• Part 4: How to Explain Your New Measurement System to Your CEO
in Under Two Minutes
For further resources, visit Paine Publishing’s Standards Central.
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A DOZEN GOOD REASONS

to Comply with Measurement Standards

Why should you care about making sure that your measurement programs
adhere to the new industry measurement standards? (Learn all about the
standards at Paine Publishing.) Here are six tangible benefits of bringing
your program into compliance and six downsides of not being standards
compliant.

The Carrot:

Six Compelling Reasons to Become
Standards-Compliant
1. Measurement standards simplify your life.
If you want to measure earned media (favorable publicity gained through
promotional efforts, i.e., not advertising) today, there are at least 450
different tools and monitoring systems available. Each one claims to
have “the state-of-the-art-very-best-possible” system, and each is doing
something a little differently to try to create a competitive advantage. The
problem is that all these uncoordinated efforts have led to a proliferation of
3

black boxes unique to each vendor and thus incompatible with each other. Some corporations have as many as 20
different vendors providing measurement, resulting in a tremendous amount of wasted data and very little insight.
One of the key concepts of standards is that the process should be transparent and replicable. That’s why the very
first thing social media measurement standards require is the use of a transparency table, like the International
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Association for the Measurement and Evaluation of Communication (AMEC) Sources and Methods Transparency
Table. An image of it appears on the previous page, as well as a completed sample below. You can download the
most up-to-date version of the Table here, where it is called the “Transparency Reporting Template.” Using this table
will give you some insight into the different ways the different vendors are collecting your data. And if you run across
a vendor that isn’t using the Transparency Table, move on and find one that is.
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2. Measurement standards provide a common language.
One of the biggest problems in earned media measurement is the confusion about what “measurement” means. To
some who crave a “single number” it is a replacement for GRPs and AVEs. But accurate measurement is way more
complicated than that.
Standards-compliance means using the same definitions when discussing measurement and metrics. The standard
resource for these is “The Dictionary of Public Relations Measurement and Research, Third Edition,” by Don W.
Stacks and Shannon A. Bowen. You can download it here.

3. Measurement standards make you smarter about your data.
The Sources and Methods Transparency Table (see Reason 1) means that you have visibility into the methodology
of how your data was collected. Once you know how the data is being collected, you can make better decisions on
how to use it.

4. Measurement standards improve the integrity of your data.
Use of the Sources and Methods Transparency Table (see Reason 1) will result in cleaner, more reliable, more
replicable data.

5. Measurement standards weed out the silly from the valid.
One of the problems that has arisen in the absence of standards for earned media measurement is the emergence
of very silly, easily gamed, and potentially misleading self-proclaimed standards such as Klout scores. Standards
raise the visibility of the problems inherent with such arbitrary definitions of influence.
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6. Measurement standards provide real numbers and get rid of the fake ones.
The proliferation of “value” calculations based on mythical relationships between social media activity and goals
hurts the credibility of all measurement. Measurement standards provide guidelines on how to show true value of
what you do. They won’t result in a single number metric like the now-proscribed AVE, but no single number has
ever truly demonstrated the value you bring to your organization. It’s like deciding the value of your child based on
an IQ score. By focusing on goals rather than vanity metrics, you will be better able to show your contribution to the
business.

The Stick:
Six Consequeces of Being Non-Compliant
If, after reading the six reasons above, you still aren’t convinced (or can’t convince your boss) of the value of
becoming standards-compliant, then consider the following consequences of being non-compliant.

1. Entries that use AVEs will be disqualified from leading awards programs.
Virtually all reputable industry award programs have endorsed the Barcelona Principles. (Learn more about them
here.) They either penalize or disqualify programs that use AVE as a measure of results.

2. Without transparency you will be at the mercy of whatever vendor you are
using today.
If and when you switch vendors, you will want your new data to be compatible with your existing data. Yet, without
transparency and replicability in your system you will have no visibility into how the work was done. This almost
definitely renders your past work incompatible with what you will do with a new vendor. So you may very well have
to throw out years of possibly useful data and start over.
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3. You’ll be speaking vanity when the boss wants value.
If you are not using standard definitions, then you run a high risk of talking in terms of vanity metrics, like the
number of likes, followers, or hits. The problem is that without standard definitions, everyone can interpret terms
like engagement or influence in any way they want. This leads to confusion at best, and misrepresentation or
misinterpretation at worst.

4. You won’t get hired.
More and more associations and organizations are pledging compliance with the Barcelona Principles and the newly
developed industry standards that are based on them. They expect the people they hire to be knowledgable about
the standards and comply with them. Individuals who insist on using AVE or other non-compliant metrics in any
discussion of accomplishments may not make it past the intitial screening process.

5. You will lose credibility in the industry.
As standards are increasingly accepted and required, people holding out on the issue of AVE or lack of goal-driven
metrics will become marginalized and seen as out of touch with modern best practices.

6. You will lose business.
Increasingly, clients are requiring vendors and agencies to use the Sources and Methods Transparency Table and/or
comply with other elements of both the Barcelona Principles and the standards. If the prospective agency or vendor
isn’t knowledgeable or willing to be standards-compliant, they will be disqualified. n
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TAKE THE QUIZ

What Is Your Standards I.Q.?
How much do you know about measurement standards, and how
standards-compliant are your programs? Take Paine Publishing’s handy
16-question quiz to find out. If you’d like to learn more, the standards are
here. See the end of the quiz for specific answers and your grade.

1. Do you use or require vendors to use the
Transparency Table?
a. What’s the Transparency Table?
b. I’ve told my vendors to use it but haven’t seen one yet.
c. Yes, all my projects have the Transparency Table attached to
the appendix.
d. Yes, the Transparency Table is the first page of every report.
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2. Impressions are considered what kind of a metric?
a. Outtake
b. Outcome
c. Output

3. Impressions measure:
a. Awareness
b. Preference
c. Reach
d. None of the above

4. The best way to refer to a piece of content that mentions your company or
brand is:
a. An article
b. A post
c. An item
d. A mention
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5. Reach can be defined as:
a. Another word for impressions
b. A measure of the unique individuals who had the potential or opportunity to see an item
about your organization
c. The number of followers and likes

6. Engagement is defined as:
a. Anything you want it to be
b. An action that occurs in response to content on an owned channel
c. Always a positive thing

7. Engagement should be measured by:
a. An appropriate metric for each channel in which you are participating
b. The percentage of your audience engaged by day/week/month
c. The percentage of engagement for each item of content your organization publishes
d. All of the above
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8. Online conversations are defined as:
a. The same as engagement
b. Any discussion with your organization or brand
c. A one-way exchange of data
d. None of the above

9. How many influencers are there?
a. No more than 50
b. Potentially 7 billion
c. Anyone with a blog

10. A person is influential if he or she:
a. Causes or contributes to a change in opinon or behavior
b. Is anyone with more than 1000 followers
c. Writes for a mainstream blog
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11. A person is not influential if he or she lacks:
a. Frequency
b. Relevancy
c. Reach
d. Any one or more of the above

12. Sentiment is defined as:
a. Another word for opinion
b. Exists regardless of context or industry
c. A weak form of advocacy
d. Specific to an author

13. Advocacy must include:
a. A call to action
b. A recommendation
c. An element of persuasion
d. All of the above
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14. Which one of the following statements is true?
a. Automated sentiment analysis can be used as a less expensive alternative to opinion research.
b. Automated sentiment analysis is a good stand alone metric.
c. Social listening is not projectable to all stakeholders unless independently verified through other
research.

15. The ROI of social media is:
a. Purely a financial/accounting calculation
b. Anything I want as long as I define it clearly
c. How many leads I get

16. The value of social media is determined by
a. The specific goals you established for your program
b. A/B Testing
c. A marketing mix model

You are finished with the quiz! The answers are on the next page.
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Answers:

How many did you get correct?

1.: b. is good; c. is better; and d. is best.

• 15 or 16 correct: You are fully compliant:
A standards saint and genius!

2.: c.

• 12 to 14 correct: Very good:
At least a standard deviation above the mean!

3.: d.
4.: c.

• 9 to 11 correct: OK:
You passed, but you could be doing better.

5.: b.
6.: b.

• Less than 8 correct: You failed! Study up, improve
your programs, and take the test again. n

7.: d.
8.: b.
9.: b.
10.: a.
11.: d.
12.: d.
13.: d.
14.: c.
15.: a.
16.: a.
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About 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 of tips, news, advice, and opinion for professional
communicators who use data and information to continuously improve their measurement programs.
• We offer measurement tutorials that include case studies, white papers, presentations, and checklists on the
following topics:
• The Barcelona Principles Compliance Tutorial
• The DMO’s Ticket to Barcelona Principles Compliance
• Measurement 101 Course-In-A-Box
• Measurement 101 Course-In-A-Box for Professors
• The Essential Guide to Becoming a Measurement Sherpa
Please visit our website www.painepublishing.com
© Paine Publishing 2015
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Review Your Existing
PR and Social Media
Measurement Programs:
Do They Meet the
Standards?
Part Two of Paine Publishing’s
Barcelona Principles Compliance Tutorial

1

Contents of Part Two
• Page 3:
12 SIGNS THAT YOUR MEASUREMENT PROGRAM IS NOT IN COMPLIANCE
WITH THE BARCELONA PRINCIPLES
Assess and repair your existing programs with this symptom-by-symptom analysis.
• Page 8:
BARCELONA PRINCIPLES COMPLIANCE REVIEW AND CHECKLIST
Assess your existing programs with this principle-by-principle guide.
• Page 13:
SOCIAL MEDIA MEASUREMENT STANDARDS COMPLIANCE REVIEW AND CHECKLIST
Do your programs measure up? Here’s how to find out.
This is Part Two of Paine Publishing’s Barcelona Compliance Tutorial. The entire
Tutorial includes four parts:
• Part 1: Get Excited About Measurement Standards
• Part 2: Review Your Existing PR and Social Media Measurement
Programs: Do They Meet the Standards? (you are here)
• Part 3: How To Design New Standards-Compliant Programs
• Part 4: How to Explain Your New Measurement System
to Your CEO in Under Two Minutes
For further resources, visit Paine Publishing’s Standards Central.
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12 Signs That Your Measurement Program Is Not
In Compliance With The Barcelona Principles
Assess and repair your existing programs with this symptom-by-symptom analysis.

It’s A Sign That Your Measurement
Program Is Not In Compliance if...

Here’s How To Fix It...

#1.
Your reports don’t include a transparency table.

Go to Paine Publishing and download the
Transparency Reporting Template. Use it as a
checklist for any vendors you interview.

#2.
You still use AVEs or EMV. (AVE/EMV is prohibited
by the Barcelona Principles.)

Use an alternative measure.Start by asking your
C-Suite what they think the value of PR is. Their
answer will probably have something to do with the
bottom line, (rather than column inches, which is all
that AVE measures). If not, you may have to educate
your senior leadership on the business value of PR.
The rest of this Tutorial will help you revise your
program and develop alternatives to AVES.
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It’s A Sign That Your Measurement
Program Is Not In Compliance if...

Here’s How To Fix It...

#3.
You are measuring activity rather than outcomes.

A core concept of the Barcelona Principles—and all
standards that are based on them—is that measures
must be based on the goals for the program. So check
with management and make sure your metrics align
with and reflect those goals.

#4.
Your reports are full of output or “vanity” metrics
like Klout scores, likes, and number of followers.
(The Barcelona Principles require you to use outcome
measures rather than outputs.)

Output metrics are called “vanity” metrics because
they sound big, and big must be good. But they don’t
necessarily do anything for your business. Make sure
your metrics reflect real business impact(s). If you are
working in a non-profit, your metrics should reflect
the impact you are having on the mission. Check out
Beth Kanter and Katie Paine’s book Measuring the
Networked Nonprofit.

#5. You are reporting raw numbers instead of
percent increase or decrease.

Forget the raw numbers; what matters is if you are
improving over time. The language of measurement is
one of percentages, as in “percent increase over last
quarter.” That’s how business news is reported, so
start sounding more like that.
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It’s A Sign That Your Measurement
Program Is Not In Compliance if...

Here’s How To Fix It...

#6.
You are using multipliers. (Multipliers are specifically
prohibited by the new standards.)

Social media requires thinking more about dividers
than multipliers. In reality, less than 4% of what is
posted on Twitter or Facebook is actually read, so
whatever impression numbers you are using are
probably wrong. Think in terms of percentages of
engagement instead. If you are reporting impressions
for traditional media ask yourself: Do the numbers
sound reasonable? Double check the sources of any
circulation figures. If they are very large, then your
vendor might be using multipliers.

#7.
You can’t replicate the data for the next event.
(Barcelona Principle #7 says that the ability to
replicate results is key to good measurement.)

Whatever measurement system you design should be
able to be used across all campaigns and events. If
you use a contest and/or a questionnaire, make sure
you use the same questions from event to event. If
you are defining “positive vs. negative,” make sure
the definitions are consistent across measurement
programs.

#8.
Your objectives don’t align with your results.

Review the stated goals of a program and make sure
you are measuring them. Revise your program if
necessary. Most professional awards programs have
pledged to uphold the Barcelona Principles, which
means that they will reject entries for which results do
not line up with objectives.
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It’s A Sign That Your Measurement
Program Is Not In Compliance if...

Here’s How To Fix It...

#9.
Your math doesn’t add up or your results don’t
make sense.

If you have used a Transparency Table, it should list
all the search terms used to collect your data. Make
sure that those terms are up to date and reflect current
priorities. Check to make sure that spam filters are
being used correctly.

#10.
You aren’t measuring social media assets.
(Barcelona Principle #6 says that social media can
and should be measured.)

Start measuring your social media. Use the
Conclave’s social media measurement standards at
Paine Publishing.

#11.
You aren’t measuring messaging, sentiment, or
the quality of your work. (Barcelona Principle #4
says that you should be measuring quality as well as
quantity.)

Whether you use survey research or content analysis,
make sure that you are assessing the quality of your
coverage, not just the quantity. Quality is typically
measured by looking at aspects of media coverage
that influence people’s preference and likelihood to do
business with you. These include, e.g., the presence
or absence of messages, positioning statements,
unique selling propositions (USPs), or quotations.

#12.
You are measuring awareness by counting
impressions.

Awareness can only be measured with a quantitative
study or brand tracking. Impressions reflect a potential
opportunity to see something about your brand, but
are no guarantee of actual “awareness.” To fix this,
either do a survey or change your goal. n
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Barcelona Principles Compliance Review
and Checklist
Assess your existing programs with this principle-by-principle guide.
Paine Publishing’s Barcelona Principles Compliance Review and Checklist
leads you step-by-step through each Principle. Do you measure up?
Here’s how to examine your measurement program to find out. Just work
through each of the following seven sections, one for each of the Barcelona
Principles. The actual Principles are more detailed than the summary
statements included here. See this page for more on the Principles.

1. Goal Setting and Measurement
Principle #1:
Goal setting and measurement are fundamental aspects of any
PR program.
□ Review the goals of your measurement programs. If you have
any doubt about their relevance to your organization’s business
objectives, work through the following steps:
□ Step 1. Set up a meeting between your team, your boss,
and your boss’ boss. Get them to articulate the goals and
expectations they have for your department.
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□ Step 2. Ask them how they think your department contributes to the business goals of the organization
(or the mission, if you are a non-profit).
□ Step 3. From that meeting develop your SMART goals: Specific, Measurable, Attainable, Realistic, and
Time-bound.
□ Specific means that they are specific to a program, strategy, or tactic that you have influence or
control over.
□ Measurable means that there is a feasible way to measure them. For example, if the goal is “make
more sales” you would need, preferably, a marketing mix modeling system in place. If that isn’t
feasible, then you need a very good understanding of what the drivers of your business are, and
access to good analytics. Without these, you may need to revise the goal.
□ Attainable means that the goal is something that you and your department can actually do. Again,
if the goal is “sales” then you would need to be in control of, or at least influence, price, delivery,
contracts, etc. If that is not the case, define a goal that is actually attainable.
□ Realistic means that the goal is something that can be achieved given the available resources.
□ Time-bound means that you have to have a specific date by which the goal will be accomplished.

2. Quality As Well As Quantity
Principle #2:
Measuring the effect of outcomes is preferred to measuring outputs.
□ Review all your metrics. Are there as many quality metrics as there are quantitative metrics? Quality metrics
are those that indicate message communication, influence, accuracy, advocacy, etc. If not, drop a few of the
quantity metrics and add more quality.
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3. Ad Value Equivalence Or Earned Media Value
Principle #3:
Advertising Value Equivalents (AVEs) do not measure the value of PR and do not inform future activity.
□ Do you use AVE or any comparison to advertising value or cost? If not, congrats!
□ If you do, get rid of them. Develop alternative metrics.

4. Social Media Metrics
Principle #4:
Social media can and should be measured.
□ Do you include social media in your metrics? If yes, congratulations. Review the measurement standards at
Paine Publishing and make sure your metrics comply.
□ If no, read the social media measurement standards at Paine Publishing and put together a plan.

5. Outcomes vs. Outputs
Principle #5:
Measuring outcomes is preferred to measuring media results.
□ Review your metrics. Is there a balance between output (activity metrics) and outcomes (business results)?
□ Check to make sure you are measuring desired outcomes, like a shift in awareness, perception,
comprehension, attitude, or behavior.
□ Do you have a defined benchmark to compare your results to? If not, add one.
□ Decide if you need any additional tools or procedures to measure outcomes.
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6. Are you measuring your contribution to business results?
Principle #6:
Business results can and should be measured where possible.
□ Review your most recent reports. Check to make sure that in all of them you specifically articulate your
progress against the goals established in Step 1.
□ If they don’t tie back to the goals from Step 1, reanalyze the data until either you find a connection, or you
determine what went wrong.

7. Are your results transparent and replicable?
Principle #7:
Transparency and replicability are paramount to sound measurement.
□ Review your most recent reports. Can you compare results from month to month, and/or from quarter to
quarter? If the answer is “No,” then you need to revise your metrics or vendors so that the data you collect is
replicable.
□ Ask yourself, “If I switched vendors, would another vendor be able to replicate this data?“ If you answer is “No,”
then you need to revise your metrics or vendors so that the data you collect is replicable.
□ Download and fill out the Transparency Table and attach it to your report. See Part 3 of this Tutorial, “How To
Design New Standards-Compliant Programs,” for samples of the Table and more on how to use it.

Congratulations, you are finished! n
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Social Media Measurement Standards
Compliance Review and Checklist
Do your programs measure up? Here’s how to find out.
Paine Publishing’s Social Media Measurement Compliance Review
and Checklist is a standards checkup for the programs you already
have in place. It leads you step by step through the social media
standards presented at Paine Publishing. Just work through each
of the following sections.

1. Content Sourcing and Methods
□ Do you now use the Sources & Methods Transparency
Table? If yes, congratulations! You might wish to review the
following steps to make sure you are using it correctly.
□ If no, work through the following steps:
□ Step 1: Download the Transparency Reporting Template.
See Part 3 of this Tutorial for an example.
□ Step 2: Fill it out for your most recent projects.
□ Step 3: Set up a meeting or email it to all your research
vendors. Require them to fill it out.
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□ Step 4: Circulate the Transparency Table internally, require all research reports that are sent to you to have
some version of it attached.
□ Step 5: Check your search terms, make sure that they are accurate, relevant, and up to date.
□ Step 6: Check your spam filters against your content. Make sure your content is spam free.
□ Step 7: Check for duplicates. If you are using multiple sources for content, they may be grabbing the same
content twice. Eliminate any duplicates.

2. Review Your Engagement Metrics
□ What are the goals for your program? Do your engagement metrics tie back to those goals? Have you
considered off-line metrics, in addition to your online engagement?
□ What metrics beyond likes and follows are you using?
□ Are you using raw numbers? If no, congratulations! If yes, then stop doing so and revise your metrics. You
should be calculating engagement as a percentage of total likes, or follows.
□ Are you using channels besides Facebook and Twitter? If yes, are you using specific metrics for each?
□ Check any weightings that you are applying. Run standard T-tests or other statistical analyses to make sure
that the weightings reflect the goals.
□ Check to make sure that you are using distinct metrics for owned vs. earned media. (Do not use a separate
category for shared. Shared is considered a subset of earned.)
□ Review with your team the differences between engagement with your organization or brand and conversation
about your organization or brand.
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3. Reach and Impressions
□ Review all the terms that you are using in your measurement program.
□ Make sure they are consistent with the definitions used in the standards (see the standards at
Paine Publishing.)
□ Check to make sure that none of your metrics or your vendors are using any sort of multipliers.
□ Make sure you are using the smallest, most conservative numbers available.
□ Make sure that the sources of your impression numbers are consistent and valid and up to date.
□ Do a common sense check. Are the numbers you are reporting realistic and relevant? Have they been
implausibly inflated by multipliers or incorrect impression numbers?

4. Influence and Relevance
□ Download and read WOMMA’s Influencer Guidebook.
□ Check to see how are you defining “influencer.” Make sure your definition agrees with WOMMA’s standards.
□ Make sure that any influencer on your list meets these three criteria: Reach, relevance, and frequency.

5. Sentiment, Opinion, and Advocacy
□ Check your goals and what you need to measure. Is sentiment relevant to your business, or would key
messages be more likely to move a person along the path to purchase?
□ Check in with your target audience to make sure they are influenced by, or likely to be swayed by, social media
sentiment or opinions. Online sentiment reflects the opinions of a relatively small percentage of the population.
□ If you are using sentiment, make sure that your definitions of positive, negative, and neutral are consistent.
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The best definitions are:
Positive = leaves a reader more likely to do business with;
Negative = leaves a reader less likely to do business with;
Neutral = no sentiment expressed;
Balanced = some negative and some positive.
□ If you are using an automated sentiment analysis tool, select a random sample of 10% of your content from
each outlet or source (Twitter, Facebook, blogs, etc.). Review this sample carefully to make sure that the
tool’s evaluation of sentiment reflects your business’ needs.
□ Check your assumptions. If possible, use a statistical analysis tool to determine whether sentiment actually
has an impact on the desired outcome.
□ If you are tracking opinion and advocacy, make sure you are tracking the sources of those opinions. It is just
as important to know who your advocates (and detractors) are as to know what they are saying.
□ Before you try to project the opinions that you have discovered in social media to a broader audience, make
sure your assumptions are correct. Check your results via a survey of your target audience.

6. Impact and Value
□ Decide whether the impact and value has to have a financial component. If the goal for your program is
to raise awareness, or affect your reputation or preference, the value will be long term and any short term
financial calculations will be misleading.
□ If the term “ROI” appears anywhere in your metrics or reports, make sure that it is calculated correctly: ROI =
(R - I)/I, where R = Revenue and I = Investment, both in dollar amounts.
□ If the necessary calculations for ROI are not available or accurate, consider using cost/benefit or efficiency
14

metrics instead. See Fraser Likely’s method here.
□ Check in with your boss’ boss to determine what he/she perceives is the real value of your social media
program to the enterprise. Make sure you are measuring that.
□ Make sure you have a benchmark to compare your results to. n

15

About 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 of tips, news, advice, and opinion for professional
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following topics:
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How to Design
New Standards-Compliant
Programs
Part Three of Paine Publishing’s
Barcelona Principles Compliance Tutorial

1

Contents of Part Three
• Page 3: HOW TO SET UP A MEASUREMENT DASHBOARD AND CONDUCT PUBLIC RELATIONS
RESEARCH THAT MEETS APPROVED STANDARDS
Step-by-step directions to design and carry out a new measurement program.
• Page 16: PUBLIC RELATIONS MEASUREMENT BEST PRACTICES AND COMPLIANCE CHECKLIST
A comprehensive checklist of all the options to consider and steps to accomplish.
This is Part Three of Paine Publishing’s Barcelona Compliance Tutorial.
The entire Tutorial includes four parts:
• Part 1: Get Excited About Measurement Standards
• Part 2: Review Your Existing PR and Social Media Measurement
Programs: Do They Meet the Standards?
• Part 3: How To Design New Standards-Compliant Programs
(you are here)
• Part 4: How to Explain Your New Measurement System to
Your CEO in Under Two Minutes
For further resources, visit Paine Publishing’s Standards Central.
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How to Set Up a Measurement Dashboard
and Conduct Public Relations Research
That Meets Approved Standards
So you’ve read all about the standards... Now what? How do you set up
a measurement program that actually meets the standards? This part
of the Barcelona Compliance Tutorial takes you through the procedure
to do just that. The first section explains the steps, and the following
Checklist is your go-to guide as you navigate the nuts and bolts. Let’s
get started...

A. Define your Measures
of Success, Metrics, and
Dashboard
As with any measurement program, before you even think about tools
and techniques, you need a framework that everyone can buy into. First
you need overall agreement on the goals of your enterprise and your
department. Then you need to design a framework that ties together the
organizational goals, departmental goals, and your metrics.
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Two examples of typical goals, with appropriate actions and metrics.

Getting clarity around goals and objectives seems like an obvious place to start, but, with today’s cornucopia of
communication vehicles, it can be surprisingly difficult. This is especially true if your organization has recently shifted
responsibilities for digital between marketing, advertising, and public relations.
For example, let’s say you have three organizational goals:
• Goal #1: Increase retention rate of employees and customers.
• Goal #2: Increase overall efficiency as measured by revenue per employee.
• Goal #3: Expand into new markets.
The first question that needs to be answered is: How does communications contribute to those goals? The answers
could be something like:
• For Goal #1: Communications can increase engagement with the brand on the part of both customers and
employees. Greater engagement leads to increased retention.
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• For Goal #2: Communications can increase efficiency by lowering the costs of
message communications. That is because PR and social media can deliver
leads, increase sales, and get messages out at a lower cost than paid media.
• For Goal #3: Communications can support new market expansion by identifying
influencers, conducting outreach, and finding ambassadors and evangelists
within those markets.
For each communications goal you will need a specific set of metrics that best
apply to your program, division, or department.
The key, of course, is defining “best.” Here we give you two suggestions on how to
guide your team in doing it: The Champagne Moment and The Kick Butt Index.

Set up a meeting
Start with a list of everyone who will want to see a report on your results.
Somehow you need to get them all, or at least the majority of them, physically in
the same room for a meeting during which you will make decisions on goals and
metrics. Senior management participation is critical, because without their buy in,
no measurement program can succeed.

The Ultimate Champagne Moment
An effective way to help determine what success means is with The Champagne
Moment. Start by getting everyone in the room to describe what I call their
“ultimate champagne moment.” It’s a fantasy scenario in which the boss
drops a case of champagne on your desk and says: “Congratulations on your
accomplishments! Here’s some champagne, take an extra week off, and you’re
getting a 10% raise!”
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What would you or your department have to have accomplished to get such a reward? Initially, you’ll probably have
far too many definitions of success to have any clarity at all. Typically there are as many answers as there are
people in the room. With luck you might be able to consolidate some of them and get it down to under 20.
Now figure out which of those champagne moments deserve a split and which deserve a Nebuchadnezzar. Make a
list of the answers on a flip chart, then give everyone a sheet of colored dots. Make sure that the most senior people
in the room have a different color dot than the communications team, because you’ll want to make sure you identify
and reconcile any areas of disagreement. First, tell the team that each dot is worth a mythical $100,000 worth of
budget, and they should spend it as they see fit by sticking it on the list next to whatever they think are the outcomes
most likely to get them a case of champagne. Now give management their dots and tell them to do the same thing,
but their dots are worth $200,000.
Below is what the result of one such exercise looked like:
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To calculate the winner, count up all the dots and put the numbers into a spreadsheet like this (where HIPPO means
Highest Paid Person in the Organization):

Take the top five winning goals and you now have the
top line goals for your framework.
Now you can select the most appropriate metrics to
help you measure those top five goals. So, for example,
if the number one priority is messaging, you might want
to use as your metric “percent of earned social media
conversations containing one or more key messages,”
or “percent increase in understanding/belief in our
key messages.” Make sure you have a metric that
measures progress for each of the top five priority
champagne moments.
Don’t forget that you become what you measure.
The most accurate metrics in the world aren’t worth

Three examples of typical goals, with appropriate metrics.
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the electrons it takes to generate them if they don’t help your organization
succeed. The role of metrics in any organization is to help people focus. No
human, no matter how smart or how hardworking, can focus on 20 different
metrics. At best, he or she will come into the office every morning and
remember three, and at most five, priorities to focus on. Therefore those
three or four or five metrics better be the ones that are the most likely to help
your business succeed.

Forget KPI, It’s the KBI—Kick Butt Index—that Matters
Another effective way to define and keep track of success is with the Kick
Butt Index, a technique that translates what senior leadership expects
you to accomplish into a specific metric. That expectation might be “Get
great stories in top tier media,” “Increase employee engagement,” “Raise
awareness,” or, “Increase our Twitter followers.” The specific goal doesn’t
matter. What does matter is that senior leadership articulates its expectations
and you all agree on a way to translate them into some sort of score. Most
importantly, you need to know the HIPPO’s (Highest Paid Person’s) opinion
on what “kicking butt” means.
First ask everyone in the room to identify what they expect the outcome of
your program to be. To put it a slightly different way, if you were “kicking butt”
vs. getting your butt kicked, what would “kicking butt” mean?
During this process, it’s important not to let anyone get away with an easy
answer. Make sure that these definitions of success relate back to the
mission and goals of the organization. If this connection isn’t clear—and it
probably won’t be at first—you need to ask “So what?” until you get there.
For example: If someone says the goal is, “Distribute at least 10,000 emails
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about our new product with a 5% open rate,” you ask, “So what?” If they
answer, “I would then reach 50% of our target audience with information,”
you again ask, “So what?” When they answer, “People would know about
the new product.” You again ask, “So what?” And finally they will reply
something like, “The business would improve because we’d increase our
trials and consideration by 5%.” A-Ha! The real goal is to increase trials and
consideration. Now you can select metrics to measure success against that
outcome. Typical metrics might be percent increase in downloads of trial
information or percent increase in requests for more information.
Now let’s work through an example of developing a specific KBI. Let’s
say that to your leadership “kicking butt” means getting great coverage
in key media outlets. To develop your KBI, you first have to decide what
constitutes “great coverage.” The short answer is that great coverage
probably:
1. Includes a story, conversation, post, video, or other item that discusses
your brand, your products, or the issue that you are promoting In a
desirable way, and
2. Convinces your stakeholders to act in a desirable way. For instance,
request information, renew memberships, buy products, attend events,
click on a call to action, sign petitions, etc.
To help you decide what great coverage is in your case, look for data that
can inform your decision. It’s important when picking the key elements
that they not be based entirely on gut feeling. The more you can tie the
elements to business results, the more robust and meaningful your KBI will
be. If you’ve been in business for more than two or three years, you have
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sufficient data to show what benefits or aspects of your products drive
consumer preference. Those elements become part of your KBI score.
• If you are in a consumer company, ask the marketing group, marketing
analysts, or competitive intelligence group.
• If you’re in the non-profit sector, chances are that development or
member management may have similar data.
• On the government side, that data may be in opinion polling.
With the help of the data you can find, have a discussion that identifies
the specific coverage elements that are most likely to influence
stakeholder actions.
Develop a quality score. Translate these coverage elements into a
numeric score to apply to each item (whether it is an article, post, video,
etc.). Start by assuming that if an item contains all of your great coverage
elements, then it receives a “perfect 10.” If it contains the opposite of
those elements, then, in addition to being your worst nightmare, it would
score a perfectly bad -10.
Weigh each coverage element based on the degree of influence it has
on stakeholder behavior. Again, you need to have this discussion with
your leadership team. Is a negative headline worse than a story without
a message? If the answer is yes, then the negative headline might get
a -3 and the lack of any message might only deserve a -1. A desirable
visual might be worth three times more than a recommendation, in which
case the visual might be a +3 and the recommendation would be a +1.
Ultimately you’ll end up with a table like the one on the next page:

10

You may be thinking that you can’t possibly analyze every item to give it a score. You may have to sample the items,
or just select items that appear in a small number of top tier media outlets. Ideally you would have a member of your
target audience doing the evaluation, but as long as you have clear instructions and test the results, the coding can
be done by an intern or a contractor.
Give every item a score, and then calculate an average KBI for the week, month, or quarter you are measuring.
Note whether your average KBI over time is going up or down. Which tactics make a difference?
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Select a Benchmark
There is one final thing to accomplish at your meeting. Measurement
is a comparative tool, and you have to decide what you want to be
compared to. The easiest benchmark is to start tracking your results
immediately and then use the data from your first three months as a
benchmark. If you have it, go back six months and use that period as
a benchmark.
The most effective benchmark, however, is that competitor or peer
that keeps your CEO and board up at night. It might be an underdog
nipping at your heels, or the elephant that is constantly stomping
on your business. Whatever it is, you may not have access to
their internal data, so not all metrics will apply. But if you can, add
in a share of voice metric to understand how you’re doing in the
marketplace vis-à-vis the competition.

After the Meeting
Summarize your conclusions in a document that lists the key metrics
(including your Kick Butt Index) that you will be reporting on in your
dashboard. Check back with senior management to get sign off on the
KBIs and the dashboard. Based on the KBIs, make a list of the data
you will need to report on.
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B: Select A Research Tool
Once you’ve established what your goals, metrics, and benchmarks will be (in section A) you can start to think about
research tools. There are three basic types:
1. Media content analysis – Reading and classifying the content of what people are saying or writing.
2. Survey research – Asking people questions to acertain their level of knowledge or state of mind.
3. Data analytics – Traffic and behavior on the web and social media.
For most standards-compliant measurement you will need two out of three to correlate action with results.
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So, for example, if you have a goal of changing or improving your positioning,
and the metrics are “percent of conversation containing the new positioning”
and “percent change in perceptions,” you will need both content analysis and
survey research. The first will determine what people are actually saying, the
second will determine what they believe. The chart on the previous page is a
good guide to the type of metrics you will need, depending on your goals.

Choosing a Measurement Vendor
Choosing a measurement vendor can be difficult and frustrating. There are
many competent vendors to choose from, they each have their specialities, and
there is no single vendor that is good at everything. The best way to select a
vendor is:
• Consider only those vendors which have pledged to support measurement
standards.
• Be very clear about just what problems you want to solve, questions you
want to answer, and/or data you need.
• Consult Katie Paine’s PR Measurement Vendor Selection Chart: 9 Typical
Problems And The Vendors To Solve Them (on the next pages) for advice
on thinking about just what you need and which vendors offer those
services.
• When getting quotes use the Transparency Reporting Template so you know
what you are getting and can accurately compare vendors to each other.
More details on how to select the three types of tools are covered in the
Checklist, the next section of this Tutorial.
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Katie Paine’s PR Measurement Vendor Selection Chart:
9 Typical Problems And The Vendors To Solve Them
(reprinted from The Measurement Advisor newsletter, Spring 2015)

PROBLEM

SOLUTION

SOME VENDORS
THAT DO IT

I want to hire a company
that has pledged to support
the industry standards.

You need to check the
measurement standards
pledge list before you even
start your search.

•
•
•
•

CyberAlert
Carma
Salience
Prime Research

The rest will probably push
you to use AVEs and other
dubious metrics.

I want a company that can
provide detailed social
media metrics.

You need a company that can
take the API from a variety
of sources and automatically
extract all the data that
Facebook, Twitter, etc.
compiles.

•
•
•

SocialBro
Simply Measured
Unmetric

Make sure that whatever
channels matter to you are
tracked by the vendor you
select.

I want help analyzing and
measuring my media and
social media coverage.

You need a measurement
company.

•
•
•
•
•
•

Carma
CyberAlert
Cision Global Analysts
MediaMiser
Prime Research
Salience

You want to find someone
with highly trained analysts
that can code relevant
coverage accurately. You
should demand a minimum
88% accuracy in a Scott’s Pi
intercoder reliability test. (Call
me, I’ll be happy to run the
test for you.)
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WHAT TO LOOK FOR

PROBLEM

SOLUTION

SOME VENDORS
THAT DO IT

I want to capture all my
television and broadcast
coverage and be able get
broadcast quality videos I
can save and show to my
boss.

You need a broadcast
monitoring company.

•
•

TVEyes
Critical Mention

Most people are happy to
just get links to broadcast
coverage on their monitoring
feed. But if monitoring
broadcast is important, and
you may want to download a
real video, you’ll need to go
with one of these two.

What I want most is a daily
alert from media outlets
around the world so I know
what’s being said about us.

You need a wire service or
press release distribution
service.

•
•
•
•
•

Business Wire
Marketwire
Cision
BurrellesLuce
GlobeNewswire (Nasdaq)

You need a service that does
more than send out a release.
You need one that can send
out the right kind of content to
the right influencers.

What I want most is a good
way to manage my media
lists.

What you need is a good CRM
system that can keep track
of all your media contacts,
what you’ve pitched them on
and whether they’ve run any
stories.

•
•
•
•
•
•

Vocus
Cision
Gorkana
Salesforce
MyMediaInfo
MarketWired

It’s not the size of the media
database, it’s how accurate
it is and how often it’s
updated. If you are selling
spectrometers, you don’t want
to be sending releases to The
Measurement Advisor. But
Vocus and others don’t seem
to get that.
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WHAT TO LOOK FOR

SOME VENDORS
THAT DO IT

PROBLEM

SOLUTION

What I want most is to know
what people are saying
about me on Twitter and
other social platforms.

You need a social listening
platform with automated
sentiment analysis.

•
•
•
•
•
•
•
•

Attensity
CyberAlert
Boardreader
NetBase
Sysomos
Crimson Hexagon
Radian6
HootSuite

Make sure that they have
good filters. The problem isn’t
getting all the posts, it’s getting
the right ones. If they don’t
have good easy ways to filter
out spam, porn, and dreck, run
in the opposite direction.

What I want most is to know
what print and traditional
media outlets are saying about
me.

You need a traditional clipping
service.

•
•

CyberAlert
BurrellesLuce

BurrellesLuce is one of the
few companies left that can
provide print media monitoring
down to the hyper-local
market.
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WHAT TO LOOK FOR

The following three steps are discussed in the next section, Public Relations
Measurement Best Practices and Compliance Checklist.

cklist

C: Select a Listening / Monitoring Tool
D: Select a Survey Tool
E: Select a Web Analytic or CRM Tool
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F: Analyze Data and Report Results
Now you know what happened, it’s time to ask “So what?” once again. Earlier, in section A, we used the “So what?”
question as a technique to relate program outcomes to the misson and goals of your organization. Now the question
is useful to discover what your data reveals. Any measurement program is only as good as the insights you glean
and the informed decisions you make, so it is important to look at the data as it comes in and continue to ask the
“So what?” question. What does it mean for your future actions? How will you do things differently to improve results
going forward?
The best way to look at the data is to rank the results from best to worst and then to assign a “resource value”
to each program. Use a chart like the one below to judge your efficiency. (This example is for when volume of

Engagement vs. Resource Use
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engagement is your ultimate goal.) For instance, from this chart you can
decide that the Ultimate Road Trip and Google+ Chats were the most
efficient use of resources.
If you have several programs to compare, a technique called Forced
Ranking can be an effective way to decide what works and what doesn’t.
First you need a definition of success, a metric by which all the various
projects you are working on can be judged. Then rank your programs with
respect to that metric, and see what you can learn.
Here’s an example: Suppose your goal is to position your organization as
a leader in its field. Analyze all your media coverage around your event
or campaign and see what percentage of it contains the key message
“Company X is a leader, or one of the leaders, in the field.” That metric,
“Percent of stories that contain one or more key messages,” becomes
your standard of success. Now rank all the programs according to
which had the highest percentage of key messages vs. the lowest. Do a
Root Cause Analysis to figure out why the top-ranked ones were more
successful, and why the bottom-ranked programs failed.
Read more about the Forced Ranking technique here.

Conclusion
We hope this guide is useful in helping you set up your measurement
framework. Remember, use it together with the following section,
Paine Publishing’s Public Relations Measurement Best Practices and
Compliance Checklist. The Checklist is your go-to guide as you navigate
the nuts and bolts. n
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Public Relations Measurement
Best Practices and Compliance Checklist
This convenient checklist and to-do list will help you plan
and apply best practices to almost any standards-compliant
measurement program. Use it alongside the previous section,
How to Set Up a Measurement Dashboard... which provides more
details about some of the individual steps. A condensed version of
this Checklist is included in this Tutorial as a separate document,
formated for printing and use as a hardcopy.

A. Define your measures of success, KPIs,
and dashboard
□ Make a list of everyone who will want to see a report on
your program or campaign.
□ Set up a meeting of all those people. The purpose of the
meeting is to get consensus on the business goals and your
measures of success.
□ Use the meeting to define:
□ The target audience;
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□ The goals (make sure they are S.M.A.R.T.: Specific, Measureable, Attainable, Realistic,
and Time-defined);
□ The Kick Butt Index (KBI) that you will provide in your report;
□ The ultimate Champagne Moment;
□ Other definitions of success; and □ What or who the benchmark will be.
□ After the meeting, summarize it in a document that lists the key metrics (including your Kick Butt Index) that
you will be reporting on in your dashboard.
□ Check back with senior management to get sign off on the KBIs and the dashboard.
□ Based on the KBIs and/or KPIs, make a list of the data you will need to report on.

B. Select a research tool
□ Look at each metric and decide whether the most appropriate measurement tool is a survey, web analytics,
or content analysis. Use the PR Measurement Vendor Selection Chart in the previous section (How to Design
New... Programs) to help you narrow down your tool and vendor search. Then:
□ If the metric is message-related you will need either a survey or content analysis...
>>>Skip ahead to Section C.
□ If the metric has to do with awareness or preference you’ll need a survey...
>>>Skip ahead to Section D.
□ If the metric has to do with web traffic, you will use Google Analytics or a similar tool...
>>>Skip ahead to Section E.
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C. Select a listening/monitoring tool
□ Make a list of the search terms you need to know about, e.g.: companies, benchmarks, subjects, topics,
issues, or peer institutions.
□ Decide if your program is domestic, international, or some combination of the two.
□ Make a list of the channels you need to monitor:
□ Traditional media
• Network TV
• Cable TV
• Radio: Do you need actual tapes or will transcripts do?
• Newspapers: Local? National?
• Magazines: Local? Trade? National?
• Trade publications: Online? Print?
□ Online Media
• Online versions of traditional media
• Online-only publications
□ Social Media
• External Blogs
• YouTube
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• Flickr
• Twitter
• Facebook
• Pinterest
• Instagram
• Tumblr
• LinkedIn
• SlideShare
• Social bookmarking sites, for instance, Digg or Delicious
• Forums
□ Make a list of the quantitative data you will need:
□ Number of mentions
□ Number of comments
□ Number of YouTube or Flickr views or comments or votes
□ Number of Twitter followers
□ Opportunities to see (OTS)
□ Make a list of the qualitative data you will need:
24

□ Tonality: Positive, neutral, balanced, or negative
□ Spokesperson quote
□ Affiliation of spokesperson
□ Messages content: Amplified, full, partial, incorrect, negative, or none
□ Individual messages communicated
□ Issues discussed
□ Subjects mentioned
□ Lines of business mentioned
□ Dominance of mention
□ Prominence of mention
□ Recommendations/reviews
□ Brand benefits mentioned
□ Accuracy of mention
□ Estimate the volume of mentions using Google News, Technorati, or prior monitoring programs.
□ Decide if you need an automated system with random sampling and/or human oversight, or manual review.
□ Decide whether you will be doing this work in-house or will need measurement partners.
□ If you need partners, create an RFP that allows you to accurately compare vendors (apples to apples).
Include your best guess as to the volume of mentions and a full list of what you need to track. Ideally, you
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should provide all your prospective vendors with a maximum amount you are willing to spend and then ask
them how many clips they can read for that amount. Use the Transparency Reporting Template to ensure that
you are getting compatible information from vendors.
>>> Proceed to Section F.

D. Select a survey tool
□ Determine how quickly you need the results.
□ Determine a budget for the research.
□ Read the IPR guide to good survey research in this paper.
□ Define your audience and source the list of desired respondents.
□ Get a clear, accurate reading on the Internet habits of your desired respondents. If they are primarily online,
then an online survey might be acceptable. If they do not have reliable Internet or if they get most of their
information off-line, a mail survey might be preferable.
□ If you are going to use an outside research firm, give them a budget and see how many completed calls they
can make for that budget. Call their references. Study their existing reports, if possible.
□ If you are using a free online survey tool, make sure that it has the capacity to ask the kind of questions you
need answered.
□ Contact a professional researcher, either from a local university or from a professional research firm. We
strongly recommend that the survey instrument be written by a professional or at least reviewed and tested by
a professional researcher.
□ Test the survey on a sample of your respondents.
□ Review the test, and fix any problems. Make sure you are getting the data you need.
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□ Email or mail out the survey or begin the phone calls.
□ Check your results after 5 days; ensure that your survey is doing what you want it to.
□ Once the results are in, make sure you have the necessary crosstabs. For example, if you need to know what
impact your outreach is having on awareness, make sure you have a crosstab of awareness levels by media
outlet used (or remembered using).
□ Write up the results and map them to your activities.
>>>Proceed to Section F.

E: Select a web analytic and/or CRM tool
□ Make a list of the specific campaigns or program that you are going to measure.
□ Define specific conversion criteria. See this definition from Avinash Kaushik.
□ Create unique URLs (source codes) and mirror landing pages for each campaign or program so you can track
the traffic that results from them.
□ Make a list of the engagement data you will need:
□ Unique visitors
□ Repeat visitors
□ Length of time on site
□ Pages per visit
□ Downloads
□ Registrations
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□ Conversions
□ Make a list of the sales/lead data you will need, for example:
□ Number of registrations
□ Number of leads
□ Number of qualified leads
□ Number of appointments made
□ Number of proposals delivered
□ Number of sales
□ Market share
□ Value of sales
□ Average profit per sale
□ Cost of social media program
□ Talk to whoever in your organization manages the website and collects web data. Determine what data they
have that you need, and what data they don’t have yet. For the latter, decide how they will collect it.
□ Decide if you need any additional tools.
□ If required, create an RFP for web data collection and analysis.
□ >>>Proceed to Section F.
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F: Analyze Data and Report Results
□ Put all relevant data into an Excel spreadsheet.
□ Based on your KBI and definitions of success, force rank all your programs from 1 to however many programs
you are measuring.
□ Assign a “resource investment” category to each program that reflects the total amount of dollars and human
resources that the campaign required. Typically we recommend the following categories: Low, Medium, High,
Very High.
□ Create a quadrant chart like the one below. Study the programs in the top left. These get the most
engagement for the fewest resources and are your most efficient. Then study the programs in the bottom right
quadrant. These are your least efficient.
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□ Look for significant failures: Where did a program not deliver?
□ Look for exceptional successes.
□ Drill down into the data to determine cause and effect.
□ Put the most relevant charts and data into a PowerPoint presentation.
□ Report results, draw insights, and make actionable recommendations.

That’s it, you are finished! Time to start planning your next program. n
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About 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.
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© Paine Publishing 2015

31

How to Explain Your
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Part Four of Paine Publishing’s
Barcelona Principles Compliance Tutorial
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HOW TO EXPLAIN YOUR
NEW MEASUREMENT SYSTEM TO
YOUR CEO
IN UNDER TWO MINUTES
This is Part Four of Paine Publishing’s Barcelona Compliance
Tutorial. It is very short, compared to the other Parts, but that’s
because we want you to be able to explain your new system
very concisely.
The entire Tutorial includes four parts:
• Part 1: Get Excited About Measurement Standards
• Part 2: Review Your Existing PR and Social Media
Measurement Programs:
Do They Meet the Standards?
• Part 3: How To Design New
Standards-Compliant Programs
• Part 4: How to Explain Your New Measurement
System to Your CEO in Under Two Minutes
(you are here)
For further resources, visit Paine Publishing’s
Standards Central.
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At Paine Publishing we hear all the time from our clients that
they need a simple and straightforward way to explain their
new metrics and dashboard. Since we all know how short the
attention span of a CEO or CMO can be (and some of us love
those elevator scenes on NCIS), we’ve scripted an elevator
speech to help you out.
Scene: You encounter your CEO/CMO between meetings.
CEO/CMO: So, Mr./Ms. Communications Director, what’s your
plan to show value for what you’re doing? I’ve got about two
minutes, so make it snappy.
You: Glad you asked. Our new measurement system will provide
us with meaningful measures of what matters to our business.
The new system is based on the concept that PR/media
relations/social media generates media mentions that are the
sparks that set prospective customers, investors, or hires on the
path to do business with this organization.
We know that not every media outlet is equal in influence. So,
we will focus our measurement on media that are most likely to
influence our target audience.
We assume, based on research and paid-media experience, that
a media mention of our organization will be most persuasive if
it contains one or more of our messages, includes a desirable
visual, or contains language that leaves a reader more likely to
do business with us.
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So, the new system assigns a quality score to each
mention based on which of those desirable elements it
contains. We also assess each mention for any aspects
that might dissuade a reader from doing business with
us, for instance, an undesirable visual or an incorrect
message.
We will include in our calculations the circulation or
reach of the media outlet to determine how many people
have an opportunity to see desirable messages about
our organization.
This data will be fed into our marketing mix model. That
model will allow us to provide you with an ROI figure for
PR/media relations and social media.
The data will also enable us to measure each campaign
and program based on its contribution to success
relative to its resource use. As a result we will become
more efficient because we will be able to evaluate the
best use of our time and money.
CEO/CMO: OK, your two minutes are up. Thanks for a
nice concise presentation, and I understand your new
process. Now go out and get us on the front page of the
Wall Street Journal. n
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PR Measurement
Best Practices & Compliance Checklist
A. Define your measures of success, KBI, and dashboard









Make list of people who will want to see a report on your program/campaign
Set up meeting with those people to reach consensus on business goals & measures of
success, then create meeting agenda
In meeting, discuss/define the following:
•Target audience
•Goal(s)
•Who/what the benchmark will be
•The Kick Butt Index
After meeting, summarize the agreed upon definitions in a document. Also include a list
of the key metrics (including the KBI) you’ll be reporting on in your dashboard
Ask senior management to sign off on the KBI and dashboard
Based on approved KBI, make a list of data you’ll need to report on

B. Select a research tool




Look at each metric & pick the most appropriate measurement tool: survey, web
analytics, or content analysis
Consult Katie Paine’s PR Measurement Vendor Selection Chart to narrow your search

C. Select a listening/monitoring tool










Make list of search terms you need to know about (e.g. topics, peer institutions, etc.)
Decide if your program is domestic, international, or some combination of the two
Make list of channels you need to monitor
Make list of quantitative data you’ll need (e.g. number of comments)
Make list of qualitative data you’ll need (e.g. spokesperson quote)
Estimate volume of mentions using Google News, or prior monitoring program
Decide if you need an automated system with random sampling and/or human
oversight or manual review
Decide if you will be doing this work in-house or with measurement partners
•If you need partners, create an RFP in order to accurately compare vendors
•Use the Sources and Methods Transparency Table

D. Select a survey tool




Determine how quickly you need the results, then decide on a budget
Define your audience and source the list of desired respondents








Form a clear, accurate reading on the internet habits of your desired respondents (e.g. if
they are primarily online then an online survey is acceptable)
If you are planning to use an outside research firm, give them budget
If you are using a free online survey tool, make sure it has the capacity to ask the
questions you need answered
Contact a professional researcher and have him/her review and test your survey
Test your survey on a sample of your respondents, then review and fix any issues
Start the survey, then check results after 5 days to verify it’s working

E. Select a web analytic and/or CRM tool









Make list of specific campaign or program you are going to measure
Define specific goal conversion criteria
Create unique URLs (sources) and mirror landing pages for each campaign/program so
you can track the traffic
Make list of engagement data you’ll need (e.g. unique visitors)
Make list of sales/lead data you’ll need (e.g. number of leads)
Contact the person who manages your organization’s website and determine what data
they have that you need.
•Determine what data they don’t have. In this case, decide on how they will collect it
Figure out if you need additional tools
•If required, create an RFP for web data collection & analysis

F. Analyze data and report results











Put all relevant data into an Excel spreadsheet
Based on your KBI and definitions of success, force rank all your programs from 1 to
however many programs you are measuring
Assign a “resource investment” category to each program that reflects the total amount
of dollars and human resources that the campaign required.
•We recommend the following 4 categories: Low, Medium, High, Very High
Create a quadrant chart
Look for significant failures: Where did a program not deliver?
Look for exceptional successes
Drill down into the data to determine cause & effect
Put the most relevant charts & data into a PowerPoint presentation
Report results, draw insights, and make actionable recommendations

