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PRACTICAL MEASUREMENT

“ Practical Measurement

” What is it?

” How to measure

“ A little philosophy

“ A few tools

“ Media relations points

” Questions 



WHAT IT IS NOT….

“ There is a ‘magic’ solution

“ It’s easy & straight forward

“ You can capture *everything*

“ Everyone will understand 
what is being measured, 
and what it means

Myths of communications measurement



SO WHAT IS MEASUREMENT IN 
COMMUNICATIONS?

” A defined perspective 
on your communications 

” Set of guiding principles 

” An overall approach / framework 
to measure the outcomes of activity

” Menu of tools and methods from 
which to choose (capabilities)

” Specific to the ‚client‛, the 
project, their environment etc.

” Evolves over time to account for:

“ Changing expectations/needs / wants

“ New technology/formats



AD EQUIVALENCY 
VALUE
An attempt to estimate the value of editorial /earned 
coverage by using a cost formula based in the costs of 
advertising in a given outlet

“ Problems? 

” Mistakenly viewed as a way to put an ‚objective 
number‛/ ROI for media relations

” Compares apples to oranges: Earned media is 
not the same as an ad

” Ignores the tone of coverage ” a negative or 
positive story rate equally

” Doesn’t account for social media , such as blogs 
or other online activity



BARCELONA PRINCIPLES
Global effort to develop consensus on effective communications measurement

1. Goal setting and measurement are fundamental to any PR program

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 quantity and quality 

5. Advertising Value Equivalents (AVEs) do not measure the value of PR and 

do not inform future activity

6. Social media can and should be measured

7. Transparency and replicability are paramount to sound measurement



STEPS TO MEASUREMENT

What are your 
objectives?

Who is your 
target 
audience?

Determine what 
metrics to track

Define 
technologies/ 
process

Start 
benchmarking/
& measuring

Analyze your 
results and 
reporting



ASK: WHAT ARE YOU MEASURING?
OUTPUT OR OUTCOME

“ News releases  . . . . . .

“ Media coverage . . . . . .

“ Tweets . . . . . .

“ Op-ed’s . . . . . .

“ Blog posts . . . . . .

“ Klout score . . . . . .

“ Media  attention for recent hire (profile)

“ Articles drive up orders for a new product 
(business results)

“ Tweets that drive new visitors to your 
website (drive traffic)

“ Government officials reference your op-ed 
(thought leadership)

“ You are sought out by journalists for 
comment (credibility)

“ CEO chosen as a speaker at a sector 
conference (influence)



ARE YOU MEASURING OUTPUTS?

“ News releases  . . . . . .

“ Media coverage . . . . . .

“ Tweets . . . . . .

“ Op-ed’s . . . . . .

“ Blog posts . . . . . .

“ Klout score . . . . . .

Easy to quantify …but 

“ Media  attention for recent hire (profile)

“ Articles drive up orders for a new product 
(business results)

“ Tweets that drive new visitors to your 
website (drive traffic)

“ Government officials reference your op-ed 
(thought leadership)

“ You are sought out by journalists for 
comment (credibility)

“ CEO chosen as a speaker at a sector 
conference (influence)

OUTPUT OR OUTCOME



ARE YOU MEASURING OUTCOMES?

“ News releases  . . . . . .

“ Media coverage . . . . . 
.

“ Tweets . . . . . .

“ Op-ed’s . . . . . .

“ Blog posts . . . . . .

“ Klout score . . . . . .

These are measuring quality/results

“ Media  attention for recent hire (profile)

“ Articles drive up orders for a new product 
(business results)

“ Tweets that drive new visitors to your 
website (drive traffic)

“ Government officials reference your op-ed 
(thought leadership)

“ You are sought out by journalists for 
comment (credibility)

“ CEO chosen as a speaker at a sector 
conference (influence)

OUTPUT OR OUTCOME



HOLISTIC MEASUREMENT

Web analytics  Social media Daily interactions,
online media                      & content analysis  ‚real world‛ activity

Websites/ 
online media

‚Offline‛Social 
networks

Engagement

Content

Engagement

Transactions

Measure what’s important and measure what’s relevant to you



SO, WHAT ARE YOU MEASURING FOR? 

Define your goals & objectives to select the “right” measurements for you

“ Impact/ share of voice

“ Influence or reach

“ Delivery of key messages/ 
thought leadership

“ Audience engagement

“ Justify resources ” staff or budgets

“ Quantifying and analyzing 
communications and media activity 
for the C-suite

“ Demonstrating value, 
tactical or strategic

“ Sales activity or
‚return on investment‛





This is the  process  of producing or disseminating 
your messages



These are the metrics reflecting how the messages are 
reaching your audience



ten

These are the metrics showing the results & 
outcomes of your outreach







TOOL TIME!
Practical tools (a few) and little more philosophy



MEASURING INFLUENCE
Influence is not reach!

“ Influence is the measure of what action , 
change in behaviour or opinion is the result 
of a given communication 

“ There is no ‚magic formula‛ ” influence is 
related to context

” Define who/what media /sites/bloggers 
are influential for your target audience 
and target them personally, and 
individually

“ Beware of Klout

” An influence/reach ‘tool’ ” but not the whole story
(only tracks specific tools online)

” Influential to some, but not necessarily for your target





MEASURING 
INFLUENCE
Excellent resources for building your own influencer list

“ Google  search

” Media mentions

” Commentators

“ Lexis Nexus Academic articles

” Academics

” Commentators

” Event speakers

“ Hubspot’s Grader services (www.grader.com)

“ Twitalyzer for Twitter analytics 
(http://twitalyzer.com)

“ FP Infomart for (some) media 
(www.fpinfomart.ca)









SENTIMENT 
ANALYSIS
Aims to determine the attitude/tone of a item of 
coverage

“ Quality measurement ” is the tone of the 
coverage/conversation negative, neutral or positive?

“ Automated sentiment analysis

” Consider automated sentiment analysis when 
dealing with a high quantity of coverage

” Significant margin of error 
(e.g. does not recognize sarcasm) 

” No automated sentiment ‚engine‛  is a substitute 
for a human being

(you)



TIPS FOR BLOGS
Measurement tools to consider

„ Traffic sources ” how are people finding you? 
Google or direct? Traffic to an external blog

„ What are the popular posts ‟ and why? 
Correlate your popular posts with activities/issues 
discussed 

„ Comments/shares of post s(activity) does the blog 
generate feedback? Interaction with readers?

„ Page views per visit Are the coming to your home 
page or checking out the site? 

„ Percent of new visitors -Are you retaining readers, 
or reaching new ones?



MEDIA RELATIONS 
MEASUREMENT
Clip counts, general impression numbers are important 
but should be qualified 

. . . .WITH . . . . 

“ Measurements of the quality of media 
attention, e.g.:

” Tone

” Credibility of the outlet/publication

” Relevance of the outlet/publication to 
your target audience

” Key message inclusion

” Spokesperson quote



Media Relations Rating Points system

“ Canadian standard for evaluating and reporting editorial media coverage

” subscription based

” # are accredited through external companies

” Allows you to analyze and score media coverage to determine the value of a media 
campaign

” Select specific quality ratings for media coverage

” Media stories must be inputted manually

” Includes ‚traditional‛ media and online websites

” Can submit outlet/website/publication if they do not appear

website: www.mrpdata.com

http://www.mrpdata.com/






EXTRA RESOURCES
A couple of places to start:

“ Kathy Paine’s Measurement blog: 

http://kdpaine.blogs.com/

“ AMEC Valid Metrics Framework

http://ameceuropeansummit.org/amecorgdocs/Valid
MetricsFramework7June2011PrintVersion.pdf

“ Dictionary of Public Relations Measurement and 
Research by Don Stacks

available for free through the Institute for Public Relations 
at the link: 

http://www.instituteforpr.org/research_single/
dictionary_public_relations/

“ Barcelona Principles 

http://www.amecorg.com/images/public/barcelonapri
nciplesforprmeasurementslidesfinal_22july2010.ppt



H&K PULSE
If you found this presentation interesting, subscribe to H&K Pulse to be kept up to 
speed on the latest news and trends in the communications industry.

http://www.hillandknowlton.ca/ and click on ‚Pulse‛

http://www.hillandknowlton.ca/
http://www.hillandknowlton.ca/

