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Why Undertake the

el Business Case for Public Relations?

For Public Relations

PRSA
nNPubl i1 ¢ rel ati ons, 0dc
great PR. O
I USA Today
-Public relationsod6 reputation

have long been under attack.

- The public relations function is not well understood,
especially with respect to:
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TheBusiness Case —t e r m G O al S

For Public Relations
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Change the (a) understanding and (b) reputation of
the public relations function

with

Public relations professionals.

The media.
Users, both current and potential, of public relations

services.
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Public Relations

el  Drives Critical Outcomes

PRSA

IMPACTS FINANCIAL PERFORMANCE

Generates Revenue, Sales, Profit
Drives Efficiency

Avoids Catastrophic Cost - Quality counsel helps to mitigate impacts of
crises

AFFECTS REPUTATION/BRAND EQUITY

Increases likelinood to purchase / consider your brand(s)

Minimizes legal & staff costs in a crisis, rebuilds trust afterwards
RE-enforces communication of organizational values

Establishes credibility of new products / companies

Enhances recommendations / word of mouth leading to faster adoption
Increases customer loyalty / renewals / satisfaction
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Public Relations

el  Drives Critical Outcomes

PRSA

AFFECTS EMPLOYEES

Increases employee satisfaction, leading to greater efficiency,
Increased retention, lower turnover rates

Lowers legal costs
Focuses on issues such as safety, quality, call response times
Provides greater transparency and commitment

AFFECTS PUBLIC POLICY

Creates public awareness, understanding, and support for
legislation, regulation, and political candidates

Affects voter behavior
Helps pass legislation, regulation, and initiatives

Affects specific companies and industries through appropriations,
tax impacts, and regulatory changes

Instigates and supports grassroots or grasstops campaigns 5 @




But How Do We Measure These
Critical Outcomes of PR?

And, with the new PR 2.0 world, how do we
account for social media?




easurement is Evolving

Measurement

circa 2000

Measurement
circa 2009
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Five Key Trends to Measurement 2015

Todayos Focus:

Understanding the changing landscape of PR
measurement

AVEs

Market Mix Modeling

Corporate Reputation Measurement
Digital Media Measurement

The Tipping Point




Advertising Value Equivalency (AVE)

The Debate Ends




AVEs: Pros and Cons

PROS

Cost: relatively less expensive to quantify ROI for a PR program

Clarity: assigns a dollar value to PR

Complementary: provides additional context

Concision: data for calculating figures are readily available from vendors
Correlations: substantially improves correlations to outcomes

Cannot capture the outcome of a PR campaign
Cannot measure the variety of messages delivered in the media
Cannot measure the value of keeping a client out of the media
spotlight
Cannot distinguish between placements in noteworthy or generic areas
Cannot measure social media forms
2
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AVEs: The Right Way to Use Them

Actual ad rates, not rate card

Adjust for quality

No multipliers unless you can prove it

Consider AVEs a minimum value as assigned by the
marketplace for the effect similar advertising would
have on a companyos busi ne
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Corporate Reputation Measurement

In Real Dollars




Corporate Reputation Management:

The Fundamentals

Understand reputational
standing relative to competitive
and aspirational companies
among the target audience(s)

Determine relevant drivers o
overall perception and desired
behaviors

Provide a guide to
communications
planning toward
Improving reputation
and business
behaviors, while
optimizing resources
spent in this area




Corporate Reputation Management:

Ketchum Corporate Brandbuilderdo A Case Study
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Best Management
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14
1.00 represents two attributes moving in the same direction at the same rate i 100% of the time. @

The closer a number is to 1.00, the stronger the relationship between the two attributes that number is representing. pe



Digital Media Measurement Is

Not the Wild West




Digital Media Measurement:

Making Sense of the Changing Landscape

It is not a myth e

It needs to be defined

Googlel] ==

It iIs not that different from other media

It often can be accomplished with existing tools




Media Usage: U.S.2006 to 2008

Major network television news
Local Newspapers
Local television news
Search engines
Cable network news
Advice from family/friends
Talk radio
Advice from coworkers
Companyébs
National Newspapers
Celebrity endorsement

Business news websites

own

Use of Mass Media Sources Declining

1 65%
1 71%
163%
| 1 69%
162%
| | 74%
159%
| 161%
1 49%
| [47%
1 47%
[44%
T 131%
| 136%
30%
_Ex%
] 26%
Evengizes
18%
18%
== 0 02008
8% 0 2006
0%  20%  40%  60%  80%  100%

Ketchum Media Myths & Realities Survey, 2008
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Media Usage More Fragmented and Matrixed Than Ever

Social media continues to grow as a
viable outlet for information

Media Usage: U.S. 2006 to 2008

Email newsletter

Cable television news websites
Social networking sites
Companyds own

Blogs

Shopping websites
Videocasts
Podcasts
Company sponsored email blast

RSS news feed

Mobile media

42%
40%
31%
38%

26%
17%

26%
2bp €

24%
13%

35%
17%
11%

6%

%
5%

9%
7%

7% 02008
EIS% 02006
6%
5%
0% 20% 40% 60% 80% 100%

1. Other than advertising, in the last month, which of the following sources
of information have you read, watched, listened to, or used? Please select

all correct answers.
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Are We Embracing Social Media?

Where communicators are focusing their resources:

Web site development 60%
Advertising 56%
Media relations / publicity 52%
Direct marketing 51%
Outreach to local media 49%
E-marketing 46%
Event marketing 43%
Search engine optimization 35%
Buzz marketing / word- 32%
of-mouth marketing

Crisis planning 30%
Outreach to national media  30%
Identification and 30%
communication with influencers
Philanthropy 29%

Product placement 31%
Corporate social responsibility 26%
Virtual community / social- 19%
Video sharing and 18%
production

E-advocacy related to 16%
public policy

Blogger relations 14%
Viral video 14%
ROI metrics for 13%
communication

Podcasts 12%
Celebrity outreach 11%
networking website presence

None of the above 5%
Other, please specify 3%

Ketchum Media Myths & Realities Survey, 2008
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A Measurement
Framework




Digital Media Measurement:

Defining Measuremento PR 2.0

Three types of results:
Outputs
Outcomes Sales/Revenues

Business Results Profits
Market Share

Stock Price/EPS/P-E
Ratio

Employee Retention

Reach Impressions Behavior

Frequency Total Mentions

Tone Mention Attitude
Prominence AVEs

SOI/SOV Favorability Comprehension
Media Mix Cost per Thousand

Post Volume Distinct Users Awareness
Engagement Affiliations :

Business
Results

Outputs Outcomes

K-



Digital Tapestry Assessment

A detailed analysis of
all of the touchpoints in
the digital tapestry
among sites and social
networks and
establishes and
activation strategy.

Ciphotobudiét

flickr

SmugMug
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Measuring Outputs




Interactive Communications Outputs

A Distinct users: Number of unique visitors to site/blog
A Post volume: Number of posts/mentions
A Engagement: Number of comments or followers

A Affiliations: Number of groups (e.g., on Facebook or
LinkedIn) and number of members

A Quality score (Algorithm)




Algorithm: Example of Assigning 100 Points

Type of publication: 0-20 points
Tone: 0-15 points
Messages (5 in total): 0-30 points
Third party endorsement: 0-15 points

Comparison to competition: 0-20 points




Digital Media Measurement: Tools You Can Use

You can sign up for a variety of toolsd some that are free and others that
are subscription basedd to help you aggregate and analyze online
coverage.
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http://blogsearch.google.com/blogsearch?hl=en
http://facebook.grader.com/
http://boardreader.com/

Best Practices for Measurement

A
A

Recognize all social media is not equal
The volume of content can be overwhelming, so decide on an approach and be
consistent

» Look at overall volume for basic comparisons (totals in different types of social media,
of coverage relative to competitors).

» Analyze the quality of the posts, at how engaged consumers are with the channel,
etc. (even if you just take a sample of all the content)

» Determine who key influencers are (e.g., bloggers that are comparable to traditional
reporters) and measure the quantity and guality of their coverage (15-25 often is all
you need to track)

Track in a manner that allows for side-by-side comparison (and statistical
analysis) of how both media types affect one another

It may take a while to see the impact of digital communications.

» Someti mes, NI mpressionso are | ower, so
»  Digital communications involves a lot of relationship building
» May see a greater impact of digital whe

Frequency and breadth/depth of measurement depends on the nature of digital
activities and resources available for measurement

Continually review measurement approach and tweak as needed
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Measuring Outcomes




Changes in Perceptions and Behavior

A Add questions to brand studies and trackers related to interactive
activities:
» Access the Web site?
Link to it via social media (e.g., Facebook, Digg, Google Reader)?
Write, read or comment on a blog?
Aware of activity/meme?
Talk about it with someone else?
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