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Why do we measure? 

 To determine if we are successful. 
 If yes, should we stay the course? 
 If no, how can we improve the experience or content? 

 
 Show our value. 
 Stakeholders need to understand why this is a critical 

investment of time and resources.  
 

 To prove the impact. 
 Did we move the needle in perception, reputation or 

awareness of our company and its products/services?  
 Can we seek additional resources to maintain or increase 

our time spent on the project? 

 



Prudential’s Online Newsroom 



Prudential’s Online Newsroom 



Prudential’s Online Newsroom 



Prudential’s Online Newsroom 

 Launched in April 2008 to replace static PDF 
postings of news releases.  
 
We wanted to “tell our own story” not only 
through traditional press releases but also by 
posting featured stories on company news and 
market commentary by subject matter experts.  
 
 Increase our exposure online (clickable hits) 
and enable news releases to be easily searched 
from our own webpage.  
 



Prudential’s Online Newsroom 

Allows us to reach not only journalists, but 
bloggers, social media users, employees and 
the general public.  
 
 Provides journalists with media contacts, 
information on subject matter experts, 
research, multimedia and more.  
 

Measurement and analytics key drivers  
in changing look, feel and function  
of website over the past 6 years. 

 



Why the Newsroom is critical 

2014 Online Newsroom Survey Report 
TEKGroup 



Steps to measurement 

1. What: determine a desired output or 
outcome (metrics)  

2. Who: specify one or several target 
audiences  

3. How much: denote how much the 
metric should change to be successful  

4. When: stipulate a time-frame in which 
the objective is to be achieved 

 
 Guidelines For Setting Measurable Public Relations Objectives: An Update  

By Forrest W. Anderson, Linda Hadley, David Rockland and Mark Weiner  
Copyright © 2009, Institute for Public Relations  

www.instituteforpr.org  

 



1. Desired output/outcome 

 Have we established and maintained an 
effective medium to tell our 
company’s story for not only journalists 
but other stakeholders?  
 
Have journalists viewed and used content on 
our site? Did content lead to interviews or 
background information? 
 
Have we increased visibility and awareness of 
our content, and therefore our products and 
services? 

 
 



2. Target audience 

 Do your research.  
We reviewed studies to understand what 
journalists would like to see in our Newsroom 
and asked a target audience of journalists 
whether we created a site that worked.  
 
We also identified other groups that our 
Newsroom would reach such as bloggers, social 
media users, employees, general public and 
other influencers.  
 
Both of these helped frame the content and 
what we would measure – number of clicks, 
usage and return visits to the website.  



3. What is success? 

 Have we met the desired output? 
This number may change. We adjusted in 
the first few years after seeing rapid growth.  
 
 If not purely “data,” how can you define 
success for a Newsroom?  
Content is used for pitching and leads to 
placements. 
Content is linked in or used within news articles 
Requests for interviews coming in from website. 



4. How long? 

 How long to make an evaluation? 
 
 This depends on every organization’s overall 
public relations strategy as well as individual 
goals.  
 
 Example: We measure every quarter, and then 
take look-backs over the year. We also measure 
after certain campaigns.  



Case study 



Early days: How did we define 
success? 

 Experienced rapid growth.  
◦ In first six months of launch, we went from 
1,000 unique views a month to more than 
12,000.   
 

 Return visits steadily increased.  
◦ Unique visitors kept returning to the site for 
new information on a regular basis. 



Early days: How did we define 
success? 

Became a source of content. 
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Learning from success 

…said in an audio 
posting on the 

company’s website. 



Learning from success 



Key takeaways   

 Do use examples.   
 
When reporting on your efforts, illustrate how 
traditional public relations tactics coupled with a 
comprehensive social and digital media strategy 
enabled greater reach and visibility. 
  

 Do explain the numbers.  
 
Explain in simple terms how you have met your 
goals – or missed them. Numbers alone may not 
tell the complete story.  
 



Key takeaways   

 Do understand where your traffic is originating. 
 
When setting up and managing your Newsroom, 
determine how you are attracting followers -- 
internal versus external, social versus owned 
content? This will help tailor your messages and 
focus your attention.  
  

 Don’t just look at overall numbers. 
 
Determine what specific pieces of content are 
most visited to help you plan for the next 
campaign.   
 



Key takeaways  

 Don’t include too much.  
 
Once you have decided what your key metric 
should be, focus your report on it.  
 

 Don’t confuse the audience.  
 
Jargon, acronyms can take away from presenting 
the results.  

 
 



Tools to help you 

 Measurement tools (such as Radian6) can 
help you understand and communicate 
your share of voice in social and 
traditional media.  
 

 Setting up Google Alerts for “as it 
happens” notifications. 
 

 “Link shortener” services also provide 
metrics on how many times and where 
online your link is clicked and shared.  



Tools to help you 

 Services such as “Add This” that you 
embed into your website can help you 
determine what content is most 
“shareable” and where it is most often 
shared.  
 

 Google Analytics can provide critical 
information on how many visits you 
receive and where the traffic is 
originating.  
 
 
 



Thank you 

Questions? 
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