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Quotable

"Measurement is the first step that leads to control
and eventually to improvement. If you can't measure
something, you can't understand it. If you can't
understand it, you can't control it. If you can't control
it, you can't improve it.”

- H. James Harrington

"You get what you measure. Measure the wrong thing
and you get the wrong behaviors.”

- John H. Lingle



Why Measure? Pairt |

1. Prove the Value of Public Relations & Social Media
Activities
2. Demonstrate Ongoing Improvement in Performance

3. Garner Support for Increased Investment

4. Don’t Get Fired



 Goals Motivate
e Goals Delineate Success

e Goals Drive Creativity &

Problem Solving

Photo Source: USOpen.com

8



Measure What Matters

1. Money
— Making, Saving, Spending

2. Customers

— They Bring the Money

3. Leads
— They Bring the Customers

4, Exposure

— It Brings the Leads

Photo Source: Alibaba (Jack Ma)
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Measure What Matters 4

 Employees
 Products/Services

e Stock Price

e Reputation
* Recruiting
e Customer Retention
 Market Penetration

e Market Share

Photo Source: LiveAuctioneers.com
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Don’t Measure Based

on Convenience

 Will Press Release Pick Up Get You Promoted?
« Will Ad Equivalency Equal More Budget?
« Will 1000 Likes Make the CEO Like You More?

 Will the Number of ReTweets Ever Be Shared on an

Earnings Call?

No One Cares About Your Klout Score
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Goals Vs. Objectives

Goals Objectives

Broad Narrow
Intangible Tangible
Infinite Finite
Abstract Concrete
Open Ended Bound by Time
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Personal Examples

Goals Objectives

Lose Weight Lose 50 Ibs. by June 2014
Be A Better 200 Hours of Volunteering
Person Donate 10% of Income in 6 Months

Get an Education

Complete Masters in Communications by 2016

Better Work/Life
Balance

Leave Work by 6pm Every Day for Next 30 Days

Save Money

Put $500 in 401K Every Month for 3 Years

13



Increase Awareness Secure 20 Articles in Top Tier Publications
(NYT, WSJ, Fortune etc.) in 12 Months

Strengthen Analyst Brief Top 10 Analyst Firms and Secure
Relations Inclusion in 5 Analyst Reports by Dec. 2014

Increase Share of Voice | Compare Media Coverage of Top 5
Competitors on Quarterly Basis and
Increase from 10% to 20% in 18 Months

Generate Leads Increase Subscriptions Referrals from
Media Sites by 50% by June 2014




Measurement

Methodologies

1. Surveys: Ask and Tally Results

2. Scores: Create Indices or Scoring Mechanism

* Quantity: sheer volume of media hits

« Quality: weighted value for Tier 1,2 or 3 or feature vs. mention

3. Correlations: Outputs, Outcomes and Business Results
* Track PR events against lead generation (online, email, phone etc.)
* Track PR events against web traffic or registrations

4. Check Boxes: Meeting Specific, Finite Objectives

Number of articles, press releases, event attendees, registrations,

downloads, revenue (dollar value)
15



Outputs, Outcomes &
Busingss Objective

Activity
Outputs

* Press Release

e Speaking

Submission

o Corporate Video

 Award

Submission

Qutcomes

NY Times Article

Speak at

Industry Event

10,000 Views on
YouTube

Win Award

Business OQutcome
15% Spike In
Sales

Secure 2 New

Customers

Increase Web
Traffic 22%

+50 New Business

Leads
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Architecting for

Measurement

1. Set Goals & Objectives
2. ldentified Program Elements
3. Build with Measurement in
Mind
«  Tripwires
«  Milestones
* Operational Changes

* Analytics (Your New BFF)

17



Architecting for

Measurement

Tools & Technology: The Evaluation Checklist
 Does it measure what's important to me?
« Will we be able to manage it?

* Is the cost/effort proportionate to the value?
e Are there alternative lower cost/free tools/methods?

546 clicks on your bitly links since Aug 8,2013

40

30

20
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0 Aug 8,203 Aug 12, 2013 Aug 16, 2013 Aug 20,2013
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http://www.socialmention.com/
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Social Media Dashboard _

A
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Social Media Dashboard
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PR Measureme

News
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PR Measurement

Dashboard

1. New York Times
2. CNN

3. Huffington Post
4. Chicago Tribune
5. KETV- Omaha
6. CNN.com

7. Boston Globe
8. WBBM- Chicago
9. FoxNews.com
10, USAToday.com

Image source: Universal Information Systems
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Build Your Own

Dashboard

6 Step Approach:

o0 h wdhE

Measure
Track
Trip
Analyze
Tweak
Repeat

Holy Grail:
Revenue
Data

Simple Social Media Measurement Matrix

Platform Audience Activity = Engagement Web Traffic Lead Gen
#of Tweets
#of Mentions i
. #of Followers #af Clicks to
Twitter #of Friends #of Twests P :f%f:i:::::tt;ns Wehsite #ofLeads
(OM)
#of Comments i
Facebook #;gf;z:ias :;F;l S:tss #of Attendees #ﬂggzizto #of Leads
(Ewents)
#of Discussion Posts i
Linkedln #of Members #of Pasts #of News Posts #ﬂ:::tzm #of Leads
#of Questions !
#of Subscribers '
) #of Comments #of Clicks to
YouTube #:fn:::::trsas #of Uploads #of Link Backs Website #of Leads
Blug #af Clicks to
Commenti ng #of Comments #of Responses Website #of Leads
Corporate #of Readers '
. #of Posts #of Comments #of Clicks to #of Lead
Blog #of ﬁunhggglbﬂfs #of Link Backs Website arbeass
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Sample1l _

€ LiQuipspPacE

E:. LiQU|DSPﬁCE' JOIN  SIGNIN HELP = _

Workspace that Rocks

Instantly Find and Book Better Places to Meet and Work

OUR 5TORY




€ LiQuipspPacE

Goals:

 Raise Awareness for the Company/Business Model
« Drive Traffic to Website & App Downloads
 (Generate Revenue

Integrated Marketing Campaign:

Advertising & Event Experiential Public Relations

Marketing Sponsorship Marketing

Taxi TV, Online, Sponsoring Street Team Campaign

Email, Sponsored | Events, Hosting Targeting

Content Events Entrepreneurs,
Road Warriors

30



Assighment 1

€ LiQuipspPacE

e Set concrete objectives for the campaign based on the

goals

 Choose which measurement methodology/ies you will

use to measure the success of the campaign

 What are the key performance indicators (KPIs) that you

will track

e Explain how you will deliver/communicate the results

31



Hints for Sample 1

€ LiQuipspPacE

Tripwires & Milestones:
— Landing Pages

— Coupon Codes

— Bit.ly Links

— Dedicated Phone Numbers

Analytics: On Website, On Downloads

Sales/Operations

Measurement Dashboard

— Clicks, Traffic, Registrations, Downloads, Bookings, Revenue

32



Sample 2
- %}( axon health

assoclates

%lr{ a}{ﬂn health ewsletter Signup

associates
About Us Services Areas of Treatment MNew Patient Center Testimonials Resources Contact Us

a

Al
DiEgnostic Testing

dicine

f . 1
Sp Meti
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,\}K “~axon health

associates

Goals:

« Raise Awareness for the Axon Health Associates
« Attract New Patients/Reactivate Existing Patients
 Generate Corporate Wellness Leads

Campaign Elements:

Social Media Advertising Direct Marketing
Facebook Online Email Marketing
LinkedIn Facebook Patient Newsletter

Twitter Google AdWords




Assignment 2
A
,7(§_: axon health

assoclates

Set concrete objectives for the campaign based on the

goals

 Choose which measurement methodology/ies you will

use to measure the success of the campaign

 What are the key performance indicators (KPIs) that you

will track

e Explain how you will deliver/communicate the results
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Hints for Sample 2

%lé'axon health

(\ assoclates

Tripwires & Milestones:

— Landing Pages, Exclusive Offers, Bit.ly Links

Analytics

— Facebook Insights, Twitter Analytics, Google Analytics, Radian

6/Sysmos

Sales/Operations

— Patient Intake Forms, Appointment Forms, Office Managers

e Measurement Dashboard

— Clicks, Traffic, Calls, Appointments, Bookings (Wellness Events)

36
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(& conEdison

(& conEdison B Besiogage | ¥ | Cuick Links §

jEEEaT  eEEmE e awm saris v wewswly s maem  srewsan

Utility Company Providing Electric & il |
Gas Services to iﬂw_ -:Hrln?l'“:fjwmm
NYC & Westchester _— SN 8 Sy
Serving More Than 9M Customers S

= (Challenge: Change the Conversation
Online (Negative to Positive)

= Goal:Increase % of Positive
Sentiment, Drive SM Engagement,
Educate Public on GreenInitiatives
& Power of Giving

= Strategy: Create a SM Contest

38



ConEdison |l

Contest App Analytics

Contest Achwi i?ﬁ 5- B,’23i
Visits 72,241
Entries 19,084

Total Shares (Links shared using share

link)

tools built into the contest app) 2,775
Total Clickthroughs (Clicks on a shared
4,736

Total Referrals (People who participated
after clicking a shared link)

Facebook Posts 1,735
Facebook Clicks (Clicks on a shared
link) 4,524

Facebook Referrals (People who
participated after clicking a shared link)

Tweets

Twitter Clicks (Clicks on a shared link)

Twitter Referrals (People who
participated after clicking a shared link)

Pinterest Posts

Pinterest Clicks (Clicks on a shared link) 7
Pinterest Referrals (People who
participated after clicking a shared link) 3

Google+ Posts 132
Google+ Clicks (Clicks on a shared link) 15
Google+ Referrals (People who

participated after clicking a shared link) 6

Emails 442
Email Clicks (Clicks on a shared link) 135
Email Referrals (People who participated

after clicking a shared link) 60
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. ® Mever miss a deal! Get our: Free Newsletter Custom Alerts ('«  Mobile Apps | t_j
Edealnews

Where every day is Black Friday” Login | Join DealNews | Search Q

IR 1B COMPUTERS | CLOTHING | ELECTRONICS | TRAVEL | EDITORS' CHOICE
Laptops = Desktops @ Hard Drives Shoes  Televisions  Cameras Cell Phones @ Video Games Momre

Today's Hottest Deals
Unleash your
e potential
(mm) ﬁ) &- Get high-performance /<
‘ M, | e <
U - U From $529.99
Erector Sets at Betsey Johnson Reebok Men's Legacy
RadioShack: From $3 Women's Swimsuit $46 Hooded Jacket for $20

Business e best deals
Goal:
Web Traffic
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a Products & Services Starting a Business

Good Morning,

How can Regus help you?

¢ Find an office to rent

¢ Help start a business

p Compare virtual offices » View all our locations

} Book a meeting room

¢ Join Businessworld

Cet a Quick Quote |E55USER LI RG]

Short of time and need a quote?
we'll get back to you within 30 minutes.

Name *
Email Address *

+1 Phone Number *
Location of interest *
Company *

How did you b~

Requirem~
office fr

Business

Goal:

|

350 Leads Q4

SEARCH  Select a product + | City or zipcode m

Home Based Business Small & Medium Business International Business Corporate Workspace Solutions

&

DO YOU KNOW HOW TO STAY
FRODUCTI VEL ON THE MOVEY

1.35 million Regus Businessworld members do,
enjoying professional workspace wherever and
whenever they need it.

Find out more &

B B .0 B 3uvHs
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nakedsecurity

Award-winning news, opinion, advice and research from SOPHOS

malware mac facebook android wvulnerability dataloss privacy more...

GinMaster, unwanted Android Bitcoin forum hacked In Is the NSA ripping a $35 billion
apps and legit apps gone bad aftermath of Sllk Road takedown | hole Iin US business?

| AT

Business
Goal:
Web Traffic
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€he New JJork Times

Guessing the Online Customer’s Next Want  graprup Il:mm'w LEAD INNOVATE PEOPLE MONEY

By ERIC A. TAUB
Published: May 19, 2008

SALES

Marketers have always tried to predict what people want, and then

get them to buy it. Ever WiSh vou could Read vour

Among online retailers, pushing

. u
customers toward other products they customers MlndS? BY TAMARA SCHWEITZER

miight want £ 2 eonrmon peactice. A weekly look at the latest products and services designed to help you
Both Amazon and Netflix, two of the .
L run a better business.

best-known practitioners of targeted
upselling, have long recommended 0 SHARES | SHARE THIS ARTICLE
products or movie titles to their
“*-=tele. They do so using a techni
“'aborative filtering, bag

1y you had a crystal ball for business.

seeks to provide just t helps business

. “evious pu eir customers's
Business  acdtwon
Ze a customer's
. i iri The program
Goal: | hep

Investors
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Parting Thoughts

« Analytics Are Your Best Friend

 Understand the Business of Your Business
— Financials, Earnings Calls, Annual Report
e Make PR & SM a Revenue Center/Saver Vs. Cost

Center

e Speak in a Language the C-Suite Understands

T Measurement
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Resources

e Barcelona Declaration of Measurement Principals

http://amecorg.com/2012/06/barcelona-declaration-
of-measurement-principles/

e Social Media Success Series (Affect)
http://www.techaffect.com/social-media-tip-sheets/

e How To Develop An Effective PR Strategy

http://www.slideshare.net/Sfathi/affect-how-to-
develop-and-effective-pr-measurement-strategy

e How To Prove the Value of Your Social Media Efforts
http://www.slideshare.net/Sfathi/affect-how-to-prove-

SOCIAL
MEDIA
SUCCESS
SERIES

0T

the-value-of-your-social-media-efforts
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