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“The Elephant [Not] in the 
Room” 

 
Announcing the Biggest Change Ever to 

The Greatest Show On Earth 
 

Two Forms of Measurement 
 

Stephen Payne 
Vice President, Corporate Communications 

Feld Entertainment, Inc. 
spayne@feldinc.com 

@savethecircus 
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The	  Challenge	  
Announcing	  the	  re:rement	  of	  the	  Asian	  
elephants	  from	  the	  Ringling	  Bros.	  and	  
Barnum	  &	  Bailey	  traveling	  circus	  units.	  

Overall	  Goal	  
Dominate	  first	  day	  news	  cycle	  
with	  company	  posi:on	  and	  
reasons	  for	  the	  decision	  
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Number	  of	  Stories	  and	  Ad	  Equivalency	  Value	  
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Impressions and Ad Equiv 
Measurements 
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Total Viewership & Ad Equiv 
●  Analysis Using Meltwater & TV Eyes 
●  Timeframe of March 5 – 20, 2015 
●  Scope of coverage analysis is global with a 

concentration in North America 
●  Not all radio was captured 
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Total Viewership & Ad Equiv 
●  Print & Online Viewership = 5,306,778,523 
●  Ad Value (no multiplier) = $49,087,701 

●  Broadcast Viewership = 786,207,982 
●  Ad Value (no mulitiplier) = $11,640,068 
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Social Media Measurements 
Stats & Sentiment Analysis 
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Sentiment Report 
Things to consider: 
●  Methodology 
●  Date & time 
●  Influencers, Potential Reach & “Prolific” accounts 
●  Location 
●  Sentiment Analysis 

o  This is an overview for all topics within the sentiment.  It will 
provide a top line view of the conversations online. 

o  Topics are identified within positive & negative sentiments 
and can be examined on a granular level. 
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Sentiment Report: 
Methodology 

Methodology: 
●  Crimson-Hexagon used 

o  Type: Opinion 
o  Sources: Facebook, Twitter, Comments, Forums and News 
o  Keywords: (Ringling OR Ringling Bros OR Ringling Brothers) 

and (-college OR museum) AND (elephants OR elephant) 
●  With these opinion search terms, clearly 

differentiated topics can be seen. These are 
outlined under the sentiment breakdown. 
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Sentiment Report: 
Potential Reach from Authors 

Total approximate reach: ~711M 
impressions 

>711	  Million	  in	  Two	  Days!	  
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Sentiment Report: 
Sentiment Analysis 
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Sentiment Report: 
Influential Accounts 

These are the most influential Twitter handles that discussed this specific topic within the given timeframe. 
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Sentiment Report: 
Prolific Twitter Authors 
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Sentiment Report: 
Prolific Twitter Authors - @Heat_on_Street 

While this user doesn’t 
have a significant 
amount of followers, her 
tactics/volume (195 
tweets in 12 days) make 
her a prolific Twitter 
author. 
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Sentiment Report: 
Prolific Twitter Authors - @peta 
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Sentiment Report: 
Location 
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Sentiment Report: 
Sentiment Analysis 

Overall,	  we	  saw	  a	  total	  of	  
109,163	  relevant	  posts	  
during	  this	  Ame	  frame.	  
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Sentiment Report: 
Sentiment Analysis 
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Sentiment Report: 
Sentiment Analysis 
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Sentiment Report: 
Sentiment Analysis 

For a more 1:1 comparison, the neutral sentiment 
can be removed.  The chart above has removed 

neutral sentiment. 
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Sentiment Report: 
Sentiment Analysis 

For a more 1:1 
comparison, the 

neutral sentiment 
can be removed.  
This chart has 

removed neutral 
sentiment. 
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Sentiment Report: 
Word Cloud - Overall 
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Sentiment Report: 
Word Cloud - Keyword “Elephants” 
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Website & Social Media Stats 
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Website Traffic  
Traffic leading up to and following last Thursday’s 

announcement. (Back to normal) 
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Website Traffic  
Thursday’s Ringling.com Traffic Compared to May 2014 (2015 is 

substantially higher, but RED 145 is currently in in NY metro.) 
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Website Traffic 
CEC Traffic (Heightened Awareness of CEC After 

Announcement) 
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Social Media Stats - FB 

*denotes	  averages	  
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Social Media Stats - FB 

*denotes	  averages	  
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Social Media Stats - FB 

*denotes	  averages	  
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Social Media Stats - Twitter 

*March	  is	  only	  par:al	  -‐	  remainder	  of	  months	  represent	  en:re	  
month	  
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Social Media Stats - Twitter 
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Social Media Stats - Twitter 
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Questions? 


