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Wiktoria Anna Konopka
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Antonio Palade.
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2. Alessandra Giuli. 2. NILGUN ESKIAVCI
3. Juan Buitrago 3. GOKCAN YUCE
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COMMUNICATIONS LIFECYCLE
DATA ORIGIN AND SUCCESS

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

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

RESULTS

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.
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.
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.
Newsletter, Releases, Teasers, Events, Conferences, Posts, Tweets, Images
INPUTS and Videos, Spokespersons Interviews, Design and content for the
newsroom, websites and social media channels, PR campaign or
communications program.

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.




COMPANY PRESENTATION
Maximising data insights:
Optimize communications performance by media analytics

and data trend evaluation.

Amy Chappell

Head of Insights at Vuelio

A professional in media communications evaluation and insight for over ten
years, after graduating from Cardiff University with a BA in Journalism, she
started her career at the international agency PRIME Research (now Cision
Insights). Over the years she specialized in communication metrics, media
analytics and data insights, providing consultancy to some of the world's largest
companies. After founding her own consultancy for three years in Germany,
Amy moved back to the UK to work for the industry-leading Public
Communications software company, Vuelio to start her own department,
offering software clients additional insight and value through her consultancy
and Insight services. Amy has provided guest lectures to LUMSA University
students for the last 6 years and has supported students with further learning
opportunities such as freelance trainee positions and this year co-supervised a
Master's thesis.

WELCOME

Today’s Expert




Maximising Data
Insights
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Thank you for coming!

Amy (nee Parry) Chappell



NEXT WEEK:
MARKETING ESPRESSO

SPEAKERS
18 November, 2023 —9.00 A. M. — 1.00 P. M. Alessandro Orsini
Room: Aula Pizzardo — Borgo Sant’Angelo 13, Roma Head of Operations, Marketing Espresso

Maria Chiara Cianci

S 0 C I a I M e d I a Project Manager, Marketing Espresso

Key Metrics

Measure what matters from Earned to
Shared Media




	Diapositiva 1
	Diapositiva 2
	Diapositiva 3
	Diapositiva 4
	Diapositiva 5
	Diapositiva 6
	Diapositiva 7
	Diapositiva 8
	Diapositiva 9
	Diapositiva 10
	Diapositiva 11
	Diapositiva 12

