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Evaluation and Measurement
of Public Relations Programs

=g

After reading this chapter, you will be able to:

Know the key elements of objectives Distinguish the measurement of different
communication components
Understand the purpose of evaluation
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The Purpose of Evaluation
We are talking about an Th t of the public rel
y surement of results again
orderly evaluation of our
progress in attaining the
specific objectives of our

public relations plan. W
learning what we did rigk
what we did wrong, how

a

m

b evaluatin
much prog ve made reason is
and, most importantly, how

we can do it better next time

personne!

Schweitzer at Fleisi
t: “Evaluating i sulrs s
n the problem into mea i

als ai

am, you m

Write the most precise, most

results-oriented objective:
you can that are realistic,
ible, measurable, and
compatible with the client’s
demands on public

ire the effect on atticudes o

cre

the o ve
lone before
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Mthough objectives may vary,

qucstions that any practidioner should
Was the activity or p
Did the re

n mare

nces reache

arganizational obj

unforescen flected the success of ©

Did the prog
Wh:

1e program or activity

t for it?

similar future activities?

Current Status of Measurement and Evaluation

Public relations professionals have made considerable progress in evaluation and mea-

lity to tell

suremene, the cnts and emplayers accomplished.

Sophisticated software p <
ized news clip analy gns in whic
dience is divided into gre cam)

nd sttempes to co

the mend toward is well e

nder of h

s that the peroen
nd evaluation was
If you have not carved off

age; the averag devtesonty 41 01 1635t 10 percent of your
§ percent public relations luation and mea-  budget to measure your
surcment. Advocates sz cent should be at least 10 pereeneof A o
b constant pressure on public relaons depart-  IMpact, you're flying blind

ments o jusdfy their budgers and prove their value o th

5

and you have no way of

me practitione s is more art
than science and is thus extreme It measure. Walter K. proving your value

ident and director of re-

dark Si rof

1 mor

oopmistic

@

; get something straig
First, it is possible

cff

nes not have to be cith

suring public rel

) cd. It b
nt measurement over the |

public reladons cffe
sioned a notable lib
2(hycars, with m

yo

comm

ree of charge on
"The scicnce ben:
ests that publ

papers avai

c relations personnel use a
z and marketin,

techniques, many adapted from advereis
evaluation. In addition, he notes that o

ide more complete

e f measurement
and evaluation

O the o
ment. T]

fisributon and medi;
1 techniques, deals with the
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nd retention of t
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Measurement of Message Exposure

INSIGHTS

enchPoint, a messurement firm
of

conducted 3 global sur
ions and commur
jonals for the first Euro-
t Surmit in Berlin,

public rel

Effectiveness of Measurement Tools

The respondents, coming primarily
from Europe and the United States,
ranked the sffective the mea

ent tools they usa to monitor
the public relations i

firms and departments. As illustrate
in Figure 8.2, respondants ran|
“clippings” first in effac s but
using advertising equivalency rankad
nth

-

pRings

cague table:
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Burrelles/

e, for

of Web news sourc

e prod
year. The number of med

INSIGHTS

logs, chat aroups, and online

publications can also be moni-

tored using the metric of visits
10 a site, but such data are less valu-
able than the content and tone of
what is being said. (See Web Analyt-
ics and Social Media Monitoring in
Chapter 5 for details on cutting-edge
research tools.) Consequently, public
relations professionals compile men-
tions regarding the organization or
client. In describing online evaluation
research, Rod Amis, wiiting in Pub

Relations Tactic: Think of it as
a digital clipping service that runs on
autopilot”

Monitoring blogs and chat groups
is increasingly important in issuss
management. While the people ex-
ssing their views online may not
represent the opinion of the majority,
their comments often give organiza-
tinns 2 “wake-up call” about potential

ple, monitors over 40 million ble
s, over 10,000 daily and nom

rch is the abiliy

and Internet

ily news
stations. Another
arch alm
the firm, told O"Duyer

rease in Hispanic TV
s, however, is just the

Measuring Effectiveness on the Web

problems and issues. Social media
menitoring and participation provide
direct feedback about what people
ara thinking, what rumors are circulat-
ing about the organization, and how
well public tions efforts have
performed to manage the trajactory
of important issues in vast online
communities

Measursment in ew media
world increasingly prioritizes the
tracking and monitoring of visual
impacts. For example, YouTube has
improved its ability to provide more
data beyond just the number of view-
ers and how many times a video has
been downloaded. YouTube gives ac.
count helders whe have uploaded
wideos 1o the site 3 range of statistics,
charts, and maps about their audi-
ence. YouTube Insight, an analytics
and reporting engine, providas view-
ing statistics, popularity metrics, and

demographic information for videos
and channals. The data available
through Insight include age, gender,
and geographic location as well as
the identities of the Internet 5

0w to tar-
 round of ads or where

bands should tour” She was refer-

band that found out that 2.2 million
watched their YouTube video, but
that 65 parcent of tha audiencs were
men under 18 and between ages 35
and 45.

Other matrics on the Internat
are more It to quantify. Social
network sites, for example, are all
about listening, participating, and
engaging the audisnce, rather than

feantinued)

vors,




Wells Fargo, told a Dow Janes semi-
nar, “We care a lot about participa-

Mo. | metric” These communication
activities can be evaluated using
more gualitative methods
analysis of themes or braakdown of
pattems in the online conversatio
combinad
management to get a sanse of the
sacial discourse.

One dimension is called the con-
versation index which is the ratio
batween blog posts and comments
It helps measure whether a blogger is
daing 2 lot of writing with very little
ponsa from readers, or what
the audience is engaged and contrib-
uting to the conversation. Obviously,
blogs that generate a lot of ‘conver-
sation” are more important to orga-
nizations in terms of feedback and
dialogue.

Another metric that is somewhat
difficult to quantify s tha tone of ¢
conversation; is it positive, hostile, or

Media Impressions

report how many people may

e referred to
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is being sarcastic. Tone can

sis that evaluates language
100 literally, Nevertheless,
such information generally

helps organi
to concerns raised by ke

publics such as consumers.
Other forms of measure-

such as time spent with
the site and whether visi-
tars downloaded materi

{2) word-of-mouth im-
pact; and (3 search engine
visil

¥.
In sum, the abili
measure the effecti

ness of social media is continuing
1o evolve. For example, co
such as human voice and authentic-
ity of social media offerings ara be-
ing daveloped to enhance the valus
of raw numbers that are so readily

cen cxpor
he potential

and Mecasurcm:

cepts b

Right now we are doing a
lot of work to mash up
soclal [media] data with
business data to get cause
and effect.... You've got
to be able to tie causes
to effects, and that is the
big challenge right now,
what all our clients, and
what s frankly hardest to
accomplish.

in new media channels t
audien n relate,

wn appears in a local daily that has a

ons are | 30,000,

ewoulc
Idition:

found in new media envirenments
turing sarver data. Both new
measures challenge public rela-
tions professionals to craft messages




Targeted outreach affects
web traffic. That’s the gold

standard of how to develop
our measurement program. c hey leave it. For

Sbor

or audienc
ed more than 60

oritos Super Rowl sdvertising competition gener.

) million impressions. The breakdown, in pare, included:

national print/wire features

mtional TV and radio seg

t the breadth
h estimate of how
don’t, however, document
Iy, how many
s ki f evalu

Media impressions arc
of penetration of a partic
many people are p 2
how many peopl
wsorbed or

y cxposcd o 2 message. Th
read or heard the stories and, m
mation. Othe:
chaprer.

rraphic questions before they
st results, offer f {
rst be mailed to
for ASPCA, ir names and addre ki
i

1 PRWeek

use

kete

Advertising Value Equivalency (AVE)

Anot

proach, now widely condemned by most

a ne

r would be worth $1,000 in publicity v
imed th

paid advertis

n take the approad
¢ and then multiplying o

at ol three 1o six times o re
libility than an advert
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A MULTICULTURAL WORLD

YouTube Videos Promote World Water Day

ublic relations
andwick (W) and Popula-

tion Services International (PS1)
combined forces to create a social
media campaign that capitalizas on
the emotional power of video. World
Water Day Viral Video Series set out
< to the heartbreaking

children.
PSI wanted socially and envi-
ronmentally conscious Americans
to know that unsafe drinking water
often leads to sudden death and
devastating illness for children in
developing countries. The online
public service announcement [PSA)
video series informed peaple of
the simple, cheap solutions to the
problem.
The

m knew that the key ta
g strong viewership of the
online PSA videos was telling a com-
pelling story, so it enlisted Good, an
integrated medi 3 i
build 3 strong narrative. From hes
the team took an unconventional
approach and drew upon existing
footage from iconic Hollywood mo.
ments, including scenes from Cool
Hand Luke and Psycho. In one video,
children are seen sliding down a
chute of the popular toy Crocodile
but landing in sludgy, contami-
nated water.

the videos

staggered rollout. Prior i

launch, content editors at YouTube
got a sneak peek to stimulate thair
interest in 2 home page exclusive. The
first four videos were then launched
on Pl partner sites such as YouTube,
with promotion of the videos on
book and Twitter.

Within 10 days of launching,
exceadad 1 million
The video Transparency was featured
as a YouTube home page exclusive
and generated 600,000 views in
its first three days. The top-viewed
wviden, Psycho, was YouTube's most
viewed videa in its nonprofit and
activism category.

® The viewer feedback showed
at the videos raised aware-
nass and interast in helping

the cause.

The cause was good.

The delivery channel capitalized
on the reach of social media.

B And the narrat
compelling.

as

The tagline under PSI's logo
states: “Healthy Lives. Measurable
Results” But could the sponsors be
Certain that money was well spent
on public relations basad only on the
measurement of media exposure and
anacdotal praisa from viewers? Using
measurement guidelines from
this chapter, what would you rec-
ommend to PSI that would enhance
substantive evaluation of these sorts
of communication programs in the
future?

cE. Fiifoek, worm prwsoksss comyamards
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Once you start comparinga  no empirical ev
PR placement to an ad, that
hole spectrum of

rih

idence to support any multi

at the Un

Pl
mi has conducted several rese
i find the existence

ctor. Professor Don

aper, [PR called dh

arted by rch literat
. many publicises still use AV
clomew hotos of President OF drir

Guinness beer during a trip to Ireland, for
one UK publici worth $32 million in worldwide pub-
tv for Guinne:

AVE because they say
¢ that the public reladons st
than it costs to pay their sa

hand, are determined
ive. In addition, 2 news release :
lcleted. In other words, the org

n outpus, not ames.

¢ publi n, which diminishes

> of public relations” str

el 1o up
cd. At the same dme
o not cng

technique
just attemps o get free advertising.
nmary, the dollar-value ap|

linizy

metric. Andrec Manning,
"RWeck, “The PR pracd
with an AVE of 3
As Silver Anvil
snstrate the su

as

The wi

mpaign. Instead, the «
< in

sales, awareness, o tudes

objectiv

on oo ol
contribution o o

Systematic Tracking

As noted earlier, m

ressage exposure 1
s in computer

accments in

tion of
whether a

computer pro
journali:

is predisposed ne; ssages.




been hired as an intern
at a public relations firm for the

ou'y

summer. One of your dutie
to go through recent online issues
trade magazines and "clip” any article

tising rates for these publications and
late what the comparable space
in advartising would cost. The public
relations firm routinely tri

f voice in terms

abou the org,
ware about the arhleri
Systematic monitorir

¥ cline study
or attimudes

s often el

ROL Over time, findin
tend to use news rel

mos
ascs fire

focuses on the client o
ge is positive or negative, () pe

5 at third-par

gurc 8.3 for

market for use i

2 can provide a baselin

blicity efforts paid off in te F

ey -

re its campaign. Pose-camy
in hazards incr

mber actually published and in what ki
a public relati
ity are most cffec
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Ewal

cost because a news sto
*valuable” than an ad

The idea, says the account super-
visor, is to count entire articles even
if the client's name is mentionad only
once. “The ¢
big numbars,
anything you can find, get the actual
ad cost, and then triple it” You ask
you should also try to juk
whether the coverage is favorable or

y is more

f whart percent:

c chares compiled witk

ook

npl
this e

nrs an
ie |

show the percen

relations camy

her of news re-

o determine whether an
< . :

The
more data. What it needs Is
analyzed data.

nat. Your supervisar says that all the
client really wants is to be visible.
and besides, it takes too much time to.
decide what is favorable or unfavor-
able coverage.

Dioes AVE raise any ethical concems
on your part? Why or why not? How
would you handle the assignment?
Would you be inclined to suggest to
yaur boss that Waightad Media Equiv-
alency might be worth considering?

jorld doesn't need
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tive were to hold negative com:
id show a small red hand of nega

al Media by Tone

Nike . Negative
I Neutral
I Fositive

nber of Articles

ke N Converse
. Adidas Reebok

M

Requests and 800 Numbers
measure of media exposure

nat I
tion. A story in a news,

inf

T of requests fi
on a broad
In

dition, part

sells peop

af

We
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It was clear to us that you
can't go and ask for
cdinpub MONEY... unless you can
st show a return. You can't
media impres-

show a return unless you

eo for 550,0

of the publicity prog
sians (discussed earl
ed 150
of 33 cents.

butr

er-person cost

have measurement.

n spends §

e in sales, the i{l.\[

ence acmally bec
alter Lindenn

ey are interviewe
Ketehum, on behalf of the Cal
mine whether a 13-city media cour w.
ource. For

1 the Prune Board spokes
F
h-fiber food source
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t the company score: h in respondent f
ble rating in fulfilling it
The Pruc \._nrnl Spi
t youth-re
\ he l1||.|l. of ¢ hl.

, the con
ram, the United 5

the scarus quo. Th
change.”

me of a successful publi
mimumication is impartant anly in the
an amateur theater group is ot to ger media publicity; «
an covironmental organiza
fw h- les, but to motiva

stories.

The objective o
objectve is 1

nation ahout Jind

public relations cam o raise
{ impressinns, such campaigns st ¢ adoprion
theory thac wis nd raisin

ople w0
y 2 product.
cvaluated

The outcome of a successful
public relations program is Suaves cele
menuoned p
produc

fty stack of ne

nota

stories. ... Communication is Sales were lifted by

i R - 5 ; increase where
important only in the effects the campaign's celebrity stylist, Roce prior to the
it achleves among publics. television award show.

Measuring Success: The Cookie Careav
ample of how components
- in advanee for measurcment

itemized and plans are m
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PRCasebook

Ketchum's Evaluation of the DoubleTr:

ee CAREavan

with evaluation B Terms "Cookie"'CARE," or additional defined terms.

he four procass chapters culming
of the research, the plan, and the communication.

For th hum Public Relations campaign to cel-
ebrate the hospitality of DoubleTrn

eral compenents of the national tour ser

] 3y Hilton (DTBH) Twitter
and Facabook followers and “Likes” [a measurs of
behavior, maving the cam

Hotels by Hilton,
Tve to showcase actual communic;

key points in this evaluation chapter: paign beyond mere 55 and understanding
ot to favorable attitude toward the brand]
B the importance of setting clear, measurable ob- B i R "
o e e [ F::_ebc—:l: b ics {clicks, engagement, photo
7 : submissions,
AT B Visits to online platforms [DTEH website, Faczboak
B the role of measurement for social media tactics in o T R S T
contemporary campaigns (buzz, visual impact, ot 1 sl vk e s
SpmCE e ian mede T e interact with the brand [the use of Web analytic
B the maasurement of various communication com- such as which sites drive visitors and |
ponents (from simple awareness to membership page activity to confirm the tour, led to greater
dacision) engagement with the DoubleTree brand]

Ketchum used plain language in the objectives MERE S ECHte (e o)

section of its plan, bing what ss would look

like. Overarching goals were brand awareness and brand
engagement. Success matri cluded Hall and Partners 2011 Tracking Study:
the following, with blus annotationsto _ Likefiaood of Chaosing DTbH for Next Business Trip

point to particularly notable evaluation
measuras:

Cockies distributed/attendees at cool
events [an indicator of event participation]

B Mediz coverage: 4

W Overall media impressions [a
calculation of potential reader
and r numbers ba:
tracking of med
audience for media out)

B Message quality: percen
ey e in resulti
sions [content analysis of the

0 confirm campaign

story was being told] 5

media buzz:

0l Scare

ine ecosystem

Prabably

Wil vight or

feontinued)
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event activities and overall messag
Katchum will need to work with DTBH to detar-
mine the best way to capture CAREavan-dri
HHonars sign-ups [although
as enrolling in 3 program is of
attribute directly to a campaign, the c.
making; convarsion of tour visitors into me

of the Hilton awards program impacts the bettom
line for Hilton by increasing fikely hotel bookings

evaluation measures of

bers

“Cookie Confessionals”
YouTube Videos

about choosing DoubleTrea for one’s

“Tameg heme from schen pnd Mom's next business

“Tm taking ot tham on the counter.”

conkie Back 18
Ketchum would emphasi
ing results to DoubleTree To be fully ac-
countable, the evaluation repart should
also address that among thos
loyalty to DT i

nmear m oy
oile
wha's hrving

arally

because

Tr
Silver Anvil from the Public R
ty of America was fully
mpleteness of the
t of the campaign
submission. Professionals in public relz
tions know that numbers and bar graphs
matter mora than ever before in evaluat-
ing campaigns. But evaluation must also
tall the compelling, ven moving sto:
of how the communication touched

ive is increasingly one

o ionals on the Cookie
CAREavan claarly kapt in mind the grow-
ing trends toward television over print

T s the article in the Mntow Diroachy
e ot 1 gt vy e e

mentation on YouTuba. Th
YouTube clips and comn

means to real people
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Measurement of Supplemental Activities

 in public relac ities. This section
, (2) pilot tests and splic messages, (3) meering and

sletter readership.

Other forms of measurement ¢ ns acty

liscusses (1) o

event attends

Communication Audits

d be cvaluated at )

condary public is receiving
president of the Public Relations
1 ns for an
lon;

als and objectives, ta evaluace

Analysis of

Inform
exerutiv
Inf intervicws with com
listributors, and other

Y

1

; \municari
and so forth.

should &

as possible.

Pilot Tests and Split Messages

c relatons cff ed. If exposure
it with a sample group from the

Do they accept the

or produc

ort is laund

A variation of pret

relations message, companics often test the m
= learn how the it the m
kcting p

xpasure. In
and social
nels of disscmi-

nation if the o : to the proper

audiences.

amount of donatio

most effec




Meeting and Event Attendance
Audience awareness is often cvaluaied by attend an cvent. The crisis preven-
tion campaign for the Basilica of $t. Mary in Minneapolis featured in Chaprer

e at

cumented record-breaking attendance at the tw

fund-raising

I

ie information

ut the number of people exposed to 2 message,

P
but don't answer the more crucial qu { what the audicnce wok away from the

mecting
Public reladons
its behavior. A st

people leav

ense of an audience’s ati
lause, complimentary re

ding ovation
and even the n peaple’ fac

. On the other hand, if pe
crs supposedly explain

i, or

and
< peo-

crage,

) very pe
ion forms also derermine how people heard about
y have prure meetings. Another approack

i

heard ar b spok ation and

Newsletter Readership
Editors of newsletters, c-newsletters, and internal communication tools such
hould evaluate readership annually. Such an ¢

(6) the extent ¢

5. The methods include (1)
recall of ardcles act

announcements, (2) new
features about employ-

) new personn:

Tuce developm

{8) news of departments and divisions, and (7} job-relate

orporate

a systematica

alysis will show what pe

» each catcgory. It may be found tha

newsletter or that management pronouncements tend o
Iysis findi ors ha
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SOCIAL MEDIA IN ACTION

vent spensarship is an integral

E part of a company’s busi

strategy, but ent must

also be evaluated in terms of how it

anhances tha brand and creates new
markets for a product or service.

With this in mind, Chevrolet be-

nnual South

tive brand amang a younger, more
hip audience. It was also an opportu-
nity to show off the technology of its
newest models, the Cruze and the Vol
throwgh interaction with fastival goers.

A number of interactive activities
were planned throughout the festi-
val that included {1) using a Chevy
shuttle to get around the grounds
(2) organizing a music showcasa faa-
turing new performers, (3} spansor-
ing an outdoor concert, (4) staffing

Chevy at SXSW: Event Success by the Numbers
i WELCOME TO wmm
Hsx S|

-

an exhibit booth, (5] having a Tweet-  company’s three stated objectives
house panel, and (6] hosting a tivia  were accomplished. The bex scora is
contest. Social media also played 2 as fol

major role in extending awareness of
Chevy's participation in the fasti

The SXSW spansorship was evalu-
ated according to how well the

Chevy’s successful event at SX
received a PRSA's Siiver Anvil award in
the category of marketing consumer
products.

Enhance the SYSW experiance
for festival-goers by way of the
brand's role

Introduce attendees 1o the brand
and new products.

Increzse positive brand
percaption

Catch 3 Chevy providad mare than 12,000 rides around the festival

are than 7,000 peaple recharged at the Valt Lounge, using power strips and the space
1o network and spread SXSW across soctal channels.

‘Ovar 16,000 sodtal mentions from festival- goers mentioned Chevy's presence
soctal medsa web Impressions excaeded 53 million

chevy added more than 37,000 Facebook fans and mare than 2,400 followers

Content efforts generated mare than 25,000 page views throush Facebook and SXSW
com/Chevnlat

chevalet Foursquare following orew by 3,600—mare than &5 percent.

Mare than 150 traditional media placements, including coverage by NBC, Forbes, and
USA Today.

2 ths roent of the attendees strongly kdentifizd with the statemant, “Chevrolat
5 heacding In the right diraction *

Almost 35 percent of those polled thought Chevy was a good fit for SXSW, referring to
auto makers nnovation and eco-frendly products




Readership-Interest Surveys

tihet

ho

pes of st

irvey on b

nd the like).

Article Recall  One eff
sample of emplc

e read and (2} w

or's feedback nerwork and

the editor fa
invite a samy

The purpose of ¢

s emplo

ces are most int
mon survey method is simpl i

; to provide li

not very interested in “personals”

adership survey invelves trained interviewers

own the publ

1. As a check on

2 at the 2 were about. The re
to determine which kinds of anticles

nd content of the publication. This is 1
|

edback

ese SUTVEYS is 1o get f

crested in

topics and ha
important, or (3) not impor-
icators (IABC) conducted

that readers were

n the latest issue of the publica-
1 asked o indicate which

also ask them (

n be provided by organiz

liscuss the dircction
it expands the edi-

¥ Summa

Evaluation is the messurement of results against
bjectives in the communication plan.

& major purpose of avalu
ofplanning future programs.

nis to do a better job

jectives should be part of any program pian.

must be agreed-upan criteria used to evaluate
in obtaining these objectives

public relations budget is allocated to svaluations
and measurament.

the maost hasic level, pr:
sage distribution and media |
el is measurement of audien
ension, and retention. The most
surement of changes in &
opinions, and behaviars

tabulation of how many news brochures,
annual reports, and so on, aredistributed ina single year.

Measurement of production gives manag,
iddea of a staff's productivity and output.

ement an

Several critana can be used to measure messags axpo-
surz, including the compilation of media placements
in pring, broadcast, and Internet media.

One common method is
impressions—the po
message. Advertising value equivalency, commonly
called AVE, is calculatad by converting n
ta the cost of a comparable amount of paid space

Mare sophisticated methods include system:
ing using software and databases to find ou
information as tone of
messagesused, and perce
that of the compatition




Chapter 8

Somatimas, expos! by detarmining Measurement
how much it costs to resch sach member of the targat
audience.

nce behavior,
nd-raising, or the

its object;
whather tha

The next level of evaluation is whether the a

techniques, such as pilat tests
d to pr ic relation:

Changes in audience attitudes can be
through a baseline or benchmark study
s and opinicns bafore, during, and aftar
ons campaign.

dership can
su

ys, and

iolence occurs in resort
t of evaluation criteri
starting with awareness and working through the typ
ho of evaluation coverad in this chapter to make the ca

o
trips. A big part of your challange is to assure parent
the travel bill that Mexico is a safe dest

b sigrificant upticks in flights o &
ings at beach resarts?

sed bookings. The baard alse wants to dispel t

4 Questions For Review and Discussion

ating pub- 6

t tests and split messages used to datar-
itability of 2 m 7

r
g
s
2
B
]

that a person should ask about 3 program
List four ways that publ y activity is evaluated.
any, are the drawbacks of each one?

Do you think news stories about a product or s
should be evaluated in terms of comp:
ing costs? Why or why not?

the various methods used in measuring
jons efforts?

@

-
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[Menograph]. Retrieved from Institu waries by age, education,
Relations Resaarch webs 5 g Factars. Gallup Py
g ¢ gallup.com/poll/ 16341 2/americans-main-source-

PR
139-146.




