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Some Initial reflections
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, Methods of checking and verification
are diverse,

sometimes perverse,
sometimes burdensome,
and always costly.”

Michael Power: The Audit Society. Rituals of Verification, Oxford 1997



We are constantly measuring exactly...
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...but not iIn communications. Why?
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Historic perspective
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I/Bil'l'iErS to measurement - non measurers

e

Cost -
Expertizse -

Cruestion the value -

Time to do research -
Lincertainty of what one might find -

Cther 4 . f,f’
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Major barriers . . c e 2 22 22 2 s = =« « Minor Barriers
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Source: amecorg.com/Global-Survey-Communications-Measurement
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Measuring Is easy!
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The Theory
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Transactional Model of Communication

' ‘

(SENDS AND , (SENDS AND
RECEIVES) i . RECEIVES)
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Be In line!

Vision

Corporate

Strategy

Goals

Strategies
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Initiatives
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The strategy pyramid

e

Aspirational What do we stand for?

Ethics, Principles, Beliefs

e
——

Where are we going?
= What do we aspire to achieve?
Hope, Ambition

e
S

What do we do?
— Who do we do it for?
Motivation, Purpose

e
—

Achievable

‘ L What are we going to concentrate on?
Strategic Priority Areas = Focal Points, Capabilities, Markets,

Sectors, Trends
"
F

Strategic Objectives gl TTOWRTE W NI O PO EREAT
- Plan, Goals, Sequencing

e

Specific __ What do we have to do?
& Tangible 4 Actions & KPI's \ ) How do we know?
Actions, Owners, Timeframes,
" Resources, Outcomes
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Some dimensions of a Communications Strategy

Economics Leqgitimacy

Building up social/

Strateqic Building up
political potentials

management eoonomic poentials

Buitding up

imrnatarizl capital

Reputation

Credibility

Corporate strategy

_ { po-slioning on Hve maket and in aoceh

Dperations

management

Supporting the

producton of goads !

Fhd Tarvicas Realizing comrnercial Fealizing social-
SUCOEE s political activities
Safegquarding compeatitive Safequarding the lcence
advantagas, profitabiiits o oparata

gnd cash How
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Academic and practical debate

Inferme Mol arikaiom _‘—'—-—._._hh
Pl T T R Public Refationg ]

UNTERNEHMENSKOMMUNIKATION

Kommunikationsstrategie - Programme & Kampagnen -
MabBnahmen & Kommunilkationsmittel
"\-\_._|___-_ _-_._._,_,-'

_— —
]
INTEGRIERTES KOMMUNIKATIONSMAMNAGEMENT
Analyse — Planung — Umsetzung — Kontrolle

K._ Prozesskontrolle _/;

"\-\_\_‘_‘_‘_‘_-_ _._._._._._,_ﬂ'

! !

KOMMUNIKATIONS-CONTROLLING
Methoden, Strukturen, Kennzahlen

i

E STRATEGISCHE UNTERNEHMENSFUHRUNG j

Steuerung und Kontrolle der Unternehmenskommunikation (A. Zerfal3 2007)
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Levels of Impact-Model

Levels of Impact and Evaluation of Communication
(DPRG/ICV framework for communciation controlling) -

i

faresy Ig

Y

i
|
E
i;
fi

Impact mﬂm
MMM

oy, ) Burson-Marsteller 5

Burson-Marsteller




Measuring communications on three impact levels

Outcomes _
Outputs Perception/ Business Results

Contact/response level behavioral level Business level

Awareness Revenue/turnover
Comprehension Contracts closed
Recollection Reputation value
Recognition Brand value
Credibility Price-Effort Ratio
Image changes Market share
Recommendations Stock price
Purchasing intentions Employee Retention

Frequency
Visits
Prominence
Reader contacts
Tonality
Message impact
Share of voice
Journalist inquiries

- T . .l

Impact on Impact on Impact on
media/channels target groups organizations
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What is good measurement?
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The Barcelona Principles: Seven Principles of PR Measurement

Importance of Goal Setting and Measurement

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

AVESs 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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Why should we measure?
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- Traceability and Calibration
- Steering and Optimizing

- Show ROl
-> Prove strategig value of
communications
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|/ Measurement positives

7

Measurement essential io demonstrate value

Measurement helps inform our communications

Measurement enables us to assign budgets

Doing more measurement and evaluation

communications activities are good value

1 1 1 I.l--.-.-l--
-100% -50% 0% 50% 100%
% of respondents

¥ B Disagree strongly I Tend to disagree
BENCHPOINT 1 Uncertain [ Tendtoa
gl il grea [ Agree strongl

Source: amecorg.com/Global-Survey-Communications-Measurement
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What should we
measure?




Numbers or letters?

&vsi
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The most important thing
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Defining Objectives G

Burson-Marsteller

e  Objectives have to be solution neutral

« Define objectives SMART
= Specific: specify target and intended outcome
= Measurable: quantify objectives to measure its achievements
= Agreed: all stakeholder should agree with the objective
= Realistic: objectives are achievable
= Time constrained: time of delivery is clearly defined

=  Prioritise objectives (must-have/ restrictions vs. should be)
«  Consider conflicts of objectives and interests
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Set Goals First Before Measuring
Communications
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Communications Goals

m s

Comprehension m Behavioral
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Your start: the point of reference
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The Tripple Bottom Line

GO Burson-Marsteller

Burson-Marsteller



How should we
measure?




Wirkungsstufen-Model

Levels of Impact and Evaluation of Communication
(DPRG/ICV framework for communciation controlling) -
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Balanced Scorecard

Business Strategy
(1)
4 deducing

Financial Perspective

Which goals are derived from the expectations
of investors?

Socio-political perspective
Which goals are derived from the expectations of
citizens, residents, politicians?

Strategic factors of

Optimizing cost structure | Increasing stock

Stengthening corporate | Ensuring the acceptance in

SUCCRSS guotation citizenship lecal communities
2)
i
Yalue drivers a) Efficiency of a) Image relevant for a) Publicity among a) Relevance as employer
(i3] administration stock buying decisions | NGOs and peliticians

b) Credit costs b} Taking responsibility | b) Production without

for the environment breakdowns

it

¢} Open-door policy

Key performance
indicators and goals

{4)

al) Administration costs al) Image profile

a1l) Public recognition of | al) Jobs

in relation to turnover among analysts company name and Target: > 850 fulltime,
Target: < 6% Target: better than values > 40 apprentices
b2} Interest for outside a2) Coverage in the b1) Eco-audit b1) Number of breakdowns
capital financial press Target:certifications Target: 0
Target: <9% Target: monthly 10 according to EU

articlesfelippings standards

c¢1) Contacts with
stakeholders

Burson-Marsteller

i1 Target > 4 per citizen
yearly

Strategic a11) Expansion of 211} Re-adjustment of ¢11) Community

communication analyst network lebbying & dialogue relationship program

programs a21) Investor relations | communication {sponsoring, press

(5) press campaign activities, events)

T measuring

Y »¢Y Burson-Marsteller
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|/ Most Effective Measurement tools - All Communicators

Reputation index
Clippings

Blog measures

Focus Groups

On line opinion surveys
Traditional opinion surveys
Internal reviews

League fables
Benchmarking
Dashboards

Media evaluation tools

AVEs

y

0% 20% 40% BO% 80% 100%

BENCHPOINT

torfepetetobe % of slice: somewhat/ivery

S g Source: amecorg.com/Global-Survey-Communications-Measurement
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ing More
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Useful resources

- International Association for Measurement and Evaluation of
Communication (AMEC) www.amecorg.com

- Dr. Ansgar Zerfass / www.communicationcontrolling.de
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http://www.amecorg.com/
http://www.communicationcontrolling.de/

Media Monitoring

Methods for measuring media relations
SUPRIO / 23.0ktober 2014

Burson-Marsteller



Measure Media Quantity and Quality,
Not AVES
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A sufficient tool?

Advertising Equivalent Value Analyses:
Indicating Revenues of Opportunity of Media Work

Size of Article Advertising Rates

- PeriodX
Equlvalanitn'nrg::::
1 44

' 213 10 £5.204
112 34 14.307 |
113 20 28.987
1/4 24 62.789 |
1/8 30 35,924
1116 18 8.682 |

Weighting Factors: Evaluation, Exclusivity, Image, etc.

, Burson-Marsteller
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Why Ban AVES?

Cannot capture the outcome of a PR campaign, limiting PR to its
placements in the media.

Cannot measure the variety of messages delivered in the media in
relation to the tamed messages in advertisements.

Cannot measure the value of keeping a client out of the media
spotlight.

Cannot properly distinguish between placements in noteworthy
columns or sections of a publication and generic or less desirable areas
of a publication.

Cannot measure social media forms, such as blogs and message
boards.

"Because an AVE is the Cost of Advertising,

L
-
5 _

Burson-Marsteller

=Not the Value of Earned Media
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Media results — Approach

Traditional Social

media media

= Overall clip counts and general
impressions are usually meaningless [ circulation, ! (Vigie Ens, |
_ o reach followers
= Media analyses, whether of traditional k y - y
or online channels, should focus on the . . p \
qguality of the media coverage Share-of- Active
M voice | advocates
= Goal-definition and benchmarking are \ v \ J
vital for robust results and to track changes
- \ 4 _ )
over time { Tonality Sentn_nent
_ _ _ _ — ratio
= Experimenting and testing are potentially / \ /
successful approaches, for example in the . - N
development of (new) key figures/ ‘Message’ Audience
indicators penetration —»\ engagement )
J
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Man vs. Machine
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ONEVOICE

Y POWERED 8Y Omnicom

What Good Media Analysis Looks Like: Philips

Total # of articles

Total # of impressions
AMS (from -100 to 100)

Net Promoter Score (NPS)*

Message Penetration
(% with 2+ messages)

Tone (positive coverage)

Volume by Sector

February

Monthly Net Change (+/-)

W Corporate

M Lighting

W Healthcare

'
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285 234 il
216,899,003 198,840,298 18,058,705
51.43 60.96 -9.53
7.57 8.05 -0.48
68.4% 51.5% 16.9%
54.0% 65.0% -11%
Net Promoter Score Message Penetration
(NPS) (% with 2+ messages)
LatAm 9,00 Nordics 100%
India. 8,67
. ! Brazil. 100%
Brazil. 8,62 o
G 8,45 APIAC 90%
Middle East. 8,42 Be";:_"x
Greater China 8,39 Greater O (;T]a
Nordics 8,25 i "E] 'i'
UK 8,24 o,
Iberia 7,81 aam
Global/Regional 7,73 Fran.ce.
. Morth America
MNorth America 7,65 DACH
lapan. 7,50 lobal ional
Italy. 738 Global/Regiona
DACH e
Iberia
Benelux Japan .
France. T T T T 6’?4 1 Italy. 0%
1 T T T T 1
0,00 2,00 4,00 6,00 8,00 10,00 0% 20% 40% 60% 80% 100%




Output Focused Clients

Media Results -- Approach

= Overall clip counts and general impressions
are usually meaningless

= Media analyses, whether of traditional
or online channels, should focus on the
guality of the media coverage

= Goal-definition and benchmarking are
vital for robust results and to track changes
over time

= Experimenting and testing are potentially
successful approaches, for example in the
development of (new) key figures/ indicators

% Burson-Marsteller
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Clips Have
to be Good.




Outcome Focused Client

They Do Something
Different.

They Like Me.

Use of online/offline surveys in communications processes

Market and Opinion research — Aims = i

4 " _ s | BHAVDURMETRICS | mosdy | Speged | index
o | | mwtog |
|
e for “ox f

—>Basis for communications
Providing important information
about relevant target groups

| Purchase intent (for salf) |'[ -1_5% _,'
|
|

=2 Input for communications
Generation of topics and content
for press releases corporate Brandbuilder - Dow “Human Element”

Media
Matters

= Control of communications
Evaluation of long-term effects of PR
activities
E%X»¢¥ Burson-Marsteller
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Organizational Results Focused Client

:

Bookngs

; " Clicyaton:
Parcs Gemany, wn caic

E=PR circulation =——bookings

s

8 -
]

oo

Source: Center

P

Burson-Marsteller
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Modeling for Center Parcs — Bookingsvs. PR circulation |

Results for CPG Company

Volume Decomposition: (May 2008 - Apr 2010)

.023(PoP P)

Money Matters.

Non-Profit: Optimal Marketing Mix for Leads

* Comparing the effectiveness of direct mail, radio
advertising, online activit

Y, and two forms of Point of

+136(1f summer) +1 68(Iffall)

Model 1:Leads$=96.51+ 0.007(Direct Mail )+ 0.005(Radio

Purchase materials
Do
Direct Mail $8.5 mi 7 59,747
Radio $930K 5 4,645
Online $189K 3 6,249
PoP H §227K 10 2,270
PoP P $472K 23 11,126
R?= 668

)+ 0.033(Online)+.010(PoP H)+




Communications vs. evaluation goals

Corporate goals What is the overarching business goal that is to be
supported by communications?

What are the desired (measurable) changes in the
target group as the result of communications?

Communication goals = Coverage: Number of articles in target group (media),
penetration of messages

= Perception: Brand awareness, recollection of topics

: = Comprehension: Credibility of content, connection to
Evaluation goals company

= Attitude: Brand loyalty, increased employee motivation

= Behavior: Purchase decisions, project involvement

Measurable criteria > Who? What? How much? By when?
Goals should be defined as quantitative as possible

P,

Burson-Marsteller
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Possible tools

Clippings

Internal reviews

AVEs

Benchmarking

Media evaluation tools
blog measures
Dashboards

Trad opinion survey
Online opinion surveys

Reputation index

|/ Tools used for Evaluating External Communications Effectiveness

Focus groups

Leaguea lables

BENCHPOINT

il prT Py s

Burson-Marsteller

Being More
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2 4 G a 1:0 1IE 1:0, 16 18 20
% of responses for each criterion

Source: amecorg.com/Global-Survey-Communications-Measurement
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Social Media Can and Should be
Measured

%M Burson-Marsteller
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Wikl y PR,  BlcgaiConversations

Mmito Blog Communitios
Icramsedia
Events
Lifestresms.
Dty Specilic o Twilber
Widoo Agprogalicn

Location Hiche Mobworis

K»¢® Burson-Marsteller
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Social Media: Monitoring vs.

=  Monitor

= Look for issues to which your
organization or brand might want
to react

= |dentify trends in consumer
opinion, desired
content/features, etc.

= Provide a qualitative analysis of
content

= Measure

=  Quantify reach, tone,
recommendations, etc.

= |dentify top users

= Benchmark in advance of
interactive activity to track
changes over time

o

Burson-Marsteller
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Measuring

Dashboard

Oct 1, 2008 - Dec 15, 2008
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Socilal Media: what we measure

“What matters is everything that happens after you post/tweet/participate!”

sConversion Rate -> # of audience comments / posts
sAmplification Rate -> #of shares / update

*Applause Rate -> # of likes / favorites / etc. per post -> a measure of quality, relevance and

value

WA Burson-Marsteller 51
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Big Data vs. Analytics

= Big Data = the exploding amount of data
=  Analytics = what to make of it

= Data-based decisions will be daily routine in
more than only tech companies

= Dealing will data, analysing it, deciding based
upon it will be a core competence like using
standard applications as MS word

Co®  Burson-Marsteller
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U.5. DATA CONSUMPTION /¥ ONE DAY

TOTAL CONSUMPTION:

3.6 ZETTABYTES

5.1 TRILLION HARD DRIVES (AVERAGE PC SIZEj WORTH OF DATA - MORE THAN
15 HARD DRIVES FOR EVERY MAN, WOMAMN, AND CHILD IN THE U.S.

oRr

HRS OF RADIOD

[SATELLITE
AND TERRESTRIAL)
oR

COMPUTER " oS waApup
INTERACTION
oR

61 VIEWS OF
"

[HANDHELD, CONSOLE, AND PC)
OR

EARN A VIRTUAL T-SHIRT
FOR 10,000 ZOMBIE KILLS
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Outcomes Are Better Than Outputs

%M Burson-Marsteller
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Market and Opinion Research — Aims

[Use of online/offline surveys in communications processes]

=>»Basis for communications

Providing important information
about relevant target groups

=2 Input for communications

Generation of topics and content
for press releases

—> Control of communications
Evaluation of long-term effects of PR activities

%w Burson-Marsteller
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Corporate Brandbuilder - Dow “Human Element”

. Brand Equity +25% Stock Price +29%
Media
Matters
Communications | Reputation
Exposure Score
None Average
Advertising I
Media
Internet

WA»¢ Burson-Marsteller
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The 10 Golden Rules of Media Measurement

(o Do B er DI R A

o

S -

Burson-Marsteller

Establish written goals

Measure the quantity and quality of media

Understand the same principles apply to traditional and social media

Do not use AVE as the value of PR

Add PR questions to tracking surveys to easily capture outcomes

Collect media data in a manner usable for market mix modeling

Recognize that analytics is the future of PR measurement—ROlI is the answer
Make sure all measurement is transparent

Use measurement to track progress and to design programs better

Realize that communications experts are not necessarily measurement experts

Burson-Marsteller
Being More




Issues Management
and Reputation

Reflections on a giant topic
SUPRIO / 23.0Oktober 2014




Reputation management is complex

Cﬂ?ﬁfﬂﬁﬂ"f _______
SearCh e -n-ErEﬂ g tum ':..D::M-- —

":.*re Utatl ONpeopie
RercEption. maagement 2 Gﬂﬂﬂle AWESOME~ DUSHEs3a% =

€= comments
Intern e e neqatwe content

Wsm“ﬂbuslne:;s W-wmhemm

resuits onling 5 Temma: ==t s S

'I""’" Fresl'ﬂeputaugn il
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The power of
communicating




In the end, It comes down to...




Have your ear on the ground!

=, 'I 5 I_.,."'-. e
S T !
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A

A e ey
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Monitoring is key!

(And resilience rules)

1'-. l “I I
ALY y
EVIDENCE-BASED COMMUNICATIONS




Time matters! Attention spans shrink!

don't have a
short attention

span, I just...

Oh, look
a butterfly!

EVIDENCE-BASED COMMUNICATIONS






Transparency Is
King




a8

Image is all




Hand over the message to your audience!

b
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EVIDENCE-BASED COMMUNICATIONS
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http://www.youtube.com/watch?v=JiTo13fPKVk

Thank you!

Matthias Graf, CEO Burson-Maursteller AG
Grubenstrasse 40, 8045 Zirich

T+41 44 455 84 20, M +41 79 300 03 93
matthias.graf@bm.com

Y ) Burson-MBgrfgteMLl?er

Burson-Marsteller

70



	Communications Controlling
	Foliennummer 3
	Foliennummer 4
	We are constantly measuring exactly…
	…but not in communications. Why?
	Historic perspective
	Foliennummer 8
	Measuring is easy!
	Foliennummer 10
	Transactional Model of Communication
	Be in line!
	The strategy pyramid
	Some dimensions of a Communications Strategy
	Academic and practical debate
	Levels of Impact-Model
	Foliennummer 17
	What is good measurement?
	The Barcelona Principles: Seven Principles of PR Measurement
	Foliennummer 20
	Foliennummer 21
	Foliennummer 22
	What should we measure?
	Numbers or letters?
	The most important thing
	Defining Objectives
	Foliennummer 27
	Communications Goals
	Your start: the point of reference
	The Tripple Bottom Line
	How should we measure?
	Wirkungsstufen-Model
	Balanced Scorecard
	Foliennummer 34
	Useful resources
	Media Monitoring
	Foliennummer 37
	A sufficient tool?
	Why Ban AVEs?
	Media results – Approach
	Man vs. Machine
	What Good Media Analysis Looks Like: Philips 
	Output Focused Clients
	Outcome Focused Client
	Organizational Results Focused Client
	Foliennummer 46
	Possible tools
	Foliennummer 48
	Foliennummer 49
	Social Media:  Monitoring vs. Measuring
	Foliennummer 51
	Big Data vs. Analytics
	Foliennummer 53
	Market and Opinion Research – Aims
	Corporate Brandbuilder – Dow “Human Element”
	The 10 Golden Rules of Media Measurement
	Issues Management �and Reputation
	Reputation management is complex
	Foliennummer 59
	In the end, it comes down to…
	Have your ear on the ground!
	Monitoring is key! 
	Time matters! Attention spans shrink! �
	Foliennummer 64
	Foliennummer 65
	Foliennummer 66
	Hand over the message to your audience!�
	Foliennummer 68
	Foliennummer 69
	Thank you!��Matthias Graf, CEO Burson-Marsteller AG�Grubenstrasse 40, 8045 Zürich�T +41 44 455 84 20 , M +41 79 300 03 93�matthias.graf@bm.com�

