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COMMUNICATIONS 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.

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.



Case Study Two: Using Research to Win Support for Your Strategy

▪ At a major defense contracting firm, the use of spokespeople as part of a campaign to win a major defense

contract was highly controversial.

▪ Traditionally, the company’s spokespeople had been engineers who were very media-shy.

▪ However, a competitive media content analysis of the leading business and trade press coupled with an

investigation of contract outcomes showed a connection between the frequency and visibility of a company’s

▪ spokespeople in media articles and contract wins.

▪ Looking at the media content and visibility of each of the various players in the industry, they determined that

the more the company’s spokespeople were quoted, the more likely they were to win the bid.

▪ As a result, the PR team, who wanted to position the brand as innovative and technologically superior, had

no trouble convincing its spokespeople to meet with the media, and the company embraced a proactive PR

program.

▪ The visibility of the brand doubled in 12 months, a significant number of contracts was won and had an

increase in share of quotes from 10% to 70%.



Case Study Two: Feedback

▪ Business Goal:

Win contracts

▪ Communications Objective:

Position the brand as innovative and technologically superior

▪ Measurement Metrics:

▪ Outputs: Number of trade press articles

▪ Outtakes: Media acceptance of client spokespeople as industry authorities: share of 

spokespeople quoted; share of favorable positioning on key issues

▪ Outcomes: Perception change so win contracts

▪ Results:

Went from last place in share-of-quotes to first in 12 months and increased share-of-quotes 10% to 

70%.

Doubled visibility of brand in 12 months

A significant increase in the number of competitive contracts won



Case Study Three: Achieving Corporate Goals in Retail

▪ Some time ago, the J. C. Penney Company remodeled its leading stores in 31 major markets to attract a 

more upscale shopper. All markets were provided the same advertising, promotion and PR press packages, 

but the Dallas/Fort Worth market produced an unprecedented PR campaign called “Art Sunday at 

JCPenney.” 

▪ The campaign was comprised of four arts festivals, each benefiting performing-arts charities in the areas 

surrounding each store, and featured hundreds of performing and visual artists, runway shows themed 

“Fashion as Art,” sumptuous food and drink and celebrities such as Tony Bennett in the Southwest debut of 

his oil paintings. The events received terrific attendance (10,000 guests) with luxury cars and press with big 

coverage, but did they meet corporate goals of impacting sales through a higher-income shopper?

▪ As is often the case, the answers lay down the hall in the accounting department. The staff was able 

to compare sales results for the three months following the Grand Re-openings for all other JCPenney

remodeled markets against Dallas/Fort Worth. They learned that not only had the Dallas/Fort Worth market 

achieved the highest rates of sales increases in the country, but that credit card usage (which indicated a 

higher-income shopper) had doubled.

▪ This campaign received a PRSA Silver Anvil and IABC Gold Quill, and became a model for other JCPenney

districts in the years that followed.



Case Study Three: Feedback
▪ Business Goal:

Increase sales by X% in the D/FW District’s four modernized stores among upscale shoppers in the 

three month period following Grand Re-opening.

▪ Communications Objective:

Meet sales goals by drawing an upscale audience to the four modernized stores through arts 

fundraising events and major media outreach.

▪ Measurement Metrics:

Outputs: traffic counts; volume of media coverage; luxury vehicles at events

Outtakes: percentage of credit-card-use increases

Outcomes: % sales increases in the four D/FW stores as compared with the average increases of 

modernized stores in other markets

▪ Results:

More than 10,000 guests were counted by store security passive voice; media coverage surpassed 

that of all other markets, and luxury vehicles populated all parking lots.

Non-JCPenney credit card sales doubled, indicating achievement of attracting a higher-income 

shopper.



Case Study Four: Measuring PR’s Contribution to Sales

▪ Southwest Airlines routinely tests the tactics it uses before launching its presence in a new city. 

▪ Typically it’ll start with a word-of-mouth PR campaign – and will measure the number of inquiries as well as 

the number of reservations. They then schedule a major PR event, and again measure inquiries and 

reservations. After the PR has died down, they turn on the advertising and later direct mail and email 

outreach. 

▪ At each stage, they measure the number of inquiries and the number of reservations to determine which 

tactic had the highest yield. 

▪ They also incorporate unique URL’s into specific press releases to track actual ticket sales from people 

clicking on the press release. Thus, they are able to test the effectiveness of key words and phrases in each 

release in terms of generating traffic to www.southwest.com .

▪ Over $40 million in ticket sales were achieved from press releases.

http://www.southwest.com/


Case Study Four: Feedback

▪ Business Goal:

Sell more airplane tickets

▪ Communications Objective:

Drive positive traffic to web site from press releases and media stories

▪ Measurement Metrics:

▪ Outputs: Number of articles

▪ Outtakes: Awareness of Southwest service to the region; % increase in unique visitors to web 

site from PR site

▪ Outcomes: Number of tickets sold (change in behavior)

▪ Result:

▪ Over $40 million in ticket sales from press releases.



Case Study Five: Improving Customer Service – A Catalyst for Change

▪ A major utility company was particularly concerned at the negative attention it was receiving in the media. 

▪ This spanned broadcast, print, online news, blogs and social networking sites as well as online forums. 

▪ Management needed to assess the extent of the negative coverage, the areas to which it could be attributed 

and consider appropriate action to improve the situation. 

▪ The PR team knew that this process was not going to deliver good news, but by quantifying how bad it really 

was, it became a catalyst for change within the organization. 

▪ Customer Service was the major cause of negative coverage. The findings were presented internally and 

used on an ongoing basis to monitor performance and set improvement goals.

▪ Stories were developed to show a more personal side of the company.



Case Study Five: Feedback

▪ Business Goal:

Improve company image

▪ Communications Objective:

Increase positive image by isolating the damage of negative media attention

▪ Metric:

▪ Outputs: % negative coverage in relation to overall coverage and comparison

▪ of this coverage to positive coverage

▪ Outtakes: Impact of negative coverage by area of attribution

▪ Outcomes: Monitoring the outputs over time to track change of the perception

▪ Result:

▪ Customer Service was the major cause of negative coverage

▪ The findings were presented internally and used on an ongoing basis to monitor performance 

and set improvement goals

▪ Stories were developed to show a more personable side to the company



Case Study Six: Using Competitive Analysis for Hospital PR Planning

▪ High Point Regional Health System in North Carolina built a major new cancer treatment center to increase 

consumer preference and market share in this key service line.

▪ Communications management knew increasing the hospital’s share of positive media coverage would 

impact consumer preference, so planned a media outreach around the center’s opening and commissioned 

a Share of Discussion Study of the hospital’s and competitors’ media coverage with drill-downs to key 

service lines. 

▪ The client’s Share of Discussion scores were correlated against its bi-annual consumer preference survey, 

and market share was compared against that. 

▪ As it turned out, the preference scores correlated very closely with the client’s Share of Discussion in key 

service lines such as Cancer (r=.97), and showed that the PR department was performing brilliantly against 

goals. 

▪ The study’s on-going quarterly Share of Discussion reports enable the PR staff to monitor its performance in 

more than a dozen service lines, and to modify media and marketing outreach as needed.



Case Study Six: Feedback

▪ Business Goal:

Increase market share through increased consumer preference in its cancer service line

▪ Communications Objective:

Increase consumer preference by increasing the hospital’s Share of Discussion in cancer treatment

▪ Measurement Metrics:

▪ Outputs: Share of Discussion

▪ Outtakes: Consumer Preference Study results; correlations of Share of Discussion scores to 

Consumer Preference Study scores

▪ Outcomes: Market Share due to consumer preference increase

▪ Results:

Share of Discussions scores for cancer increased during grand-opening

Correlations between Share of Discussion and Consumer Preference Study results were r=.97 

(Pearson Product Moment Coefficient)



Conclusion

These exercises are meant to show 

how communications professionals 

can utilize research and metrics to 

demonstrate their ability to truly and 

successfully affect 

organizational outcomes and results. 



Communications Measurements 

REFERENCE ORGANIZATIONS



Communications Measurement: Reference Organizations

www.instituteforpr.org

Association of Measurement & 

Evaluation of Communication

www.amecorg.com

It is the world’s largest media intelligence and insights 

professional organization, representing organizations 

and practitioners who provide media evaluation and 

communication research.

AMEC currently has more than 150 members in 

86 countries worldwide.

Mission: education and innovation in PR and 

communications measurement and evaluation.

The Institute for Public Relations (IPR) is a nonprofit foundation 

dedicated to research in, on and for public relations. 

Main research areas are:

1. planning research and measurement, driven primarily by 

IPR’s Commission on Public Relations Measurement & 

Evaluation and its standard-setting efforts,

2. evaluation of what we do and how we do it (benchmarking 

and best practices),

3. the social science underpinnings of our work.

http://www.instituteforpr.org/
http://www.amecorg.com/
http://www.instituteforpr.org/ipr-measurement-commission/measurement-commission-members/


Communication Measurement: International Standards
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Why Are The Barcelona Principles Important?

1. Set overarching framework

2. Alignment

3. Basis for measurement and evaluation programs

▪ The Barcelona Principles outline the basic principles of PR and communication measurement 
and represent an industry-wide consensus on this topic. They are intended to not only 
demonstrate proof of performance, but how to foster continuous improvement. The 
Principles serve as a guide for practitioners to incorporate the ever-expanding media landscape 
into a transparent, reliable, and consistent framework. They are considered foundational in 
that specific measurement programs with clearly stated goals. 

▪ The Barcelona Principles identify the importance of goal setting, the need for outcomes, 
instead of outputs-based measurement of PR campaigns, the exclusion of advertising 
value equivalency metrics, the validity of quantitative and qualitative measurements, the 
value of social media, and a holistic approach to measurement and evaluation. Each 
principle highlights many of the quantitative and/or qualitative approaches practitioners can follow 
and also accepted methodologies to put these principles into practice. 



Evolution of International Standards

WHAT NOT TO DO WHAT TO DO…

20202010 2015
… AND INCLUSION, IMPACT & INTEGRITY



What’s the Same

1. 7 principles and 7 primary concepts

2. Goals/objectives first

3. Outputs, outcomes and organizational/societal results

4. Quality and quantity

5. No AVEs and no multipliers

6. Transparent



Barcelona Principles 3.0















SEVERAL REASONS 1/7

▪ Advertising and PR are different things

And should therefore be treated as such. Advertising is an “interruptive” marketing discipline. 

PR is an “engaging” one. Audiences seek out editorial. Advertising on the other hand must 

interrupt us and grab our attention. Editorial has more credibility than advertising, coming as it 

does from a third-party viewpoint. Advertising messaging can be specific and controlled, editorial 

cannot. Advertising and PR may often complement each other, but they work in different 

ways, are designed for different reasons and should be measured in distinct ways.

▪ You can’t advertise everywhere

Advertising is simply not available in all the places that it’s possible to secure earned media 

coverage. For example, the BBC accepts no advertising in the U.K. – either broadcast or online. 

Many blogs don’t carry advertising either. Should a piece of coverage be secured in media that does 

not carry advertising, how on earth can a meaningful ‘advertising value’ be attributed against it?



SEVERAL REASONS 2/7

▪ Don’t confuse ‘cost’ with ‘value’

Advertising Value Equivalents are misnamed and confuse ‘cost’ with ‘value’. Part of the appeal of AVEs is that 

they are mistakenly used as a metric to show the value of a PR campaign. We all know however that cost and 

value are very different things. Cost and value often bear no relation to each other. Have you ever placed an 

advert somewhere which costed money but received no response? Where was the value in that?

▪ AVEs don’t consider other important advertising criteria that affect its price

Adverts carry a premium price for being in premium locations. These might include right hands pages,

inside covers, front pages, back pages etc. What about the difference between black and white? How

many AVE systems identify these criteria and value them accordingly? And even if they do, at what

price (see below)?

▪ What price anyway?

Very few adverts are bought at rate card prices. Think of the last advert you bought. Did you pay full rate 

card price? Media buying agencies certainly do not. Discounts and agency commissions are factored in at 

different rates for different agencies and clients. In the same way that when you take a flight it’s highly 

unlikely that you paid the same price for your seat as your neighbor, it’s very unlikely that two similar 

ads in the same media cost the same. Yet despite this, AVEs tend to be calculated based upon published 

rate card prices, instantly over inflating the figures.



SEVERAL REASONS 3/7

▪ How much of each piece of content should be included to measure the AVE?

When attributing an AVE, how much of an article, post or broadcast clip should be included? Just the 

specific part with a brand name mention? The paragraph around it? The whole page? Or the whole 

article or program? These challenges exist with broadcast as much as they do with the written word. 

An already spurious and subjective number gets ever more subjective when ‘size’ is 

considered.

▪ AVEs take no account of the quality of the coverage

In the same manner that AVEs don’t relate to the size of the piece, they don’t take account of the 

quality of the coverage either. AVEs are purely a quantitative metric. They provide no insight into 

the quality of content, the messages, inferences and issues that matter. AVEs simply ignore this, all 

coverage is counted equally, whatever the caliber of its content.

▪ Adverts are always positive. Earned media coverage may not be

Ads can’t be negative. Earned media can. How is this accounted for in AVEs? Some systems apply 

a negative value to the AVE, some do not. Both approaches are flawed. Reputation takes years to 

build but can be destroyed overnight through one event. Negative coverage can have rapid and 

disastrous consequences for a brand, way out of proportion to the effect that positive coverage 

generates.



SEVERAL REASONS 4/7
▪ AVEs take no account of target audiences

AVEs take no account of target audiences. Instead they purely reward mass media outlets as these are the ones 

that will have the higher advertising rates. If you are trying to reach a niche target audience through low readership 

publications, your AVE is going to be very small, even if you have run a highly successful campaign.

▪ Measuring AVE drives the wrong activity

We all know that ‘you become what you measure’. According to the Harvard Business Review:  

“Human beings adjust behavior based on the metrics they’re held against. Anything you measure will impel 

a person to optimize his score on that metric. What you measure is what you’ll get. Period.”

When measuring communication with AVEs, literally every piece of content counts, no matter how inappropriately 

placed or irrelevant the media in which it appears. Use of AVE as a metric encourages behaviors that won’t 

benefit your organization, such as the “carpet-bombing” or “spray and pray” of press releases in the hope 

that large volumes of coverage will result, irrespective of where. It makes it tempting to use a scatter-gun 

approach to PR rather than a targeted, well-planned and efficient strategy.

▪ AVEs are a vanity metric

Most communication campaigns will likelihood generate a high AVE, certainly a ‘financial’ number that is in excess 

of the cost/budget of the campaign itself. This large number however is nothing more than a vanity metric 

which sounds good but is in itself meaningless.



SEVERAL REASONS 5/7
▪ Advertising is not measured in ‘PR value equivalents’

So, why should PR and communications professionals demean themselves by measuring in 

‘advertising value equivalents?’

▪ Multipliers and ‘PR Values’

Some claim that a multiplier should be applied to AVEs to “weight them up” further than a straight 

advertising value. This is done allegedly to factor in the additional impact of third-party 

endorsement provided by the journalist or influencer. However, there is no credible, peer-reviewed 

research that proves that any multiplier (or divider for that matter) should be used, or even 

whether one is relevant and appropriate at all. Where multipliers have been used, different 

organizations have used different multipliers, thus further confusing the market. A ‘weighted’ AVE 

claiming to represent “PR value” is nonsense.

▪ There is no agreed methodology to measure AVE

AVEs are not measured in a standard way. Each provider will have their own methodology 

and are likely to be using different advertising rates too. As well as not being meaningful, the 

metric is simply not transferable between suppliers either.



SEVERAL REASONS 6/7

▪ Good measurement and evaluation should inform the planning process

AVEs provide no meaningful information that can be used to refine a communication plan. They are 

literally a ‘backward-looking’ number to be used in a vain attempt at justifying performance. Best 

practice evaluation should always produce insights and intelligence that can inform strategy. AVEs 

have no strategic value at all.

▪ AVEs don’t work in digital and social media

Advertising works in a different way online from how it does in the printed press. It is based on 

paid for exposures rather than guaranteed runs in publications. Accordingly, attributing any kind of 

meaningful AVE to an online piece of mainstream content is impossible. Additionally, it’s not possible 

to assign a value to individual tweets, blog content, Facebook and LinkedIn updates etc. AVEs 

are even more flawed on social media than they are in mainstream media!

▪ AVEs are just an output metric

AVEs are measured using ‘content analysis’ and therefore are an ‘output’ metric only. Best 

practice in communications measurement agrees that effective evaluation moves beyond outputs alone 

and should also include outtakes, outcomes and business impact too. (See AMEC’s Integrated 

Evaluation Framework micro-site for more information on this.) AVEs take no account of these 

important parts of the evaluation process.

https://www.amecorg.com/amecframework/


SEVERAL REASONS 7/7▪ AVEs don’t reflect objectives

Good PR campaigns will support an organization's objectives and will be planned against pre-defined 

communications objectives as well. AVEs take no account of the success of delivery against objectives as part of 

their methodology.

▪ PR is not just media relations

PR has always been about far more than just gaining editorial coverage and media relations. AVEs, at their 

best, attempt only to measure the result of your media relations activities. How can they be the true value of your PR 

efforts? The changes of the last ten or so years have meant that this is an even more important point. 

Communicators today are expected to embrace all aspects of the PESO model – Paid, Earned, Shared and 

Owned. To measure effectiveness meaningfully, AVEs would need to be appropriate and relevant across each of 

these steps. But they’re not. When, for example, a communications professional is incorporating paid media into 

their campaign, how can it make any sense to then measure ‘Paid’ with an AVE? And how many of us accept other 

organizations advertising on our own ‘Owned’ media too?!

▪ The index itself is in decline

Finally, who on Earth would want to assign a metric of success against an index that is in steep decline? Advertising 

rates are linked to the readership of the publication and the response rates that they generate. As the media choice 

proliferates for consumers, audiences fragment and readerships across the board continue their decline, 

advertising rates are declining as well. Think about the implications of this. Imagine an identical campaign 

generating the same volume of content in the same media for two consecutive years. The AVE reported in the 

second year would be less than in the first year even though the output was exactly the same! Who would possibly 

want to report on their success using a methodology that penalized them the longer they used it?!







INTEGRATION
So ONCE AGAIN…

▪ We live in a interconnected world: we don’t

have to measure the results of single 

campaigns stand alone but on an 

integrated basis

▪ An effective measurement process must 

have SMART objectives (Specific, 

Measurable, Attainable, Relevant, Time-

based)

▪ Measurement is a strategical approach: not

only should I ask what are my expectations

but what are those of my organization?



AMEC’S INTEGRATED EVALUATION FRAMEWORK

One of the solution is provided through:

the new integrated evaluation framework 

shows how to ‘operationalize’ the 

Barcelona Principles and demonstrates 

how to turn Principles into action, and to 

finally prove the value of our work.

https://amecorg.com/amecframework/

https://amecorg.com/amecframework/


THE NEW INTERACTIVE TOOL

▪ For over 6 years, AMEC has been championing a better way of measuring communications

with its education initiatives and measurement frameworks. 

▪ The integrated evaluation framework is something that takes users on a clear measurement 

journey from planning and setting SMART objectives, defining success, setting targets 

through to implementation and the measurement and evaluation itself. Importantly, they 

wanted to find a mechanism that would help credible and meaningful measurement pervade the 

industry.

▪ They have built it in a tile format for a clear step by step process. Each tile is numbered so you 

know where you are in the process. The journey takes you from organization objectives and 

communication objectives all the way to business impact.

▪ When you click each tile, you get the space to fill in your work. To guide you, within each tile is 

an (i) icon, which when clicked provides a pop-up with additional information and an 

explanation of the section. Furthermore, inside the pop-up is a link to a measurement 

taxonomy – giving you even more information on what types of measures to include



THE CIRCULAR
STEPS

▪ This free resource is a 

user-friendly, step-by-step 

process for measuring 

initiatives of all kinds. 

▪ The interactive tool guides 

you from start to finish --

from aligning objectives to 

establishing a plan, setting 

targets, and measuring the 

outputs, outtakes, 

outcomes and impact of 

your work.



FREE & OPEN MEASUREMENT

▪ Very easy to use, with prompts to help you think of potential approaches and measurements 

that might do the trick. Once you’re through, you can save your measurement plan as a 

pdf and download it to begin putting it into practice.

▪ This is a must-have for any communications professional, and I highly recommend you take a 

look. It provides a consistent and credible approach that can be tailored to campaigns and 

organizations of all sizes. Anyone can use it, it is free and non-proprietary. In addition to the 

framework, you’ll find plenty of articles and other resources to help bring measurement to life.

▪ “The framework helps you work out what matters and what doesn’t,” said AMEC. “And helps 

you tell your measurement story.” As public relations continues to evolve, this is a valuable 

thing indeed.

Video tutorial on the framework
https://amecorg.com/amecframework/framework-tutorial/

https://www.youtube.com/watch?v=CBEdHJnNCL8

https://amecorg.com/amecframework/
https://amecorg.com/amecframework/home/supporting-material/resources/
https://amecorg.com/amecframework/framework-tutorial/
https://www.youtube.com/watch?v=CBEdHJnNCL8




Feedback





MEASURE

WHAT 

MATTERS



Measure what matters: Everything has changed
PLATFORMS HAVE CHANGED

COMMUNICATIONS FROM PRINT TO WEB TO SOCIAL



PESO MODEL HAS CHANGED



PR MEASUREMENT MUST CHANGE

▪ The most important point to

understand about measuring and

evaluating communication is that

it’s all about changing

behaviors in the desired

direction change...

▪ To test if we’ve been effective in

changing behavior, we can’t just

count what we’ve produced.

▪ We have to research our target

audiences to see if they have

changed in the direction we

were aiming for.



▪ Most organizations would probably say: my customers or 

my employees. However it’s not the number of them

which counts but the relationships that the organization

has with them that matters.

▪ Good relationships lead to profits: prospects become

customers and customers become loyal advocates. 

Employees stay, learn, grow and contribute to the 

organization.

▪ So what really matters is the relationships and the 

aggregated outcome of those relationships: the 

reputation.

▪ Today if you’re not measuring the health of the 

organization you won’t be in business for very long.

What really matters to Business?

Katie Paine, CEO of Paine Publishing:

“I’ve been helping people to design and 

implement communications measurement 

programs for more than 25 years”.













www.wired.it/internet/web/2017/10/2
5/cina-punteggio-social-ai-cittadini-
2020/

China assigns
a social credit score 
to all citizens since 2020

A series of big data and 
AI-enabled processes 
that effectively grant 
subjects a social credit 
score based on their 
social, political and 
economic behaviour. 

www.theguardian.com/world/2018/jun
/28/chinas-social-credit-system-could-
interfere-in-other-nations-sovereignty

Sources:

>

>

www.youtube.com/watch?v=eViswN60
2_k

>

http://www.wired.it/internet/web/2017/10/25/cina-punteggio-social-ai-cittadini-2020/
http://www.theguardian.com/world/2018/jun/28/chinas-social-credit-system-could-interfere-in-other-nations-sovereignty
http://www.youtube.com/watch?v=eViswN602_k


https://www.youtube.com/watch?v=7Ih62lTKicg

https://www.youtube.com/watch?v=7Ih62lTKicg


▪ Subject 1: Why Measure?

▪ Subject 2: How to Set Measurable Goals

▪ Subject 3: How To Define The Right Metrics

▪ Subject 4: How To Define And Prioritize Audiences

▪ Subject 5: How To Select The Right Tools

▪ Subject 6: How to Get Insight From Your Data

Measuring the Relationships

in Six Segments



VIDEO WHY MEASURE

http://painepublishing.com/measurement-101-professors-videos-materials/


Why Measure at All?
What is measurement?

▪ Measurement is a way of giving your activities a precise dimension, 

generally by comparing your results to some benchmark. 

▪ Measurement should not be confused with monitoring, which is what 

you should do every day to keep tabs on what others are saying and 

writing about you. 

▪ And measurement is different from evaluation, which should be your 

goal.

▪ Evaluation allows you to determine the effectiveness of one campaign 

or tactic relative to another.

Why does measurement matter?

▪ In any organization, what isn’t measured isn’t managed, and probably 

doesn’t count in the eyes of senior leadership. 

▪ In today’s environment you might be using any of a myriad of tactics 

and strategies to communicate.

▪ Measurement is critical to determining which of these are the most and 

least effective.

▪ A better question is...



Why should PR/Comms people care about measurement?

▪ The short answer is that you have no credibility without it.

▪ The longer answer is that for too many years PR/Comms people 

focused on activities rather than outcomes. 

▪ They evaluated their work in terms of column inches, the height of a 

stack of press releases, and the famous “Thud Factor”—as in the 

decibel level of the sound of the clip book when it lands on the bosses’ 

desk.

▪ In today’s terms, that’s the equivalent of how many likes you got for a 

Instagram post.

▪ The result of these over-inflated yet empty metrics is that PR has come 

to be defined by what it shovels out, rather than the relationships it 

builds. It’s no wonder that, to most people, PR means the somewhat 

shady process of getting…



…the media to pay attention to whatever it is you’re trying to push on 

them, while distracting them from whatever bad stuff your organization is 

doing. 

▪ Contrast that to PRSA’s lofty definition: “Public relations is a 

strategic communication process that builds mutually beneficial 

relationships between organizations and their publics.”

▪ Behind this perception gap is decades of bad metrics and weak 

measurement. 

▪ So how do you build a good measurement system?

▪ You start with what matters to your organization. Things like 

market share, profitability, efficiency, sales growth, and employee 

retention —all things that can be impacted by PR/Comms. 

▪ Begin from the perspective that PR/Comms builds relationships.

▪ In today’s environment, having good…



…relationships with your publics is more important than ever. 

▪ The last decade has given PR/Comms the ability to talk directly to and build 

relationships with all your stakeholders, not just the media.

▪ Those relationships today are more likely to start via a Tweet, a 

connection on Linked-In, or a video on YouTube as they are through 

traditional media channels.

▪ Those good relationships bring value to your organization by lowering 

your costs of doing business (see Fussell, et al.). 

▪ The local community stops bringing lawyers to every meeting, and your 

neighbors raise fewer objections to your expansion plans. Your sales force 

spends less time explaining your company to customers and has a better 

ability to listen to the needs of the marketplace, so your sales cycle gets 

shorter. 

▪ Your turnover rates go down and thus you spend less on recruitment.



Six steps to a perfect measurement system

Step 1: Define your goal(s).

What outcomes is this strategy or tactic going to achieve? What are your

measurable objectives?

Step 2: Define the parameters.

Who are you trying to reach? 

How do your efforts connect with those audiences to achieve the goal?

Step 3: Define your benchmarks.

Who or what are you going to compare your results to?

Step 4: Define your metrics.

What are the indicators to judge your progress?

Step 5: Select your data collection tool(s).

Collect your data.

Step 6: Analyze your data.

Turn insight into action, and measure again.



There are many different ways to measure success

Which metrics would you say are the best?

▪ There are no “best” metrics, because there is not one goal for all of 

PR/Comms.

▪ Some programs are designed to generate leads, others are created to 

generate awareness, still others may be designed to drive traffic to a 

website. 

▪ The best metrics begin with clearly defined goals of your program or 

campaign. Then you can tie your efforts back to the organization’s 

business goals.

That all sounds kind of intangible, how do I put numbers around them?

▪ With a combination of measurement and analytics. 

▪ Let’s start with clear objectives. 

▪ Get consensus around what constitutes success in the organization and 

then judge all PR/Comms efforts against that definition of success. 

▪ One of the core principles of measurement is that PR/Comms needs to 

always be comparing results to something: current program with prior 

programs,…



performance relative to the competition’s, one tactic vs. another. 

What one will do is conduct lots of A/B tests to determine the impact on the goals.

What’s an A/B test?

A/B testing, at its simplest, is a comparison of the results of two different campaigns or events. 

So you might do one launch with a social media component, and one launch without social media, 

and then compare results to decide what worked and what did not. 

Example: Nissan LEAF shuttle inside the Airport, no awareness without PR event and campaign



I’m afraid that measurement will show that my program isn’t working.

▪ Do you really expect all programs to work equally well? Most programs work to some 

extent. 

▪ Don’t you want to quickly identify those that aren’t working? 

▪ What measurement does is to give you a scale to judge your programs, from highly 

successful, to average, to poor. 

▪ You’ll learn a lot more from those failures than you will from your successes — and 

you’ll very likely save time and money in the process.

Isn’t measurement expensive? I don’t have any budget for it.

▪ Good measurement saves money. It saves your budget from being wasted on the 

things that don’t work. With it, you identify the things that are working and shift your 

resources accordingly.

▪ Doesn’t it make sense to spend 10% of your budget finding out whether the other 

90% is working?

▪ One useful tool to use is Katie Paine’s PR Measurement Checklist, a handy cheat 

sheet for your measurement process.

Where do we go from here?

Paine_PR_Measurement_Checklist[1].docx


NEXT TIME


