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Not	  everything	  that	  can	  be	  counted	  counts,	  	  
and	  not	  everything	  that	  counts	  can	  be	  counted.	  

-‐	  Albert	  Einstein	  
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Good	  work	  starts	  with	  	  
a	  good	  foundaLon.	  
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Seven	  Principles	  of	  PR	  Measurement	  	  (Barcelona	  Principles)	  

1.  Importance	  of	  Goal	  SeQng	  and	  Measurement	  	  

2.  Measuring	  the	  Effect	  on	  Outcomes	  is	  Preferred	  to	  Measuring	  
Outputs	  

3.  The	  Effect	  on	  Business	  Results	  Can	  and	  Should	  Be	  Measured	  
Where	  Possible	  	  

4.  Media	  Measurement	  Requires	  QuanLty	  	  and	  Quality	  

5.  Social	  Media	  Can	  and	  Should	  be	  Measured	  

6.  AVEs	  are	  not	  the	  Value	  of	  Public	  RelaLons	  	  

7.   Transparency	  and	  Replicability	  are	  Paramount	  to	  Sound	  
Measurement	  
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Measurement	  Model	  

EXPOSURE	   ENGAGEMENT	   INFLUENCE	   IMPACT	   ADVOCACY	  

Create	  potenQal	  
audience	  
exposure	  to	  
content	  &	  
message.	  

InteracQon	  that	  
occurs	  in	  response	  
to	  content	  on	  an	  
owned	  channel	  
‘engaging	  with	  you’.	  	  
	  
Also	  earned	  social	  
conversaQon	  
‘talking	  about	  you’.	  

Ability	  to	  
cause	  or	  
contribute	  to	  
a	  change	  in	  
opinion	  or	  
behavior.	  

Effect	  of	  a	  
campaign,	  
program	  or	  
effort	  on	  the	  
target	  
audience.	  	  
	  
Also	  Value	  -‐	  	  
the	  financial	  
impact.	  

Act	  of	  pleading	  or	  
making	  the	  case	  for	  
something.	  Includes	  
posiQve	  senQment	  
and	  one	  of	  following:	  	  
•  A	  recommendaQon	  
•  A	  call	  to	  acQon	  to	  

purchase	  
•  Suggested	  usage	  or	  

suggested	  change	  
to	  opinion.	  
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Define	  Our	  Audiences	  

•  Who	  are	  our	  audiences?	  
–  Core	  Target	  Audience(s)	  
– Non-‐Core	  Target	  Audience(s)	  
–  Stakeholders	  

	  
•  What	  does	  each	  audience	  want	  to	  understand	  or	  what	  really	  

ma\ers	  to	  them?	  
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Beef	  Consumer	  Purchase	  Cycle	  
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Paid,	  Earned,	  Shared,	  Owned	  (PESO)	  Model	  
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	  Measurement	  ‘North	  Star’	  

Consumers	  who	  agree	  that	  the	  posiLves	  of	  beef	  
outweigh	  the	  negaLves	  of	  beef.	  
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Measurement	  =	  Reach	  +	  Engagement	  

Reach	  –	  Target	  audience’s	  potenQal	  exposure	  to	  content	  and	  messaging.	  	  
	  

•  Reach	  incorporates	  quanQtaQve	  metrics	  such	  as,	  impressions,	  fans,	  
followers	  and	  subscribers.	  

	  
Engagement	  –	  InteracQons	  that	  occur	  in	  response	  to	  your	  content,	  to	  
something	  you	  posted,	  or	  conversaQons	  with/about	  you.	  	  
	  

•  Engagement	  incorporates	  qualitaQve	  metrics	  such	  as,	  comments,	  
shares,	  retweets	  and	  click	  rate.	  

Measurement	  helps	  evaluate	  a	  program’s	  effecLveness	  to	  deliver	  the	  
right	  message,	  to	  the	  right	  audience,	  at	  the	  right	  Lme.	  
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Consumers	  who	  agree	  that	  the	  posiQves	  of	  beef	  
outweigh	  the	  negaQves	  of	  beef.	  
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EXPOSURE	   ENGAGEMENT	   INFLUENCE	   IMPACT	   ADVOCACY	  

	  
PAID	  

•  Impressions	  
•  Reach	  
•  Frequency	  
•  Viewability	  
•  Video	  views	  
•  Completed	  
views	  

•  Engagements	  
(paid	  social)	  

•  Click-‐thrus	  
•  Page	  views	  (page	  
landings)	  

•  InteracQons:	  
expand,	  unmute,	  
replay,	  enter	  data	  

•  Awareness	  
•  Purchase	  
consideraQon	  

•  Purchase	  Intent	  
•  Likelihood	  to	  
Recommend	  	  

•  Brand	  a\ributes	  
or	  equiQes	  

•  Visit	  website	  
•  A\end	  event	  
•  Sales	  Conversion	  
•  Download	  coupon	  
•  Leads	  captured	  
•  Promo	  
redempQons	  

•  MenQons	  in	  
Earned	  channel	  	  

•  RecommendaQons	  
•  Review	  
•  RaQngs	  

	  
OWNED	  

•  Unique	  visitors	  
•  Visits	  

•  Return	  visits	  
•  Page	  views	  (per	  
visit)	  

•  InteracQons:	  
clicks,	  views,	  use	  
tools,	  	  

•  SubscripQons	  
•  Links	  

•  ConsideraQon	  
•  Purchase	  Intent	  
•  Tell	  a	  friend	  
•  Likelihood	  to	  
Recommend	  	  

•  Brand	  a\ributes	  
or	  equiQes	  

•  Sales	  
•  Leads	  
•  Info	  requests	  
•  Download	  paper	  
•  Download	  app	  
•  Cost	  savings	  

•  RecommendaQons	  
•  RaQngs	  
•  Reviews	  

	  
SHARED	  

•  Organic	  
impressions	  

•  Organic	  reach	  
•  Number	  of	  
followers	  

•  Likes	  
•  Comments	  
•  Shares	  
•  Replies	  
•  Retweets	  

•  ConsideraQon	  
•  Purchase	  Intent	  
•  Tell	  a	  friend	  
•  Likelihood	  to	  
Recommend	  	  

•  Brand	  a\ributes	  

•  Visit	  store	  
•  A\end	  the	  event	  
•  Sales	  
•  Vote	  for	  issue	  
•  SaQsfacQon	  
•  Loyalty	  

•  RaQngs	  
•  Reviews	  
•  RecommendaQons	  
•  RecommendaQons	  
rate	  

	  
EARNED	  

•  Number	  of	  
posts	  

•  Impressions	  
•  Message	  
delivery	  

•  Hashtag	  usage	  
•  MenQons	  
•  Contest	  entries/	  
parQcipants	  

•  Awareness	  
•  ConsideraQon	  
•  Purchase	  intent	  
•  AssociaQons	  
with	  issue/topic	  

•  Visit	  website	  
•  A\end	  event	  
•  Download	  coupon	  
•  Leads	  captured	  
•  Promo	  redempQon	  

•  RecommendaQons	  
•  RaQngs	  
•  Reviews	  



Measurement	  Dashboard	  
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Measurement	  –	  It’s	  an	  Art	  and	  a	  Science	  

((B	  x	  G	  x	  H	  x	  25)	  +	  (.1	  (C	  x	  G	  x	  H)	  +	  (.05(D	  x	  G	  x	  H)))	  +	  ((E	  x	  G	  x	  H)	  +	  (.5(F	  x	  G	  x	  H)))	  
A	  

	  	  
A	  =	  Total	  AuthorizaQon	  Request	  Cost	  
B	  =	  Industry	  Voice	  AmplificaQon	  (Reach	  and	  Engagement	  of	  Key	  Opinion	  

	  Leaders	  who	  Reach	  Consumer	  Audiences)	  
C	  =	  Reach	  to	  Core	  Target	  Audience	  (Older	  Millennial	  parents)	  
D	  =	  Reach	  to	  Non-‐Core	  (Audiences	  other	  than	  Older	  Millennial	  parents)	  
E	  =	  Engagement	  	  with	  content	  by	  Core	  Target	  (Older	  Millennial	  parents)	  
F	  =	  Engagement	  with	  content	  by	  Non-‐Core	  (Audiences	  other	  than	  Older	  

	  Millennial	  parents)	  
G	  =	  Message	  Delivery	  Adjustment	  (Consumer	  Demand	  Drivers)	  
H	  =	  Channel	  EffecQveness	  Adjustment	  (Messenger/Conduit	  EffecQveness)	  
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Key	  Takeaways	  

•  Clear	  definiQon	  for	  who	  your	  target	  audiences	  are	  and	  what	  you	  
ulQmately	  want	  to	  achieve:	  
o  Ahtudinal	  Change	  
o  Shii	  in	  PercepQon	  
o  Purchase	  Behavior	  
o  Tool/Resource/Content	  UQlity	  
	  

• Focus	  on	  measuring	  outcomes	  	  
o  SQll	  measure	  outputs	  as	  performance	  indicators	  
	  

•  Measurement	  =	  	  
o  PESO	  Ecosystem	  +	  Reach	  (QuanQtaQve)	  +	  Engagement	  (QualitaQve)	  

with	  Consistent	  Timing	  (e.g.	  Quarterly	  or	  Annually)	  
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QuesLons?	  

Thank	  You!	  
	  

Meredith	  Stevens	  
mstevens@beef.org	  

303-‐850-‐3393	  
	  

NaLonal	  Callemen’s	  Beef	  AssociaLon,	  	  
a	  contractor	  to	  The	  Beef	  Checkoff	  
“Beef.	  It’s	  What’s	  For	  Dinner.”	  
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EARNED 

Paid	  Earned	  Shared	  Owned	  (PESO)	  Model	  

Influencer 
Relations 
 

Media 
Relations 
 

User / 
Influencer 
Generated 
Content 
 

Websites 

E-Newsletters 

SEO / Paid Search 
 

Display 
 

Site Direct / Sponsorship 
 

Paid Social 
 

Paid Amplification 
 

Twitter 
 

Facebook 
 

Pinterest 
 

YouTube 
 

Google+ 
 

Email Updates & Alerts 

OWNED 

PAID 

SHARED 

Reach	  Metrics:	  
•  Impressions	  
•  Video	  Views	  
•  Total	  Reach	  /	  Viral	  
Reach	  

	  
Engagement	  Metrics:	  
•  Comments	  
•  Page	  Views	  
•  Cost	  Per	  Page	  View	  
•  Video	  CompleQon	  Rate	  
•  Total	  Engaged	  Users	  
•  Total	  Engagement	  Rate	  
•  Cost	  Per	  Engagement	  
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TARGET 
AUDIENCE 



EARNED 

Influencer 
Relations 
 

Media 
Relations 
 

User / 
Influencer 
Generated 
Content 
 

Websites 

E-Newsletters 

SEO / Paid Search 
 

Display 
 

Site Direct / Sponsorship 
 

Paid Social 
 

Paid Amplification 
 

Twitter 
 

Facebook 
 

Pinterest 
 

YouTube 
 

Google+ 
 

Email Updates & Alerts 

OWNED 

PAID 

SHARED 

Reach	  Metrics:	  
•  Impressions	  
•  Total	  ParQcipants	  
•  ProacQve	  Reach	  
•  Reach	  Rate	  
	  
Engagement	  Metrics:	  
•  Total	  Stories	  
•  Total	  MenQons	  
•  Engagement	  Rate	  
•  Comments	  
•  Social	  Reach	  /	  Social	  
Sharing	  

•  RecommendaQons	  
•  Pre-‐	  and	  Post-‐Survey	  

Paid	  Earned	  Shared	  Owned	  (PESO)	  Model	  
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TARGET 
AUDIENCE 



EARNED 

Influencer 
Relations 
 

Media 
Relations 
 

User / 
Influencer 
Generated 
Content 
 

Websites 

E-Newsletters 

SEO / Paid Search 
 

Display 
 

Site Direct / Sponsorship 
 

Paid Social 
 

Paid Amplification 
 

Twitter 
 

Facebook 
 

Pinterest 
 

YouTube 
 

Google+ 
 

Email Updates & Alerts 

OWNED 

PAID 

SHARED 

Reach	  Metrics:	  
•  Followers	  
•  Total	  Likes	  
•  Subscribers	  
•  Reach	  
	  
Engagement	  Metrics:	  
•  Likes	  
•  Comments	  
•  Shares	  
•  Retweets	  
•  Replies	  
•  Favorites	  
•  Re-‐Pins	  
•  Engagement	  Rate	  
•  Total	  Views	  

Paid	  Earned	  Shared	  Owned	  (PESO)	  Model	  
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TARGET 
AUDIENCE 



EARNED 

Influencer 
Relations 
 

Media 
Relations 
 

User / 
Influencer 
Generated 
Content 
 

Websites 

E-Newsletters 

SEO / Paid Search 
 

Display 
 

Site Direct / Sponsorship 
 

Paid Social 
 

Paid Amplification 
 

Twitter 
 

Facebook 
 

Pinterest 
 

YouTube 
 

Google+ 
 

Email Updates & Alerts 

OWNED 

PAID 

SHARED 

Reach	  Metrics:	  
•  Unique	  Visitors	  
•  Total	  Visits	  
•  Total	  Subscribers	  
•  Bounce	  Rate	  
	  
Engagement	  Metrics:	  
•  Return	  Traffic	  
•  InteracQons	  
•  InteracQon	  Rate	  
•  Open	  Rate	  
•  Click	  Rate	  
•  Opt	  Out	  Rate	  

Paid	  Earned	  Shared	  Owned	  (PESO)	  Model	  
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TARGET 
AUDIENCE 


