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In this session we will: 
• Identify metrics that tell the story of how your PR 

campaigns connect with organizational goals 
• Use the KPIs that matter most to management 
• Select the metrics that will mean the most to you 

over time 
• Establish baselines and set targets that are in line 

with your company goals 
• Create measurement dashboards as well as 

scorecards that translate dashboard output into 
easily digestible information 

• Use dashboards to manage expectations 
 



3 

The Case for Measurement 
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AWARD WINNING 
COMMUNICATIONS PROGRAMS 
ARE ROOTED IN RESEARCH AND 
MEASUREMENT 
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Industry Awards 
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ANALYSIS OF 2014 PRSA 
SILVER ANVIL WINNERS 

used multiple data 
collection 

methodologies for 
planning research 

61% 

used multiple 
methodologies to 

measure 

91% 

the avg. # of measurement 
methods executed for 
winning submission 

3.38 

80% Traditional Media Tracking (Quant) 
64% Activity/Behavior Tracking 

44% Social Media Tracking 
32% Financial Impact / ROI 

TOP METHODS 
REPORTED 

1.82 
the avg. #of discovery or 

planning research 
activities for winning 

entries 

45% Desk Research 
31% Survey/Opinion Poll 

TOP SINGLE PLANNING 
RESEARCH METHODS 
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How to Create 
Measurement Dashboards 
That Communicate PR’s 
Value to Senior Leaders 
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I NEED A 
DASHBOAR
D 
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I NEED A DASHBOARD 
• To show what is happening 
• To assess impact on the brand 
• To ensure I am on track 
• To keep focus 
• To identify and correct trends 
• To tell the story 
• To see opportunity to amplify 
• To inform business decisions 
• To demonstrate contribution to the 

business 
• To keep an eye on the competition 
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• What are your objectives? 
• What are your priorities? 
• What are the agreed measures of 

success? 
• What are the metrics to support this? 
• What are your comparisons? 
• What are your benchmarks? 
• What is your activity? 
• What are the expectations and how do 

you manage them? 
• What do you need to know when? 
• What are the reporting requirements? 
• Who needs buy-in? 
• Who has access to the dashboard and 

what can they do? 
 

LET’S GET 
PRACTICAL 
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WHAT ARE YOU SEEKING TO DO 

Know: 
• Where you have come from 
• Where you are now 
• Where you wish to go 
• How you plan to get there 
• Your timeline 
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KPIs 
• Volumes 
• Share 
• Sentiment 
• Message pull-

through 
• Engagement 
• Endorsement 
• Influencer analysis 
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A DASHBOARD SHOULD BE MORE THAN DATA   
IT SHOULD TELL THE STORY, BE ACTIONABLE  

AND BRING INSIGHT 
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THE MOST IMPORTANT DASHBOARDS 
KPIs 
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THE MOST IMPORTANT DASHBOARDS 
KPIs 
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THE MOST EFFECTIVE 
DASHBOARDS 

• Specific 
• Dynamic 
• Focused 
• Actionable 
• Go beyond data to 

insights 
• Tell a story 
• Report regularly 
• Fast 
• Comprehensive  
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