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PR OBJECTIVES

Newsletter, Releases, Teasers, Events, Conferences, Posts, Tweets, Images

and Videos, Spokespersons Interviews, Design and content for the

newsroom, websites and social media channels, PR campaign or

communications program.

What is generated as a result of a PR program or campaign that impacts on a target

audience or public to act or behave in some way … the final stage of a communication

product, production, or process resulting in the production and dissemination of a

communication product (brochure, media release, Web site, speech, etc.); the number of

communication products or services resulting from a communication production process;

the number distributed and/or the number reaching a targeted audience.

Quantifiable changes in awareness, knowledge, attitude, opinion and behavior levels that occur as a result of a

public relations program or campaign; in effect, the consequence, or impact of a set or program of communication
activities or products, and may be either short-term (immediate) or long term; the dependent variable in research.

Increasing business performance: profitable sales, market-share, stock-price, earnings per share. Optimizing the

use of labor and capital: increased productivity, greater efficiency or employee retention. Avoiding catastrophic

loss: by mitigating a crisis, averting calamitous reputation damage or protecting market capitalization.BUSINESS 

RESULTS

OUTTAKES

OUTPUTS

INPUTS

OUTCOME

What audiences have understood and/or heeded and/or responded to a communication product’s call to

seek further information from PR messages prior to measuring an outcome; audience reaction to the

receipt of a communication product; recall and retention of the message embedded in the product; and

whether the audience heeded or responded to a call for information or action within the message.

Definitions by: “The Dictionary for Public Relations Measurement and Research” by Dr. Don Stacks of the University of Miami, available through the Institute for Public Relations, www.instituteforpr.org.



OUTPUTS
▪ Output refers to the content and PR activities that are

created and distributed in pursuit of the brand’s goals. This

is where all of that initial planning is put to use. In other

words, while the most obvious metrics (e.g. distribution

counts, ad placements, blogs, social media campaigns,

phone calls, interviews, in-person visits, etc.) are recorded,

this also is where those first connect-the-dot conversions

are discovered (website and landing page traffic, PPC and

ad click-through, organic search keywords, number of blog

or email subscriptions, and so on.

▪ Particularly for organizations with limited PR backgrounds,

the data here is early engagement (first-touch

engagements). Thus a brand’s awareness-building

campaign built on a PR-driven social media campaign

would look for evidence of Facebook likes, comments, and

shares; spikes in website or blog traffic; coupon

redemptions; retweets.

▪ The point being that all PR-related Output must be

engineered (both in content and analytics) driving

consumers toward sales education channels over which the

brand possesses greater control (less noise, competition).



▪ This data speaks to what, if anything, the brand’s target audience took away from its

initial Output (e.g. the degree to which the content was understood, accepted,

retained, shared, and otherwise acted upon in ways desirable to the brand).

▪ In short, if PR efforts led to some change into lead qualification.

▪ This is the stage where a brand needs to move from quantity to quality.

▪ Here it is important not merely to measure media mentions, site traffic, and

retweets, but to associate those numbers with share of voice and consumer

sentiment.

▪ The consumer has not merely converted by action but also by volition. Useful reports

will show a brand the number of online articles that include its name or its unique brand

of messaging; shared social media references; the ratio of positive-to-neutral reactions to

content; keyword references in search or online communities; etc.

▪ It is at this stage that the brand wants to know whether visitors are arriving at its site via

targeted keyword and long-tail search terms or more generic terminology; whether

customers are arriving (online or call centers) with educated questions; or on-site

conversions are executed in seconds versus minutes (or not at all).

OUTTAKES



▪ This is the Holy Grail of data-driven marketing, the point at which a brand’s

PR activities can directly be attributed to changes in opinion or behavior,

new leads, an uptick in sales and increased revenue — where those early

outbound efforts eventually influence business goals.

▪ This also can be the most difficult to report, primarily because many brands —

particularly those relatively new to PR-related activities — are still wedded to

‘last-touch’ metrics that give sales credit to whichever channel carried the sale

across the threshold.

▪ If work is done properly, those early PR efforts generated Output data that

correlated with site traffic or keyword searches or social media likes; which in

turn led to customer Outtakes that confirmed some of those prospects not

only ‘got it’ but responded to it, shared it, acted on it in the form of

subscriptions, positive mentions, quotes, inbound inquiries and more.

▪ It should lead to first-hand feedback and reports from marketing (faster

conversions) and sales (shorter sales cycle) and in some cases even investor

relations (investor inquiries) and the C-Suite (influencer mentions).

▪ But these dots only can be connected when the mindset, tools, and

measurement criteria are all put in place.

OUTCOMES



▪ In every business case – whether the organization is large or small; profit or

nonprofit; local or global – there is an objective.

▪ Objectives may include generating profitable sales, approving legislation

or giving back to the community.

▪ To advance the organization, those doing so need a clear understanding of the

organization’s aims.

▪ This is true also for the public relations (PR). The purpose of every PR

professional is to help the organization achieve its business objectives.

▪ An effective PR program is rooted in research which is used to set objectives,

develop strategy and design tactics, and to evaluate performance.

▪ While each component of the PR process is essential for success, the initial

stage of objectives-setting research is the basis for the entire PR program.

BUSINESS RESULTS



Typical Output, Outtake
and Outcome Metrics



Why Setting PR Measurable Objectives

SIX reasons for setting clear, concise and measurable objectives in public relations

1. Priority. Objectives create a structure for prioritization: Once your aim is clear, the focus and sequence of your strategy

and tactics are clear.

2. Clarity. Objectives reduce the potential for disputes before, during, and after the program: If everyone agrees in

advance on the objectives, it is less likely anyone will challenge the program’s priorities and results.

3. Performance. Objectives focus resources to drive performance and efficiency: A clear and shared sense of purpose

distills program tactics and focuses financial and human resources on those areas on which they have the greatest impact.

4. Improvement. Objectives help create successful programs by identifying areas for prescriptive change and

continual improvement. Over time, tracking performance against properly set objectives allows for corrective action, or

positive adjustments.

5. ROI. Objectives set the stage for evaluation by making it easier for sponsors and team-members to determine if the

PR program met or exceeded expectations. Once those who are underwriting the PR investment understand and

authorize measurable objectives, there can be no doubt as to whether the program met or fell short of the desired outcome at

conclusion.

6. Business. Objectives link the PR objective to the business objective. Proper PR objectives are derived from the

organization’s business objectives. This makes the business case for the PR program. For example investing significant

resources towards the promotion of “product A” when the company’s future is pinned to the success of “product B” is not in

alignment. However, if the PR objectives in support of “product B” are met or exceeded, the link between PR and the overall

success of the business is much more tangible, especially among senior executives.

Just as the implementation of measurable PR objectives brings many benefits, their absence brings considerable risk, not the

least of which is the potential for lack of understanding among executives and other team-members; loss of efficiency and dearth

of resources.



Linking PR Objectives to Organizational Objectives

Make Them Meaningful towards Business Results

▪ They relate to what happens as a result of outputs,

outtakes and outcomes.

▪ Business results are commonly recognized as effects

that make a direct contribution toward the organization’s

goals and objectives such as:

✓ Increasing business performance, often

measured in terms of sales, market-share, stock-

price, earnings per share, etc.

✓ Optimizing the use of labor and capital, for

example through increased productivity, greater

efficiency or employee retention

✓ Avoiding catastrophic loss by, for example,

mitigating a crisis, averting calamitous reputation

damage or protecting market capitalization

Quantifiable, Reasonable & Meaningful



5 Specifics for PR Objectives



4 Tips to Successful PR objectives



1. Assume Nothing: Start with research 

▪ Use research to assess the current business and public relations environments, to identify

opportunities, and to gather sufficient information for objectives to be relevant in light of the given

environment and the expected opportunities.

▪ Initial research should be based on preliminary program goals. Supporting hypothesis will provide

with the means to answer these key questions: What is the current environment? What place do we

hold within the current environment? Why is this so? Is it likely to continue? What do we need to

know now so that we can improve our performance?

▪ Share research with management and team so the results can be applied for greater understanding

and better planning.

▪ The metrics associated with the current environment — the quantity and quality of marketing and

public relations outputs as well as existing levels of awareness, attitudes, and behavior — are the

metrics by which objectives will be set at the beginning of the programming process, measure

program progress during the program, and assess performance at its conclusion.

▪ With a solid understanding of the business environment, align the findings with the objectives of the

business and the opinions and attitudes of its leadership.



2. Objectives are Different from Actions

▪ Be sure objectives are a guide to action rather than a chronicle of activity: “Send out press

releases,” or “sponsor special event” are activities that might help one meet an objective, but they

aren’t objectives.

▪ Activities should be tracked in their own right as measures of productivity. But demonstrating that 20

percent more press releases have been sent than last year offers no information about whether these

releases met their objectives.

▪ A special event, in isolation, doesn’t mean anything unless it satisfies specific criteria. And the TV

interview is meaningless if the program is not seen by the target people or if the interview doesn’t

allow delivery of key campaign messages. So, while these examples qualify as a tactical to-do list,

they are not objectives.

▪ Objectives emphasize ends rather than means: If any of the objectives begin with words such as

distribute or create, then they are not objective, they are parts of a tactical plan.

▪ Good objectives identify outputs, outcomes, and business results rather than tasks, strategies,

or deliverables. The latter are important in helping to achieve the desired results, but they are simply

the means to an end. Instead, think of what outcome or business result a particular strategy or

supporting tactic is designed to stimulate.



3. Begin With the Desired Result in Mind

▪ Once the business objective has been defined, work backwards to map the links between

those objectives and what PR can do at every stage of the communications process.

▪ As the schematic shows, doing so requires recognizing how PR outputs drive audience

outtakes/outcomes, and, in turn drive business results.

Outtakes



4. Get Agreement from Senior Management

▪ After initially discussing the organization’s business objectives and how PR objectives relate

to them, show key executives three sets of objectives: outputs, outtakes/outcomes and

business results.

▪ The executives need to understand and agree to these.

▪ In addition, work with executives to ensure to understand the business goals and objectives

of the organization prior to completing objectives exercise.

▪ Work to understand the target audiences, the time frame, other business actions and

activities, long-term business objectives, and subordinate short-term objectives.



In conclusion

▪ In many cases, the public relations profession has allowed itself to rely on indeterminate

goals in order to avoid being proven a failure. But by doing so, we disallow ourselves

demonstrable success.

▪ The dictates of business demand more, and public relations will only earn higher esteem

and more influence within the business mix, if it sets and demonstrates it has achieved

measurable objectives clearly aligned with business objectives.

▪ Management guru Peter F. Drucker said:

“Objectives are not fate: they are direction.
➢ They are not commands: they are commitments.

➢ They do not determine the future.

➢ They are means to mobilize the resources and

energies of the business for the making of the future.”



COMMUNICATIONS OBJECTIVES

CASE STUDIES





Feedback





Feedback



FEEDBACK MATRIX

▪ Business Goal

▪ Communications Objective

▪ Measurement Metrics

▪ Outputs

▪ Outtakes

▪ Outcomes

▪ Results



Case Study One: Determining Which Tactics are Working or not Working

▪ The most frequent use of research is probably to determine which tactics are, or are not, working within a

communications program, and by “working,” we mean contributing to the overall objectives in an efficient

and effective way.

▪ Before it became part of IBM, Lotus Development introduced some 20 products during the course of the

year. When it came time to plan for the next year’s product launches, the Director of Corporate

Communications demanded to see tangible results from the previous year before allocating budgets. In

order to determine what worked and what didn’t work, the PR staff gathered the 2,400 or so articles that

mentioned Lotus during the previous year and analyzed each one to determine whether it left a reader more

or less likely to purchase Lotus software, and whether it contained one or more of the company’s key

messages. All articles were analyzed by a recent college graduate who was in the market for software.

▪ The results were revealing. The $350,000 launch of a word-processing product, complete with tons of

shrimp in a very fancy party, generated a bunch of coverage, but very few of the resulting articles contained

key messages. Conversely, a $15,000 press tour yielded just as much coverage, but with far greater

inclusion of key messages. On a cost-per-message communicated basis, the press tour (0.25$) delivered

about ten times the value of the event (3$).



▪ PRACTICING WITH CASE STUDIES IN TEAMS OR INDIVIDUALLY

▪ FOR THE ONLINE STUDENTS PLEASE CREATE A MEET ROOM TO WORK TOGETHER 

IN CASE OF NEED I WILL CREATE THE LINK FOR YOU

▪ I WILL BE IN THE MAIN ROOM FOR ANY NEED DURING ALL THE PROJECT EXERCISE

▪ BEFORE THE DEADLINE SEND THE RESULTS BY E-MAIL TO F.FERRARI4@LUMSA.IT

INDICATING TEAM MEMBERS’ NAMES

▪ RECONNECT TO THE MAIN ROOM FOR THE PRESENTATION

PROJECT EXERCISE

mailto:F.FERRARI4@LUMSA.IT


Case Study One

FEEDBACK



▪ Business Goal:

Capture leading share of market in appropriate software categories

▪ Communications Objective:

Communicate key messages through media coverage

▪ Measurement Metrics:

▪ Outputs: Number of articles/impressions generated

▪ Outtakes: Media acceptance of the product as measured by % of articles

containing key messages

▪ Outcomes: Lower cost-per-message communicated / Perception change  

▪ Results:

▪ Determined that the press tour was the most cost effective launch tactic.

▪ Final cost-per-message communicated: $0.25 for press tour and $3 for event.

Case Study One: Feedback


