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• What business problem are we trying to solve? 

• What are we really trying to measure (attitudes vs. behaviors vs. transactions)? 

• How does the frequency of my data match my customer’s needs/expectations? 

• What’s the cost of the “right data” vs. the cost of the actual dashboard? 

 

 

 

 

 

 

 

Before You Build, Think 



3 

Some Common PR Business Goals 

AWARENESS 

Raise awareness of brand/product 
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Some Common PR Business Goals 

ENGAGEMENT 

Foster brand engagement 
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Some Common PR Business Goals 

ADVOCACY 

Promote advocacy 
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Some Common PR Business Goals 

SYNDICATION 

Solicit sharing 
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Some Common PR Business Goals 

ACTION 

Fuel purchase intent 
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Some Common PR Business Goals 

FAVORABLE RECOGNITION 

Solicit favorable response 
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Holistic measurement shows how to deliver optimal performing tactics and long-term 

impact. Business Results and Outcomes can be KPIs, Outputs are just metrics. 

WHAT THEY  
 

MEASURE 
QUESTIONS  

 
ANSWERED 

BUSINESS 

RESULTS 
• Sales 

• Registrations 

• Leads 

The most “bottom of the 

funnel” metrics closely 

aligned with changes in 

business performance. 

Required to measure ROI. 

• How did our business 

grow? 

• How did our 

communications work 

impact the business? 

• Which strategies and 

tactics drove the most 

value? 

Bucket Your Metrics Properly 
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Holistic measurement shows how to deliver optimal performing tactics and long-term 

impact. Business Results and Outcomes can be KPIs, Outputs are just metrics. 

WHAT THEY  
 

MEASURE 
QUESTIONS  

 
ANSWERED 

OUTCOMES 
• Awareness 

• Perception 

• Intent 

Changes in our target 

audience’s perceptions of 

our brand, product or 

industry as a result of our 

communications programs. 

• What does our audience 

think about us today? 

• How have we changed the 

way our audience thinks 

about our brand? 

• Which of our audiences 

did we most effectively 

reach? 

Bucket Your Metrics Properly 
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Holistic measurement shows how to deliver optimal performing tactics and long-term 

impact. Business Results and Outcomes can be KPIs, Outputs are just metrics. 

WHAT THEY  
 

MEASURE 
QUESTIONS  

 
ANSWERED 

OUTPUTS 
• Impressions 

• Sentiment 

• SOV 

• Message  

     Pull-Through 

• Engagement 

Measurement of the 

activity that 

communications 

generates such as press 

releases, owned 

channels, events, etc. as 

well as the relevant 

media coverage and 

social conversation from 

them. 

• What are people saying 

about us today? 

• Which tactics are working? 

Which ones aren’t? 

• Are our key messages 

being pulled through in 

media? 

Bucket Your Metrics Properly 
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GOALS OUTCOMES/KPIs TACTICS OUTPUT METRICS 

AWARENESS 

Build brand 

awareness among 

target audience 

Audience 

aided/unaided 

awareness of brand 

• Ongoing 

media 

outreach 

• # of placements 

• Reach of 

placements 

PERCEPTION 

Increase consumer 

perception of brand 

aligning with priority 

messages 

Audience agreement 

with brand message 

statements 

 

• Ongoing 

media 

outreach 

• Influencers  

• Reach of 

placements w/ 

messaging 

• Reach of influencer-

driven media w/ 

messaging 

BUSINESS 

RESULTS 

Increase trials and 

sales 

 

Sales volume & 

revenue 

 

• Digital 

coupon 

• Contest  

• Coupon download/ 

    redemption 

• Entries 

Business Results and Outcomes KPIs are captured through Audience survey data or Internal data while 

tactical Output metrics are refreshed through integrated dashboards or reporting. 

Use The Right Tool For The Right Job 
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Follow a Clear Process 

Collect.  

A custom suite  

of data sources  

collect the entire 

conversation in all 

media. 
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Follow a Clear Process 

Process.  

A combination of 

machine-learning and 

human coding 

algorithms process 

data for sentiment and 

conversation analysis. 
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Analyze.  

We analyze the entire 

conversation to uncover 

key business drivers, 

opportunities, and 

potential pitfalls to 

avoid. 

Follow a Clear Process 
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Follow a Clear Process 

Report.  

Dashboards and custom 

reporting solutions 

report results for a clear 

picture of data.  
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BUILDING A DASHBOARD SYSTEM 

How will the 

brand use this 

information? 

ANSWER THESE QUESTIONS: 

Who will be 

receiving this 

information? 

What are the 3 

to 5 clear 

metrics tied to 

strategy? 

How 

can/will this 

report 

evolve? 

BUSINESS CONSIDERATIONS:  

 Context over time  

 Context across brands/category 

 Divergent needs: Listening & 

Measurement 

 Data sources and bias 

 Frequency/depth 

 How to integrate within business 

process, i.e. marketing decision-

making, and mindset 
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Daily: 

Media flow, news synopses, topline opinions 

Weekly: 

KPI tracking, red flags, tactical decisions, 

editorial planning, traffic/sales impact 

Monthly: 

KPI trends and insights, strategy evaluation, 

program optimization, problem resolution  

Hourly: 

Competitive alerts and crisis management 

Quarterly: 

KPI executive reviews, strategy shifts, 

problem escalation, cross-discipline impact 

Annual: 

Business and comms planning, long-range 

strategy, KPI assessment and goal setting 

REPORTING TIME CYCLES: ANALYTICS 
 DECISIONS 

CONSIDER TIMING AND EVOLUTION 
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A GREAT DASHBOARD (WEEKLY) 
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A GREAT DASHBOARD (WEEKLY) 
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Incorporate Mixed Metrics Into a Single 

Dashboard (Monthly) 
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TRADITIONAL 

SOCIAL 

Product: boots 

Key message: style 

Sentiment: positive 

Contains image 

Sentiment: negative 

Product: heels 

Key message: style 

Contains image 
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Event Coverage Dashboard 
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Event Coverage Dashboard 

23 
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Advertising Measurement Dashboard 
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Sentiment/Key Message Dashboard 
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Sentiment/Key Message Dashboard 

26 
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Observations and Lessons Learned 

• Don’t report what you don’t influence 

• Don’t hide bad data – it’s a learning 

opportunity 

• Watch the shift from research as 

measurement to research as content 

• Listen and measure 

• Dashboards aren't infographics 
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Contact Us 

JANA THOMAS, MPA 

Executive Vice President 

Strategic Planning, Analytics and Research 

Health and Social Impact 

D +1  404 995 4506 

jana.thomas@porternovelli.com 

JUSTIN GREEVES 

Senior Vice President 

Research 

D +1  202.973.5895 

Justin.greeves@porternovelli.com 

 


