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Objectives 

• For communications practitioners 

• Better communications through research, 
measurement, and evaluation 

• No mechanics 

• Alignment 

• Build value 
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Thought leadership in 
measurement and evaluation 

PR research, measurement, 
evaluation 
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1 Begin with theory 
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Information theory 

•  Prof. Claude Shannon 

 

•  Communications theory 

•  Public relations theory 
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2 Translate to practice 



Activities 

Outputs 

Reception / Engagement 

Cognitive change 
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3 A standard framework 
for PR program 
measurement 
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Activities 

• What did you do? 

• Control by organization 

• Visible 

• Operational efficiency 
▫  Staff time 

▫  Budget 

• Use: PR group, CFO 

Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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Outputs 

• Message availability 
to target audiences 
▫ Media analytics 

▫ Social media analytics 

▫ Other (events, etc.) 

• Correlate with activities 

• Use: Within PR group 

Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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Engagement 

• Handle PR outputs 

• Manipulate outputs 

•  Involvement with outputs 

• Correlate with activities 

• Passive vs. active 

• Use: Within PR group 

Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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Cognitive change 

• Cognitive change Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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Cognitive change 

Awareness 

Knowledge 

Relevance Action 

Advocacy 

From David Michaelson & Don Stacks, 
“Standardization in Public Relations Measurement 
and Evaluation,” Public Relations Journal, 2011. 
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Cognitive change 

• Cognitive change 
▫  Awareness 
▫ Understanding 
▫  Perceptions 
▫  Advocacy 

• Use: CMO, marketing 
and communications 
executives 

Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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Communications 
results 
• Specific, desired 

behaviors 
• Precursor to business 

value 

• Link to cognitive 
change, etc. 

• Use: CMO, marketing 
and communications 
executives 

Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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Business results 

• Tactical, consumer results 

• Strategic business results 

• ROI 

•  Sta$s$cal	
  methods	
  

• Use: CEO, CMO, business 
unit leaders 

Outputs 

Engagement 

Cognitive change 

Comms results 

Activities 

Business results 
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4 Putting measurement 
into practice 
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Step 1 

•  Define business goals 

•  Link social media objectives to business goals 
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Step 2 

•  Select measurable objectives 

1.  Specify the audience(s) 

2.  Specify desired audience-specific outcomes 

3.  Ends or outcomes, not means 

4.  Time frame 



21 

Step 3 

•  Select metrics 
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Outputs	
   Cogni$ve	
  change	
   Outcomes	
   Business	
  results	
  

§ Press	
  releases	
  
§ Journalist	
  
briefings	
  

§ Reporter	
  
contacts	
  

§ News	
  stories	
  
§ Messages	
  
§ Impressions	
  
§ Media	
  value	
  
§ Events	
  
§ Analyst	
  
recep$ons	
  

§ Customer	
  case	
  
studies	
  

§ Execu$ve	
  
speaking	
  ops	
  

§ Awareness	
  
§ Comprehension	
  
§ Message	
  
reten$on	
  

§ AFtude	
  
§ Percep$ons	
  
§ Inten$ons	
  

§ Behaviors	
  
§ Purchases	
  
§ Votes	
  
§ Employee	
  job	
  
applica$ons	
  

§ Support	
  or	
  
advocacy	
  

§ Inflate	
  $res	
  
§ Change	
  smoke	
  
alarm	
  baJery	
  

§ Visit	
  museum	
  

§ Sales	
  
§ New	
  customers	
  
§ Customer	
  loyalty	
  
§ Lower	
  customer	
  
acquisi$on	
  costs	
  

§ Employee	
  
reten$on	
  

§ Permission	
  to	
  
open	
  a	
  factory	
  

§ Lower	
  accident	
  
rates	
  

Outputs Cognitive change Comms outcomes 
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Step 4 

•  Set quantitative targets 
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Step 5 

• Measure 
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Step 6 
•  Analyze 
•  Index the results 
•  Evaluate 
•  Recommendations for improvement 
•  Report 
▫  Dashboard 

▫  Evaluation matrix 

▫  Balanced Scorecard 
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Dashboard 
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Evaluation matrix 
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Balanced Scorecard 
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Summary 

•  Set goals 

•  Set measurable objectives 

• Measure at multiple levels 

•  Set targets 

•  Build consensus 

•  Evaluate 

•  Report 

•  Recommendations 
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Our	
  efforts	
  to	
  impact	
  
communications:	
  
what	
  we	
  produce	
  

COMMUNICATIONS	
  
ACTIVITIES	
  

•  Usually	
  
immediately	
  visible	
  

•  Completely	
  under	
  
control	
  of	
  the	
  PR	
  
team	
  or	
  agency	
  

•  Coun$ng	
  PR	
  
ac$vi$es	
  

•  Press	
  materials	
  
generated	
  

• Web	
  materials	
  
generated	
  

•  Events	
  organized	
  
•  Briefings	
  

COMMUNICATIONS	
  
OUTPUTS	
  

What	
  communica-­‐
$ons	
  are	
  generated	
  
and	
  may	
  reach	
  target	
  
audience	
  members	
  

•  Did	
  you	
  reach	
  your	
  
target	
  audience?	
  
•  Coun$ng	
  the	
  imme-­‐
diate	
  results	
  of	
  PR	
  
ac$vi$es	
  
•  Tradi$onal	
  and	
  
social	
  media	
  
measurement	
  
•  Informa$on	
  
available	
  for	
  target	
  
audience	
  members	
  
to	
  process;	
  the	
  
precursors	
  to	
  
aFtude	
  and	
  belief	
  
forma$on	
  
•  Correlate	
  with	
  
ac$vi$es	
  

ENGAGEMENT	
  

How	
  target	
  audience	
  
members	
  engage,	
  
manipulate,	
  or	
  are	
  

involved	
  with	
  
communica$ons	
  

•  How	
  are	
  target	
  
audience	
  members	
  
engaging	
  with	
  
communica$ons	
  
and	
  with	
  the	
  
organiza$on?	
  

• What	
  conversa$ons	
  
are	
  occurring?	
  

•  Informa$on	
  
available	
  for	
  target	
  
audience	
  members	
  
to	
  process;	
  the	
  
precursors	
  to	
  
aFtude	
  and	
  belief	
  
forma$on	
  

•  Correlate	
  with	
  
ac$vi$es	
  

COGNITIVE	
  CHANGE	
  

What	
  we	
  want	
  target	
  
audience	
  members	
  to	
  
know,	
  understand,	
  
perceive,	
  or	
  believe	
  

•  Measures	
  of	
  
awareness,	
  aF-­‐
tudes,	
  credibility,	
  
understanding,	
  
percep$ons,	
  and	
  
beliefs	
  

•  Surveys	
  among	
  
target	
  audiences	
  
•  The	
  precursors	
  to	
  
ac$on	
  
•  Correlate	
  or	
  
establish	
  causal	
  
linkages	
  with	
  
ac$vi$es	
  and	
  
outputs	
  

COMMUNICATIONS	
  
RESULTS	
  

Ac$ons	
  we	
  want	
  
target	
  audience	
  

members	
  to	
  take	
  (or	
  
not	
  take)	
  

•  Specific	
  behaviors	
  
by	
  target	
  audience	
  
members	
  to	
  
support	
  goals	
  such	
  
as	
  visi$ng,	
  
purchasing,	
  loyalty,	
  
recommending,	
  
advocacy,	
  vo$ng,	
  
signing	
  a	
  pe$$on	
  
•  Precursors	
  to	
  
business	
  value	
  
•  Correlate	
  or	
  
establish	
  causal	
  
linkages	
  with	
  
ac$vi$es,	
  outputs,	
  
engagement,	
  and	
  
ouJakes	
  

BUSINESS	
  
VALUE	
  

Business	
  value	
  and	
  
return	
  on	
  investment	
  

•  Sales,	
  market	
  
penetra$on,	
  
market	
  share,	
  
profitability	
  
•  Market	
  
capitaliza$on	
  or	
  
other	
  financial	
  
measures	
  
•  Sta$s$cal	
  modeling	
  
to	
  show	
  causal	
  
linkages	
  with	
  
ac$vi$es,	
  outputs,	
  
engagement,	
  
ouJakes,	
  and	
  
outcomes	
  

Communications measurement process 

 Quantity/Outputs  Quality/Outtakes  Business outcomes  ROI/Value 

 Communications team  Marketing team  Executive team 
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Thank you 


