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Fear Factor Metrics: the Metrics Communicators Fear Most

Two categories of metrics cause o B g e
communicators fear: L e

1. The metrics by which their
performance is judged

2. The metrics that go beyond a

straightforward accounting of their media - & |
coverage - |
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Fear Factor Metrics: Metrics Used to Judge Performance

The metrics most used to judge the
performance of communicators include:

Favorability Breakout

« Sentiment / Favorability Metrics | | | | |

Sprint

 Volume and Share of Voice Metrics

° Key Toplcs Metrlcs Verizon Wireless

« Key Message Metrics

AT&T

« Performance in Key Media

T-Mobile
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Fear Factor Metrics: An Indirect Assessment of Performance

While important, such metrics provide only an indirect assessment of
the communications team’s performance

That's because many factors beyond communicators’ control or influence
play significant roles in an organization’s media performance;

» Quality of Products or Services

» Customer Service

» Strategic Direction of the Organization
» Decisions from Senior Management

#powerofPR @Carma



Fear Factor Metrics: The Impact of Crises

The biggest hindrance to any
organization’s media performance is
when a crisis erupts.

» Media attention spikes

Favorability Trend

» Negativity surges

» A host of critics emerge [\

» Social media explodes / \\
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Fear Factor Metrics: Most Crises are Heaped upon the
Communications Team, Not Caused by the Communications Team

MISSOURI

What caused the crisis last week at the University of Missouri? Not the
communications team . . .

#powerofPR @Carma



Fear Factor Metrics: Most Crises are Heaped upon the
Communications Team, Not Caused by the Communications Team

DAILY AND WEEKLY FANTASY SPORTS LEAGUES

Did the communications teams cause the crises this fall at FanDuel and
DraftKings? Or were the causes factors beyond the communications teams
control?
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Fear Factor Metrics: When Communicators are Most Needed

v' Crises are when the communications team is most needed

v' Crises are when communicators often serve the
organization best
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Fear Factor Metrics: What Happens to Performance Metrics
Amid a Crisis?
Just when the communications team is most valuable, what
happens with the organization’s media performance metrics?

Favorability Breakout Message Penetration
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Fear Factor Metrics: How To Approach these Feared
Performance Metrics

Educate your senior management about
the fundamental purposes of media
measurement:

v' measure and assess the quality
of your media attention

v' use those findings to improve and
refine your communications
strategies and tactics

#powerofPR @Carma



Fear Factor Metrics: How To Approach these Feared
Performance Metrics

Work with your measurement provider to
use normative and historical data that can
provide context:

v' Don’t look at coverage in a vacuum
v" Include peer organizations
v Seek out other normative data from

your measurement provider HISTORICAL = ——
v' Ensure that your historical data is DATA ik
utilized Y L e
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Fear Factor Metrics: How To Approach these Feared
Performance Metrics

Foster a long-standing relationship with a measurement
provider to build up your historical data

v Best source of normative data is your own past
performance

v' Methodological consistency

These suggestions will help you present your results in : :
. ) \

better context, enabling you to better convey to senior CONTEXT

management the true nature of your performance MATTERS

#powerofPR @Carma



Fear Factor Metrics: Beyond Stralghtforward Metrlcs

One consequence of trying to dig deeper into your media
coverage and answer more complicated questions is
that the ensuing metrics become less straightforward.

It is easy to understand volume or audience reach
metrics, but things grow complex when you move to

impact metrics and to correlating outputs to outcomes.
Metric Correlated to Favorability Rating Previous Month Previous 2 Menths Previous 3 Months Previous 4 Months Average Correlation
Brandindex Attention 0378 0949 0838 0.733 0.725
Brandindex Buzz 0.355 foso1 0725 0.668 0.662
Brandindex Recommend 0.249 0.740 0.628 0.461 0.520
Brandindex Purchase Intent 0.358 0.676 0.556 0.485 0.519
Brandindex WOM Exposure 0.157 0.376 0.362 0.330 0.306
Brandindex Index 0.009 0.522 0.414 0.151 0.274
Brandindex Value -0.138 0.154 0.416 0.249 0.170
Brandindex Reputation 0.002 0.408 0.220 0.004 0.157
Brandindex Impression -0.214 0.439 0.211 -0.026 0.103
Brandindex Awareness 0.215 0.172 0.200 -0.418 -0.165
Average Correlation 0.094 0.534 0.417 0.263
#powerofPR @Carma




Fear Factor Metrics: Beyond Straightforward Metrics
Advance metrics and the scales they use are not always intuitive. Rather, they
require effort to understand them.

Easy to Understand Intuitively

Number of Tweets
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Fear Factor Metrics: Beyond Straightforward Metrics

Not Easy to Understand Intuitively

McDonald's Media 1Q Score
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Fear Factor Metrics: How To Approach Advanced Metrlcs

First, do not be intimidated. Jump in and
educate yourself about the metric:

v Learn what key question about
your media performance the
metric is designed to answer

v Learn what factors are included in
the metric

v' Learn the scale used in the metric

v If all else fails, reach out to a
measurement expert for further
explanation
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Fear Factor Metrics: Do Impressions Have Meaning?
How many people consume your media attention is immensely important:

» your depiction in the media affects the thoughts and actions of those who
consumed that media attention

The better coverage your organization receives and the more people who
actually consume that coverage, the better your outcomes will be.

The worse coverage your organization receives and the more people who
actually consume that coverage, the worse your outcomes will be.
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Fear Factor Metrics: Do Impressions Have Meaning?

But in the context of thinking about impressions, what were the key words
of those pronouncements | just made?

#powerofPR @Carma



Fear Factor Metrics: Do Impressions Have Meaning?

But in the context of thinking about impressions, what were the key words
of those pronouncements | just made?

The better coverage your organization receives and the more people
who actually consume that coverage, the better your outcomes will be.

The worse coverage your organization receives and the more people
who actually consume that coverage, the worse your outcomes will be.
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Fear Factor Metrics: The UVM Problem

Unique Visitors per Month (UVM) pose a significant issue:

« Astory on a news website typically is readily available
for a day

« UVM counts the site’s traffic the whole month

* |tis tremendously misleading to count traffic that
occurred when the story wasn'’t easily accessible

What to do about UVMs?
1. Use Average Visitors per Day (AVD) metrics

2. |fAVDs aren’t available, adjust UVM data by dividing
by 30 to give an approximate daily average

#powerofPR @Carma



Fear Factor Metrics: The Impression Problems Caused by
Reprinted Press Releases

Many web monitoring tools include press releases
appearing on sites like Yahoo Finance in impressions
metrics.

YAHOO!

But, how many people actually consume these press FINANCE
releases?

This got me thinking: How easily can | find and read
press releases on Yahoo Finance?

» If it's easy for me to find and read the press releases,
maybe more people than | imagine consume them

» Ifit's hard for me to find and read the press releases,
probably only a few people consume them

#powerofPR @Carma



Fear Factor Metrics: The Impression Problems Caused by
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Fear Factor Metrics: The Impression Problems Caused by
Reprinted Press Releases
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Reprinted Press Releases
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Fear Factor Metrics: The Impression Problems Caused by
Reprinted Press Releases
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Fear Factor Metrics: The Impression Problems Caused by
Reprinted Press Releases

Business Wire Press Releases Found
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Fear Factor Metrics: Conclusions about Online Impressions

1. Be skeptical about your online impressions
data, especially if UVMs were used

2. Utilize Average Visitors per Day or, if not
available, adjust your UVM figures

3. Remove press releases that were picked up
online from your impressions results
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Fear Factor Metrics: How to Know if You’re Measuring Too
Much or Too Little

1. If you are overwhelmed by your results,
then you are measuring too much.

2. If you have too little information about 100
key elements of your media o
performance, then you are not
measuring enough.

3. Ifyou are tracking many similar or
overlapping topics and messages, then
you are measuring too much.
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Fear Factor Metrics: How to Find the Right Balance

|dentify the organizational objectives and
goals that your team is supporting. Measurable

- Achievable

Outline the strategies and tactics that you
have implemented to achieve those
organizational goals and objectives.

Develop the measurement parameters that will
enable you to track your media performance
relative to your strategies and tactics.

Focus your program on your part of the
organization; avoid having an omnibus
measurement program for the whole
organization.
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Fear Factor Metrics: Key Takeaways

v Educate your senior management about your media measurement
program

v Put your results in context

v' Take the time to learn about your advanced metrics and solicit help as
needed

v' Impressions matter, but avoid UVMs and measuring republished press
releases

v" Focus your media measurement program on work done in support of
your organization’s overall objectives and goals
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For guestions or comments, please contact:

Chris Scully
@Carma
(202) 370-1943 chris.scully@carma.com



