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Measurement is not new

“The main reason to measure objectives is not so much to reward or punish
individual communications manager for success or failure as it is to learn from the

research whether a program should be continued as is, revised, or dropped in favor of
another approach ”

James E. Grunig, Professor Emeritus, University of Maryland

“If we can put a man in orbit, why can’t we determine the effectiveness of our
communications? The reason is simple and perhaps, therefore, a little old-fashioned:
people, human beings with a wide range of choice. Unpredictable, cantankerous,
capricious, motivated by innumerable conflicting interests, and conflicting desires.”

Ralph Delahaye Paing Publisher, Forfune Magazine,
1960 speech to the Ad Clvh of St. Louis
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10 Signs that it’s the end of the world as we know it ﬂ%
A\

1. BMCSoftware measures its Corporate Communications Dept. on contributions to EPS

2. 1 person --Dave Carroll (United Breaks Guitars) cost United $180M—the cost of
more than 51,000 replacement guitars.

3. The CEO of a hospital won a union battle via blogging.

4. Sodexo cut $300K out of its recruitment budget using Twitter

5. HSUS generated $650,000 in new donations from an on-line photo contest on Flickr

6. A company in Utah used Social Media to reconnect ex-employees and tap into their

expertise, thereby increasing efficiency and lowering response time.
7. State Farm got its CEQ to blog & measurably increased job satisfaction
8. P&Gincreased sales 16% thanks to the Old Spice social media campaign

9. Using Twitter a NH entrepreneur won a nationwide distribution contract and | sold a
house

10. By using social media to identify confusion & then using social media to leverage it,
an insurance company increased the number of requests for quotes by 90%
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http://www.youtube.com/watch?v=5YGc4zOqozo

What's changed?

@Sociu media
@Sociu media
@Sociu media
@The financial meltdown

@Computer technology
& business analytics

Au’romu’red senfiment
Digi’rul media
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Don’t believe what you hear

: : : AUl Ab h
544 % of junk mail goes to landfills unopened and a Sunk Mait o
response rate of less than .25% is now acceptable 166,660,600,000

%M 0n average less than 1 % of all emails is actually opened ~ —
by a human being and acted upon.

30 80
(BILLION PIECES OF MAIL)

ﬂ 44 PERCEN‘
A 3% open rate for digital ads is considered ex’rruordmury RS =

ﬂP&G found that PR delivered a 275% ROI-- 8x the value of F:;;?;fof% i

xxxxxxxx

$550 MILLION

TV.and 4 x trade ads & saronmimR
IBM sold more with a $500 podcast than a $40,000 ad i-g%gs-mo'gw 25000000856
campaign e Ju*;%;-;gé%:"*;

.mmf%{gﬁ

% JWeb analytics are inherently flawed because they don’t
consider the right variables. R R e

ALMOST
50 PERCENT

FTLLS IS
S PAPER AND F O WASTE.

&4 That's what mail is. Without bills,
undlunkn'ﬂ“. there is no mail. 7y
EEEEEEEEEEEEE
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Social Media Disrupts the Marketplace

Internal Comms ~ CRM Mktg/Ads/P0OS
/DM

Disgruntled former employees
Customer complaints
Activist boycotts
Competitors agenda
Negative experiences
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It's not just about marketing anymore

Customer Marketing &
Service Sales
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A measurement timeline

Social
Media

U ¢

¥
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The New Engagement Decision Tree

Awareness Consideration Preference Trial Purchase

Observe/ : ] Purchase/Act
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Social Media renders everything you know about

measurement obsolete

The definition of timely has
_changed

% WThe definition of reach has changed
ores & Iltnpressmns.ure nhpossm.le fo ?\ -
count (an irrelevant) in social media E i) |

The definition of success has

0ld School " d 21° Century Role
Communications thange

The answer isn’t how many you’ve
reached, but how those you've
reached have responded
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Why the Barcelona Principles?

@The communications landscape is changing rapidly

@ A lack of clear standards and approaches to PR measurement results in the

profession not always being taken seriously; it doesn’t count unless you can
count it

AVEs, random use of multipliers, and other silly metrics and practices
__diminish the integrity of the profession and the market size

 )As o profession, we spend more time arguing amongst ourselves rather
_than building the field

% AWe are at a moment in time to make difference, and alter the path we are

on, taking advantage of the opportunity to “own” the new communications
environment
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The Barcelona Prinicples

1.
2.

Importance of Goal Setting and Measurement

Measuring the Effect on Qutcomes is Preferred to Measuring
OQutputs

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

Media Measurement Requires Quantity and Quality
AVEs are not the Value of Public Relations

Social Media Can and Should be Measured

Transparency and Replicability are Paramount to Sound
Measurement
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New School Metrics

® hInfluence = The power or ability fo affect
someone’s actions.
@Engugemeni: Some action beyond zero
® liAdvocacy = engagement driven by an
-agenda
% MSentiment = contextual expression of
_-opinion — regardless of tone
ROI: Return on Investment — no more no
less. End of discussion

Lower recruitment costs compared to adv.

Higher retention rate

Higher productivity
Greu’rer efficiency

P . 2
[ ' W&

'Iili ':‘l' E-"l-'. ”""'
RO | h=a
e &

&

"Bigen ONTHeSe ROL, CALCULATIONS You'ye PFWHDED,

TAVIG, TD 9AY Yes, You (AN 60 TOTHE: BATHRooM,

— — e
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The Phases of Engagement

Retweets,
Repeat Visitors, kepeat Registration, :
: Comments. " Trial,
Twitter R Positive Purch
EPOSTS, . urcnase
followers, Shares. Use sentiment, v
Comments ! NPS vocacy
of hashtags,
@message
0 ] 1.5 2 2.5 3 4.5 5
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6 Steps to the perfect measurement system

Define the “R™ in your ROI
Define the audience

Establish benchmarks

Define your Kick Butt Index
ick a tool

.O\.Lh-hCAJI\D—'

Figure out what it means,
change and measure again
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Step I: Set clear measureable objectives

@Whu’r problem do you need to solve

@Don’i do it if it doesn’t add value

@You can’t manage what you can’t measure, set measureable
goals
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Step 1: Define the “R”

%) What return is expected?
Define in terms of the business or mission

Revenue generated or saved.

1 What problems are you trying to solve?

20 If you are celebrating complete 100% success a year from
now, what is different about the organization?

KDPaine & Partners 1




Measurable Goals for Marketing Today

1. Marketing/leads/sales/
2. Mission/safety/civic engagement
3. Relationship/reputation/positioning

To fix this Or get to this

b

» Ay
| Ju, \
- i’%’ ii’#
</ " At \
p |
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Goals drive metrics, metrics drive results

Reputation/

GO UI Relationships

Get the word out

Engagement Index

Relationship scores
% hearing

Cost per customer
acquisition

Recommendations

Me'l'”(:s " believing Web analytics
Positioning Sl ek
% acting
Marketing Mix Modeling
Engagement

KDPaine & Partners 19




Step 2: Check in with your stakeholders

% %Should you blog or Twitter? y’
Don”r ask me, ask your customers ~
@th’s important to them?

> >
@ere do they go for information? -\\\ I
@Wmt do you want them to know?

@Conned your effort to the outcome
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Step 3: Establish benchmarks

@A peer group
@(ontrol groups vs other departments

@Over time
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Share of exposure by college

2009 Share of Exposure
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Stanford dominates fundraising/alumni discussions

Students

Research news

Rankings

2008

Fund raising/Donations

Legal news .
\

Faculty/Staft news

Expert commentary

|
Alumnitopics .
|

Share of Subjects

B California Institute of Technology
B Carnegie Mellon
Massachusetts Institute of
Technology

B Stanford University

® University of California, Berkeley

KDPaine & Partners



(-M lags in favorable positioning

Positioning on Key Issues

Socialresponsibility i
Leadership - policy, best practices

B California Institute of Technology

Leadership - innovation/advancedresearch B Carmegie Mellon

Massachusetts Institute of

Technology

Leadership - educational quality m St ford Thiversin
WLC J g » v

® University of California, Berkeley

Employer of choice

-

0% 20% 40% 60% 80% 100%

Awards/recognition of excellence
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Key Message penetration by segment

27%
Contains aMessage WAZ
 20%

Does not Contain a Message

0% 20% 40% 60% 80% 100%

¥ Consumer ™ Education ' Non Profit

KDPaine & Partners 25




Step 5: Define your Key Performance Indicators (KPIs)

% WYou become what you measure, so pick your KPI carefully
& Vou decide what's important
& Benchmark against peers and/or competitors

% AThe Perfect KPI:
Ge’rs you where you want to go (achieves corporate goals)

Is actionable

(on’rinuously iImproves your processes
| s there when you need it

WKPIs should be developed for:
Progrums
OveruII objectives
Differen’r tactics

KDPaine & Partners 26




Typical KPls

Ou’rcomes/Behuvior
% decline in churn

% increase in marketing efficiency
% increase in engagement

| % increase in productivity

Ou’r’rukes/Percep’rions
&o they recommend?
Do they believe?
Hus the relationship changed?
Outcomes/Ac’rivi’ries
Do they see it/read it/participate

KDPaine & Partners



Cost saving KPls

=1 Cost savings

& % decrease in cost per click thru, downloads,
engagement vs. other marketing channels

% decrease in cost per message communicated vs.
other channels

% decrease in cost per customer acquisition
Shorten the sales cycle

Increased lifetime value of engagement
Reduced legal costs
Increased efficiencies

KDPaine & Partners




Typical coding methodology
Tonuli’ry

> Positive
> Negative
> Neutral

> Balanced

@Whu’r messages were communicated

@How you're positioned on key issues
@Dominunce/Prominence/Visibili’ry
&Authority/lnfluence of author

@Subied of the article/posting

@Who was quoted?

@Produds, events, initiatives, battles mentioned
@The Kick Butt Index

KDPaine & Partners




Why an Optimal Content Score?

@You decide what’s important:

@Benchmurk against peers and/or competitors
@Truck activities against 0CS over time

% WPositive: Neguiive
Meniions of the brand Omiiied
Key messages Neguiive tone
Positioning No key message
Vvisibility

KDPaine & Partners



How to calculate your KBI
-5 |

Quality score +10 (o) -10

Score Score Score
Tonality Positive 3 Neutral O Negative -3
Positions the
competition favorably or
positions Sargento
Positioning Contains 2 Doesn't contain O negatively -2
Does not contain or
miscommunicates key

Messaging Contains 3 partially contains 0O message (heg mess) -1
Quotes Contains 1 Does not contain -1
Competitive Does not mention Competition mentioned

mention Competition 1 prominently -3

Visibility Score

+10 o -10
Score Score Score
Contains competitive

Brand Photo Contains 3 Doesn't contain O photo -5
Dominance Focal point 3 Not a focal point -1
Visibility Headline mention 2 Top -20 % of story O Minor mention -2
Target
publication Top Tier 2 2nd tier O Not on target list -2
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Charting KBl over time between divisions

Kick Butt Score Relative to other LOBs

The Percent Difference Between Each Business Unit's Average KBI and the
KBI for each Business Unit

500%

400% Patriot (Korea) [

300%
£ st ASAT, Patriot SAS
3 DS
= 200% - for F-15, MALD,
S Glory APS and VIIRS vs. 1S

APG-63 (v3)
—

competitors' EPX

N\

L] —ws
\

RISS, GBS

100% +——

0% - A B - I a~li
oo APG-79, APG63 (Vs dors ERGM cancellation ’_7 O o |
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul
2007 2008
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Trend against competition with KBI

KBI by Company

Emm Client

=== Company B
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== Company E
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|
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Step 3: Selecting a measurement tool

Objective

KPI

Tool

More efficient customer acquisition

% decrease in cost per customer
acquisition
% increase in leads vs. activity

Web Analytics + (RM

Reduction in churn

% renewal rate by activity
% repeat traffic

Web Analytics + (RM

Engage marketplace

Conversation index greater than .8
Rankings
% increase in engagement

Web analytics or Content Analysis:
TypePad, Technorati

Omniture, Google Analytics

Communicate messages

% of articles containing key
messages

Total opportunities to see key
messages

Cost per opportunity to see key
messages

Media content analysis —

KDPaine & Partners 34



Step 3: Pick a measurement tool
Content analysis: Do they sound engaged? B

O Listening tools for places you can’t control
@ Evaluation tools for places you can control. W

Survey research: Are they aware? Do they
feel engaged?

Web analytics: Do they act?

KDPaine & Partners




1. Do they sound like they’re engaged? Measurement of places over
which you have no control

@ M Content sources:

S Google News/Google Blogs, RSS feeds, Technorati, Social Mention, Tweetdeck,
Radian 6, Sysomos, Alterian, Visible Technologies, Scout Labs, Cyberalert,
CustomScoop, e-Watch, Crimson Hexagon, Boardreader

)1 A way to analyze that content
SAS SMA, Cymfony, Humans

Census vs. random sample

Sentiment vs. Topics

SO

The 80/20 rule — Measure what matters because 20% of the content influe
80% of the decisions

KDPaine & Partners 36




Simple text analytics

Bank
TD Bark - - X
6044 :6.6% investors time billion home profit market post
roge group street loss percent american report
Citizens Bank
14288 :15.7% money new reporis san morgan loan share
bank big good business york record america
stanley financial hanks francisco
fargo
company loans foreclosure wednesday wel IS
Wells Fargo ] )
0851 : 77 6% companies reported news income foreclosures
guarter credit bad higher earnings mortgage
people
i Banks - (Total # of posts: 1616) - X 3? Banks - (Total # of posts: 1321) - X
60 50
50 40
£ £
S 40 =
© g 30
o 30 o,
- T
g 5%
% 20 "
P N 10 N
10 5 1 1 bn 'I
\ \ / \/ r«./\ N At
~ N \./ \\..-- 0 S\ e L‘/’\J <

Sep 19 (11:00 PM) Sep 26 (11:00 PM) Oct 3 (11:00 PM) Oct 10 (11:00 PM) Oct17 (11:00 P)
I awul sucks l hate

Sep 19 {11:00 PM) Sep 28 (11:00 PM) Oct 3(11:00 PM) Oct10 {11:00 PM) Oct17 {11:00 PM)

l wells fargo sucks l td bank sucks citizens bank sucks
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Options™" | Search™ 1 Log Off SAS Credit'user " Help+
SAS Social Media Analytics gsas

Media Portal ERURGIRTIGHEIEE Media over Time | Influence & Topics | Activity by Source = Phrase Cloud | Web Analytics | Customer Care

Mentions by Source @ x| .

Mentions by Source

APR2009 APR2010
Mentions

2,500 Forecasted
2,000
1,500
1,000

500 c’ ] [p_]

. B | e i

Blog Discussion Forum Micro-blog Blog Discussion Forum Micro-blog
Source Type

2,800
1,400

0

JUL2008 JANZ009 JUL2009 JANZO10 JUL2010 JANZ011

date
- e @ )
Dashboard: | Forecast ~| &
e e e e [ ST L ocalintranet (100
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Measurement of places you control

Location Metric

@Your own blogs Ratio of comments to posts
@Your own Facebook pages Length of threads, % of favorites
@Your own Tweets ReTweets

@Your own YouTube Channel [&%Rating/Comments

KDPaine & Partners




Tool #2: Relationship Measurement

Surveys
Relu’rionship SUrveys
Ne’r Promoter

Lis’rening tools

KDPaine & Partners




Aspects of relationships

@ Control mutuality

@ Trust

@ Satisfaction

@ Commitment

@ Exchange relationship
@ Communal relationship

KDPaine & Partners 4




Components of a Relationship Index

Control mutuality

® In dealing with people like me, this organization has a tendency to throw its weight around. (Reversed)
® This organization really listens to what people like me have to say.
Trust
® This organization can be relied on to keep its promises.
©® This organization has the ability to accomplish what it says it will do.
Satisfaction
® Generally speaking, | am pleased with the relationship this organization has established with people like me.
© Most people enjoy dealing with this organization.
Commitment
® There is a long-lasting bond between this organization and people like me.
® C(ompared to other organizations, | value my relationship with this organization more
Exchange relationship

® Even though people like me have had a relationship with this organization for a long time; it still expects
something in return whenever it offers us a favor.

® This organization will compromise with people like me when it knows that it will gain something.
® This organization takes care of people who are likely to reward the organization.
=1 Communal relationship
© This organization is very concerned about the welfare of people like me.
® | think that this organization succeeds by stepping on other people. (Reversed)
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Tools to measure if they act

ﬂ(oupons Mg&&(&
ﬂGoogle Analytics

ﬂﬂmnlture
ﬂWeb Trends

— mr’fn Conmres r.d' e hu hua'.prm
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Step 6: Analysis - -Research without insight is just trivia

@Look for failures first
@(heck to see what the competition is doing
@Then look for exceptional success

@(ompure to last month, last quarter, 13-month
average

@Figure out what worked and what didn’t work

@Move resources from what isn’t working to what is

KDPaine & Partners 4




Actionable Conclusions

Transforming Data into Actionable _Insights ASk for money

Get Commitment

88 Manage Timing

Influence decisions

Get Outside help
Actionable

Data me=p- | Information > WUHLTIE j Just Sﬂy No

Image courtesy of www.powerpointninja.com KDPaine & Partners 45
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Moving conversation from observation to support

% of Coverage

53.54% I Expressing supgort 1.06% O Offering an opinion 075 I Making a joke
4.37% H Distributing media 1% [ Disclasing personal infarmation  .11% T Recruiting people
2.54%, B Rallying suppaort 2.05% H Advertising someathing 4%, Il Expressing criticism
22.53% [ Making an observation  .49% 1 Making a suggestion D45 I Putting cut a wanted ad
1.73% HE Asking a question .35% O Answering a guestion D43, B Expressing surprise
. , [ Giving a shaut-out 8% B Calling for action D45, I Expressing agreement
1oe%e e — —_— |
50% —
e 9.29%
90% 1 8.74%
12.78%
0% 58,93
TO% ~
G0%:
S0%: +
50%
A0%: 1
30%:
20%: +
10%E +
X T
i & & & & & & & & &
p&- N pr 2P o aF o . o e of
a3 & o ) =3 & 2y '- & Py
< & at & & S Sl & o &
Time
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Media Engagement & Online Giving

$50,000
$45,000
$40,000
$35,000
$30,000
$25,000
$20,000
$15,000
$10,000

$5,000

s-

Online Revenue

~&—Dollars

| | | | | I | | | | | | | | | | | | | | | | | I I |

5/15 5/17 5/19 5/21 5/23 5/25 5/27 5/29 5/31 6/2 6/4 6/6 6/8 6/10 6/12 6/14 6/16 6/18



Thunk Youl

& For more information on measurement, read my
blog: http://kdpaine.blogs.com or subscribe to The
Measurement Standard:

www.’rhemeusuremen’rs’rundurd.com

% WFor o copy of this presentation go to:
http://www.kdpaine.com

ﬂFollow me on Twitter: KDPaine
ﬂFrlend me on Facebook: Katie Paine
@Or call me at 1-603-682-0735

KDPaine & Partners



http://kdpaine.blogs.com/
http://www.themeasurementstandard.com/
http://www.kdpaine.com/

