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Evaluate PR in Context of
Business Results

Using frameworks to
organize metrics can help
to communicate how PR
activities deliver “value”
across a continuum

Define success metrics,
not just PR metrics

View measurement as a
strategic tool, not a report
card

|dentify the data that will
help you tell your story
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Use a Framework to Organize Your Thinking

Use Web Site to Increase
Lead Generation

Expand Social Footprint Improve Brand Sentiment

Increase traffic through
content creation, qualify leads
based on interests

Grow engaged consituency Increase message penetration
by 20% in 2015 and echo sentiment

* Increase activity on owned + Outline key messages » Create content production
channels - Baseline message plan

* Increase visibility of social penetration and competitive * Integrate PESO* outreach
activity positioning in coverage . Baseline site UVPM, top

» Set calls to action with « |dentify positive/negative traffic sources, top pages
consituency perception drivers visited, current lead

generation rates

Track topic share &
discussion ownership « Add/measure micro-URL
click through

Track activity success

Tie to conversions
» Code tracking mechanisms
in Web analytics

*PESO: Paid, earned, shared, owned
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Sounds Easy, Right?

The end
result has

Pt

Point A o Point B

This stuff has value

You (feel like) are here



Enter the AMEC Valid Metric Framework

COMMUNICATIONS/MARKETING STAGES

Evaluation of Communications (AMEC)
to help practitioners think about how to
measure PR value in terms of activities
(outputs), interim measures (outtakes),
and business results (outcomes)

The framework is an industry approved  §  wuea
tool developed by the International P momom
Association for Measurement and § Pt

Target Audience
Effect

N

Consideration Preference Action

citfti

Brand/ Product
Marketing

Investor
Relations

* Content creation

= Traditional media engagement
* Soclal media engagement

« Influencer engagement

+ Stakeholder engagement

* Events/speeches

*+ Content creation

* Traditional media engagement
+ Social media engagement

* Influencer engagement

« Stakeholder engagement

« Events/speeches

+ Audience reach * Key message * Key * End 1t by + Audience reach + Key message
[traditional & social alignment alignment journalists or [traditional & social alignment
media) * Accuracy of facts - Frequency of influencers media] * Accuracy of facts

* Impressions/Target (positive) 0 on Industry * Impressions/Target
W"i"“f + Expressed opinions lists . audience
impressions of consideration * Expressed opinions impressions

* Number of articles - Soclal network of preference + Number of articles

: Video views Followers * Social network Fans * Video views
Frequency « Likes * Frequency

* Prominence * Retweets/Shares/ * Prominence

« Share of voice Linkbacks + Share of voice

* Unalded awareness * Knowledge of * Relevance of brand * Attitude uplift « Unaided awareness * Knowledge of

* Aided awareness company/product (to consumer/ * Stated intention to - Sales + Aided awareness company profile and

attributes and customer) buy + Coverage In analyst offer
features * Visitors to website * Brand preference/ * Market share n
Target Audience + Brand association * Click-thru to site Loyalty/Trust - Cost savings Target Audience feperes
Effect and differentiation + Time spent on site * Endorsement £
* Downloads fromsite  * Requests for quote || * Leads generated Effect
* Calls * Links to site « Customer loyalty
* Event/meeting * Trial
attendance
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)

Interest/

Understanding | Consideration

> D

Consideration

* Key message

alignment

* Frequency of

(positive) mentions

* Expressed opinions

Support/

Action
Preference

ORGANIZATION/
BUSINESS
RESULTS

Preference

+ Endorsement by
Journalists or
influencers

* Rankings on industry
lists
E

4

of c

* Sodcial network

Followers

* Retweets/Shares/

Linkbacks

* Visitors to IR section

of website

* Click-thru to IR site
« Time spent on IR site
* Downloads from IR

site

* CGalls
+ Event/meeting

attendance
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of preference
*+ Soclal network Fans
* Likes

+ Attitude change
* Endorsement * Share price

« Earnings multiple
+ Earnings per share

* Successful IPO/
acquisition/
merger




Why the AMEC Valid Metric Framework

« Tracks communications activities from inception through

business impacts

« QOperates as an organizational tool

 |s easily adaptable to changing priorities

* Recognized as an industry standard
« Designed to support best practices

Communications

Activities

Communications
Activities are the
outreach programs
used to reach target

audiences.
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Intermediary
Effects

Intermediary Effect
metrics track how
communications
outreach is impacting
behavior, with a focus
on behaviors likely to

lead to business impact.

Business
Impact

Business Impact
metrics focus on how
programs impact the
“bottom line”; including
key priorities for lead
stakeholders and
activities that translate
into tangible program
growth.
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Where to Start

COMMUNICATIONS/MARKETING STAGES

Key Area of

Communication
(Brand/Product Marketing, Knowledge/ Interest/ Support/

Advocacy/Support, Understanding | Consideration | Preference
Employee Engagement,
Investor Relations)

Communications
Activity

MMUNICATIONS PHASES

Intermediary Effect v
Busi I t ORGANIZATION
usiness Impac IBUSINESS

RESULTS

http://amecorg.com/important-stuff/
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Fill in the Blanks

ertfe

Brand
Marketing

Communications

Activity

Intermediary
Effect

Target Audience
Effect
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# of outreach/educational events

# media briefings

# of content/assets created

# of social posts created

# employee communications

# of emails sent

# of outreach around new programs
# of customer communications

# of assets * % of placements in .
posted to target publications .
intranet * % of articles on

# of emails sent message

to employees * Email open rates

# of media * # Website visitors
placements * # Fans/followers

# opportunities * # Video views

to see

Unaided awareness
Aided awareness

Event/meeting .
attendance
Knowledge/action .
based on program
attributes .
Knowledge of
participation

benefits

Consideration

# New contacts
# Requests for
information

# Requests for
profiles/passwords
# Online forms
submissions
Website logins

Preference

“Endorsement”
including journalists,
employees and
participants

Rankings on industry
lists

Expressed opinions of
preference in forum
discussions

# Social engagements
(likes, comments,
favorites, retweets)

New logins

Endorsements

Return visits * Increased
Ongoing participant
participation volume

Word of

mouth/referrals * Online forms

submissions

* Increased sales
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Create a Reporting Template
METRICSFRAMEW ORK REPORTING g Sample
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First Things First...

[ Outline your endgame. What do you want to impact? What
are the primary organizational goals (bottom right corner)

1 Set meetings with senior leaders to identify what they care
about.

 Backtrack from goals to communications tactics and
iIntermediary steps. Roadmap how you reach your goals

1 Identify available data and match to key metrics
 Leverage industry frameworks to organize data
A Pull baseline data

1 Report, revise, iterate
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Scorecards Don’'t Have to be Complicated

Communications . .
. . Intermediary Effects Business Impact
Activity

Not will Event Attendance Revenue
Attend Attend
$250 1
60%
.’ O O 75% of targets o o:\se $200 |
reached P $150 1
. . . rate $100 -
Invitations $50 -
S0 . . .
S e nt Eastern Central Western
User Conf User Conf User Conf
Example: Event ROI
Page 13
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Tell a Story

CL|ENT Monthly Scorecard

January 2014

Highlights

= Several news outlets and Tweeters posted news about Client's Exceed VA TurboX (ETX).

= Client's announcement to spearhead $100 million fund for enterprise apps received the most
Tweets (44, 27 tweets and 17 retweets) garnering 170,252 impressions.

= Positive coverage included a feature story on Deb Miller where she spoke favorably of the
company, in addition to news on Client's 2013 Partner Award Winners.

= Other coverage drivers included the acquisition of GXS, the company’s “Project Red Oxygen” and
new contract wins.

Activities Summary:

# Press Releases

# Briefings

# Special Projects

# Speaking Opportunities Submitted
# Speaking Opportunities Accepted

EXECUTIVE
SUMMARY

PLACEMENTS SENTIMENT SHARE OF VOICE
| Cororate linitiatives] Total m ot
3 < North America 5 0% W negative c titor 1
= Competitor
SE Europe neutral pet
) Competitor 2
g =l APAC 95% m positive % P
[= LatAm = Competitor 3
Total Competitor 4
Coverage
COVERAGE BY PILLAR KEY TOPICS SOCIAL
) ) * News: 172 mentions
@ Topic Mentions : + Blogs: 172 mentions
E-M info Exchange Knonledas Conter oo « Forum: 187 mentions
=2 Discovery e SAP R + Twitter: 354 mentions
23 CEM ' . + 5 @mentions
g BPM ntent management + 23 retweets
ECM . . » Facebook: 120 mentions
0 50 100 150

o)

) USATODAY

&
E & alNetBuilder fechdad revldE®

Real Help For Your Small Network

.
p2Bloghler The Boston Globe

KEY
SUCCESSES

Example: Corporate and Product Awareness

Page 14
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Highlight Trends

content dashboard: january 1 — january 31

overview
Visitors Page Views Bounce Rate Avg. Time on Page % of New Visits
0 . . o
100,166 118,607 1.59% 00:01:15 91.59%
(17% increase) (20% increase) (12% decrease) (8% increase) (-2% decrease)
content _
o Top Stories
Top Pages Visited
sy lviews lava Time loounce Rate.
oH Pain Tol t Are You? How Pain Tolerant Are You? Look At your Eye Color 33,476 00:08:41 0.13%
L:;\li Ai"$ou‘: eEra: Corlir ou What Is Sleep In Your Eyes? 19,033 00:22:40 1.03%
7% ¥ Surprising Personality Traits Revealed By Your Eye
Color 4,534 00:04:50 0.26%
5 :
What Is Sleep In Your Eyes? Seven Shocking Facts You Won't Believe About Your
Eyes 3,150 00:27:44 0.16%
.. . . Glasses Causing Sharp Pain Behind Your Ears? Here’s
Surprising Personality Traits What To Do 3,146 001147 0.13%
31% Revealed By Your Eye Color Dehydrated? How Not Drinking Enough Water Impacts
. Your Eyes 2,887 00:10:54 0.11%
® Seven Shocking Facts You Children And Technology: The Good, The Bad, The
Won't Believe About Your Eyes Ugly 2,565 00:13:40 0.18%
The Right Way To Clean Glasses 2,482 00:09:58 0.22%
Scratched Eye? Here’'s What To Dp 2,343 00:10:46 0.09%
Content Engagement Effects Of Not Wearing Glasses 1,780  00:11:39 0.12%
® Pageviews
i\_/_‘\/w
2,500
J Jan 8 Jan 15 Jan 22 Jan 29

Example: Content Optimization

Page 15
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Compare Data from Multiple Sources

INTEGRATED SCORECARD

Highlights and Observations
' Adveturg foca oe locs matia o ireeme

. 2ps 3zeC = imorzmc 3zt ramlormg

rcemct mctia inloaal ie canpage Srove Web tafic
W

]
3
0
0
b3

/Tw s camcagt: agsicl moma 1cmiea

Prough conlcnl shaneg platcem appecech

CHART 1: CPM v=. CPC

3,000,000 Zam Fer Ok $50.00
P~ - dirmereslo —
2300000 kR e Lehvendimoramicons $30.00
2000000
- 00
1300000
=}
1000000
00000
P $ @ £ < P
¥ PLERPE e f
e LA

CHART 2: CLICKS TO CLICK RYTES

2000 _— ks M- CxAae A
o
1,500 oo
3,000 QN
e

poen)
o
¢ oo

EARNED MEDIA

CHART 3: KEY ST9S

179 44 566815 279499123

TOP MEDIA OUTLETS

Source No. of Bodes Frorecuons
o " 85,947
ARt 13 3
0w Ty n astan
Y Moure ’ M4
WOCO-V 7 TS

CHART 4: DISCUSSION TRENDS

L SR

P sy
CormuinPaeis

O e Doeens

slNa Scdena

mAsay

I s s P on

OWNED MEDIA

CHART 5: WEB TRAFFAC

CaigueVikars Per Maowh ——Taxal MdtazPerMaonth

CHART 6: SOCIAL ENGAGEMENT

TSR] Fovowers  fTwests  impressions
Sciient A7z A 5 A 31577

n Fams Daily impressions

Interactions
Facebookcom/ A S22 A 138 v 371
Client

Example: Cross-Discipline Metrics Integration
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Show the Bigger Picture

cross-function metrics comparison

©

COMMUNICATIONS
TACTICS

media wins

8 of 10 in target
pubs

Profile in Forbes

awards

Wine Enthusiast:
Editor’s Choice

San Francisco Int'l
Wine Competition:
Double Gold

events

NYC Wine & Food
Festival:

On site engagement:
3,500

©

CONTENT OPTIMIZATION

social

100 Fans
10,000 UVPM * 4\ n 50 Engagements

Average 3 Pages 3 100 Fans
Viewed per visit 50 Engagement

2.00%
(-7% decrease)

00:01:14 :
(3% decrease) ‘L n 100 pins

m

Know your reds 44676 00:12:53
The importance of region 3,278  00:27:55 0.35%
Why tempature matters 3,240 00:09:25 0.26%

1. Napa
2. California

100 video views

3. regional distributors

o

IMPACTING THE
FUNNEL

Awareness:
20% brand awareness

* 3 point increase

Interest:
30% Increase in site traffic
20% gain in social following

1} v
Consideration:
50 new leads
15 distributor inquires
LY '
Intent:
NPS Score: 30%

N

20% increase
from Q1’14

Example: Cross-Channel Tracking/Funnel Impact
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E t' Knowledge Consideration Preference
Brand/ Product
Marketing

#
" - #
Public Relations ) )
Activity
#
# # # # #
# # # # #
Intermediary
Effect
# # # # #
# # # #
#
# # # #
#
# # # #
#




Classifications and sample metrics

This category focuses on
communications outputs. Metrics range
from general (employee and media
communications) to specific (campaign/
program) outreach.

* # Media Briefings
* # of content/assets created
e press releases
*  mailers
*  newsletters
* # of social posts created
*  Facebook
e Twitter
*  YouTube
. Pinterest
*  Other channels

e # of outreach/educational events

e #of agency communications

* # of outreach around key programs/
agendas

©WEBER SHANDWICK 2015 Al rights reserved

This category measures the direct
outcome of communications activities.
These metrics are set up to capture
quality of and likely impact of
communications activities on participant
opinions and behavior.

* # potential opportunities to see
*  #target audience opportunities to
see
*  # of Articles (result)
* % on message
*  %in target pubs
* % with competitive (de)positioning
* # web site visitors
* Timeonsite
*  Pages visited
* Time on page
* Top content
* Visitor engagement
*  #of social interactions
* f#fans/follower
* # requests for information

This category assesses the overall impact
on the bottom line. This includes direct
and indirect attribution metrics, often
measured through lead-in metrics
tracked as intermediary effects that
prompt the user to follow through to the
business impact. While not the sole
driver of the final action, these measures
can be tied back to communications
activities, and tracked to show correlated
impact on the bottom line.

* # new signups

* #new donations
* % change from previous period
* % change in dollar amount

e # new contributions/ increase in

contributions
* #leads generated
* # products sold
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THANK YOU!

Inga Starrett

Weber Shandwick Analytics
Inga.starrett@webershandwick.com
530.448.1890




