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Introduction: The Evolution of Media Measurement 
By Katie Delahaye Paine

Welcome to Measurement Week, the global celebration of communications mea-
surement.

This PR Measurement Handbook represents decades of research and hard work 
from dedicated individuals whose experience totals tens of thousands of Measure-
ment Weeks. 

I’m honored to count myself among them. I started my first measurement proj-
ect 1,678 weeks ago, when I was a newbie marketing communications manager at 
Fujitsu faced with putting together a budget to promote products that I didn’t even 
begin to understand. I turned to research and measurement to find the answers 
and wound up with a $3 million budget – which for a history major with a bunch of 
engineers as bosses, was quite the coup.

It didn’t take me long to realize that measurement was going to be a key part of my 
future.  

1,341 Measurement weeks ago, I started my first measurement company, The Dela-
haye Group. I’d been the PR manager at Lotus Development and under significant 
pressure to demonstrate my results. I found it astounding that there was no stan-
dard tool or system to measure my results — so I invented one, and decided to build 
a company around it.

As the company grew, so did the demands for measurement of all kinds. As our cus-
tomers faced new challenges to measure, we invented ways to do what they needed. 
We started measuring international programs in 1992, and added trade shows and 
events in 1994.

The biggest innovation came when the Internet fundamentally changed how we 
share information.  We added the measurement of “consumer-generated media” — 
i.e. measurement of newsgroups and websites in 1996. 

When I sold the company in 1999, I thought we might have invented all that needed 
to be invented in measurement. Boy did I get that wrong! 

Most everything we do as professional communicators has changed thanks to blogs 
and social media— from the way we communicate with our customers and our em-
ployees to the way we interact with the media. Throughout that evolution,  people 
like those who have written the handbook you’re holding have continued to inno-
vate and invent new ways to measure all these new means of communications.  

In these pages, you’ll find a treasure trove of tips, tactics and advice from some of 
the most knowledgeable people in the industry. If you’re new to measurement, 
start with the first article and work your way through. If you’re familiar with basic 
measurement and want something a bit more advanced, you’ll also find the latest 
developments in marketing mix modeling. 

Measurement isn’t something that just happens one week a year; it’s a continuous 
process. Innovation in measurement techniques is also a continuing process. A little 
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more than a decade ago, companies like CyberAlert, the developer of this handbook, 
were just beginning to disrupt the traditional press clipping business by monitoring 
online media for current news about companies and not-for-profit organizations. 
Today, platforms like theirs provide what we used to call the Holy Grail — the in-
tegration of traditional and social media, bringing together broadcast, social, web 
analytics and other metrics into one place. 

Just as important an advance is the ongoing development of standard methodolo-
gies for measurement. The Coalition for PR Measurement Standards and the Social 
Media Measurement Conclave have written and approved industry wide stan-
dards for measuring PR and social media. You can find all the standards here and 
once you’ve read them, we hope you’ll sign the pledge to support them. 

 

Katie Paine
Publisher & CEO
Paine Publishing

Katie Delahaye Paine, aka The Measurement Queen, (@quee-
nofmetrics), is a pioneer in the field of measurement and 
among the leaders in establishing measurement standards.  
She has founded and managed two measurement companies, 
KDPaine & Partners Inc., and The Delahaye Group. Her books, 
Measuring the Networked Non-Profit, (Wiley, October  
2012),  Measure What Matters (Wiley, March 2011), and 
Measuring Public Relationships (KDPaine & Partners 
2007) are considered essential for anyone tasked with mea-
suring PR and social media. Paine Publishing’s newsletter, The 

Measurement Advisor, provides comprehensive analysis about best practices in 
communications measurement. In her consulting practices, she designs measurement 
dashboards for some of the world’s most admired companies.
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Part 1: Proving PR’s Worth Through
Measurement 

Monitoring and Measurement: Two Keys to Successful PR
Without media monitoring and measurement, PR is flying blind. The most effective 
PR campaigns implement media monitoring and measurement data to glean con-
sumer insights and data-driven deductions. Both are requisites to any successful PR 
campaign.  Full Article >

Counting vs. Insight: How Media Monitoring Can Greatly 
Improve Your Business Results
Media monitoring does far more for a business than produce data, but companies 
often pay too much attention to the numbers and not enough attention to the real 
business insights media monitoring delivers. To obtain insight instead of data, PR 
and marketing must ask: What are the data telling us about the business? Full Article >

Check your PR Measurement Methods with This Best      
Practices List
If your PR measurement doesn't follow the Coalition for Public Relations Research 
Standards, your data and findings may not be accurate. David Geddes elaborates on 
those standards by explaining how they should — and should not — be used in real 
PR situations and strategies. Full Article >

How to Measure PR Success through Media Mentions
When evaluating media placement, it’s essential to understand the quantitative and 
qualitative analyses, both of which can deliver tangible data to find your return on 
value and plan strategically. Media monitoring services deliver key data that PR can 
benchmark against competitors to assess performance. Full Article >

A Look into How News Organizations Share and                
Measure News
When you know how journalists define success, you can better structure PR content 
and messages to meet that definition. A recent workshop brought together news 
leaders from The Wall Street Journal, NPR, CNN, The Washington Post and other 
major news organizations to discuss measurement principles, news audiences and 
what makes effective news content. Full Article >

Are You Using Smart Metrics for PR Measurement?
“Stupid metrics” and bad measurement techniques take some blame for the poor 
public perception of PR. Instead of measuring AVE, Facebook likes, and other vanity 
metrics, PR should focus on measuring outcomes and relationships. The Barcelona 
Principles provide an effective framework for PR to properly measure the impact of 
its efforts on the business. Full Article > 

The Two Steps to PR Measurement: (1) Measure               
Performance (2) Relate to ROI
Guides like The Barcelona Principles provide firm foundations for constructing PR 



The 2014 
Measurement
Handbook for 
PR, Marketing
& Social Media:
Proving 
PR’s Worth 
Through 
Measurement

6

metrics that support ROI, but they don't detail the areas of measurement to cover, 
or what to do once you've established ROI. Instead of measuring based on “do’s 
and don’ts,” PR can form a measurement strategy from two basic steps: (1) Measure 
performance and (2) relate to ROI. Full Article >

Why Advertising Value Equivalency (AVE) Can’t Measure 
PR Effectiveness
The Barcelona Principles state explicitly that AVEs are not the value of public rela-
tions — and a recent article by BuzzTalk illustrates why. To be credible and effective, 
a PR measurement program must assess outcomes from PR activities and the ef-
fects of those outcomes on business results. AVE does neither. Full Article >

PR Measurement Techniques to Prove the Value of Press 
Releases
Public relations professionals understand the value of their activities — but often 
have trouble demonstrating it in ways that are meaningful to corporate executives. 
Hint: numbers are convincing. Consider these PR metrics as essential methods to 
prove the value of press releases.  Full Article >

How to Use Big Data and Analytics in Public Relations
Data and measurement are not just for marketing. Numbers and facts gleaned from 
big data can supply PR with headlines and content to grab the media's attention, 
while metrics delivered via Google Analytics allow PR to assess performance and 
pinpoint weak areas. PR specialists who aren't working the numbers are missing out 
on substantial opportunities for media relations and self-improvement. Full Article >

Taking Measurement to the Next Level: Contextual and     
Predictive Analysis
Organizations must unlock the value of media monitoring and measurement by 
transforming data into meaningful insights — and act on those insights to improve 
products, services and customer satisfaction. This two-tiered approach requires honing 
in on individual conversations and stepping back for a bigger-picture view to find patterns. 
Both approaches provide telling insights brands need to take action. Full Article >

Customizing PR Measurement with the “Kick-Butt Index”
The “Kick-Butt Index,” formulated by Katie Paine, allows PR to gauge the success of 
earned media based on what the organization considers to be its ideal article. In-
stead of guessing the value of a media mention, PR can evaluate how well it “kicked 
butt” using criteria that the organization considers meaningful. Full Article >

Why Measurement Companies Are Failing to Deliver         
Their Promises
Recent consolidations of media monitoring and measurement companies may benefit 
the organizations involved, but not the customers. In the midst of all the merger 
activity, customers may be wise to consider the services of smaller, independent 
monitoring and measurement companies that offer equivalent services at lower 
costs and with more customized service. Full Article > 
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Courtesy of gee

Monitoring and Measurement:                                     
Two Keys to Successful PR
Branded 3 / PRfirms.org

The most effective PR campaigns balance consumer insights with data-driven 
insights. Without enough data, you risk sending the wrong message, reaching 
the wrong audience or going through the wrong channel. Too little consumer 
input, and you waste precious resources on a message that doesn’t resonate 
well with the audience.

To achieve balance, PR must integrate media monitoring and measurement 
into the campaign strategy. 

Media Monitoring for Creativity

Consumer insight is the key to creativity, according to Kathy Cripps, President 
of the Council of Public Relations Firms. Twitter and Facebook now reveal 
customer ideas, needs and concerns.

Social media monitoring helps PR get to what truly matters in communica-
tion: the human factor, says Cripps. When brands determine what their 
audience truly wants and needs — the “human truths” — they can develop 
an original, creative campaign to meet them. Twitter, Facebook, YouTube 
and blogs are the popular social networks to monitor, but forums also house 
many brand advocates and influencers. They are the “hidden gem” of social 
media monitoring.

Customer conversations can also reveal new market trends. A clothing manu-
facturer, for example, might notice consumers talking about a new fashion 
trend, and incorporate that trend into their next clothing line to meet cus-
tomer demands.
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Measuring for Insight

Media monitoring also returns compelling findings about your company’s 
performance and PR efforts. It’s important for PR to measure this data to 
gauge the success of campaigns and pinpoint key strengths and weaknesses. 
With this data, you can target your next campaign so that it reaches the audi-
ences that responded most strongly to the campaign(s) before it.

For these reasons, data should never be seen as an end goal, Eve Eastwood 
points out in The Use of Measurement and Analytics in PR: Advice from the 
#PRAnalytics Conference. PR should use metrics to inform the process of 
an upcoming campaign by taking into account the successes and downfalls 
faced in the last one.

Getting a big-picture view of data over the longer term is also critical. Patterns 
and trends help predict how information will move in the future. Services like 
CyberAlert provide automated charts and graphs so companies can quickly 
create reports and assess PR performance.

Bottom line: companies use media monitoring and measurement for various 
applications, but its use in PR is perhaps most important. Without monitoring 
and measurement, PR is simply flying blind. An accurate and comprehensive 
media monitoring program is the only way for PR to know whether cam-
paigns reach and resonate with their target audiences.
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Counting vs. Insight: How Media Monitoring Can
Greatly Improve Your Business Results
CyberAlert

 

Brands are paying too much attention to numbers, and not enough attention to the 
real business insights that media monitoring can deliver.

While placements, media mentions, engagement and sentiment offer data about 
brand performance, statistical trends are only a tiny portion of the full value of me-
dia monitoring.     

Media monitoring can do far more for a business than produce automated quantita-
tive and qualitative data to assess the PR or social media marketing programs. The 
real question to ask about social media monitoring data is this: What is the data tell-
ing us about the business?

Counting vs. Insight

Even today, most businesses confine their media monitoring and measurement to 
straightforward counting.

Counting media monitoring data answers quantitative questions about the results 
of the PR and social media marketing programs, including:

• How many mentions or items did a press release receive?
• How many people had an opportunity to see the company’s key messages?
• In what media and locations did the “hits” occur?
• How did your audience engage with and respond to a PR or marketing cam-

paign?

The most telling quantitative measurement counts print circulation, broadcast 
viewership, and online opportunities to see data of the news sources where clips ap-
peared. The graph below breaks down press placements by media type.
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Clips by Media Type

Using charts like these, organizations can identify active channels to adjust their PR 
and social media marketing efforts.

However, counting brand mentions and creating graphics is not the end point of the 
media monitoring process.

The goal of media monitoring and measurement is bigger than counting: the goal is 
to divine the story behind the data – to identify marketplace concerns and issues, 
not just about PR and marketing, but about the business itself. 

One example:  The PR department of a software developer released a new desktop 
application to great fanfare – with placements in major media sources worldwide. 
The clip counts and reach were both extremely high. It was a PR triumph!

But there’s more. In addition to counting the clips, company representatives read 
customer feedback and noticed that a few early adopters spotted a bug in the software.  
Beta tests had not uncovered the flaw. The engineers investigated, acknowledged 
the problem, developed a software fix, and issued a patch within 48 hours to solve 
the problem.  Insight from media monitoring and quick response prevented a poten-
tially mammoth product crisis.

Getting the full value from news and social media monitoring requires organizations 
to dig deeper into data beyond pure numbers and statistical trends. By listening to and 
interpreting the stories that the data tell, most businesses can uncover marketplace is-
sues and concerns that point toward ways to improve products and business processes.

Properly interpreting the media monitoring data can produce telling insights about 
the best and worst qualities of the company’s products, services and processes. Ide-
ally, the insights will lead to recommendations for business improvements.

Sometimes, a wider range of monitoring and measurement is required to see how the 
organization fits into the bigger picture that includes competitors and industry issues. 

By mining news and social media for competitive and market intelligence, organiza-
tions can identify emerging trends, competitor product features and updates, influ-
encers, and potential sales leads. Interpreting the data will also reveal how consum-
ers or B2B customers perceive the organization’s products and services compared 
with competitors. 

A 65% positive sentiment may seem quite good, except if a competitor attains 80%. 
A small product flaw may seem unimportant, except if consumers perceive a com-
petitor’s product as flawless.

Media monitoring can tell compelling stories about the company, its competitors 
and the marketplace. Decision-makers must be willing to accept the validity of media 
monitoring data – and act on the market intelligence and insights it reveals. Only 
then can media monitoring and measurement trigger corrective action and mean-
ingful business improvement. 

Bottom line: while counts of media data can help assess PR and marketing perfor-
mance, media monitoring and measurement can reveal what consumers like and 
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dislike about the organization’s products/services and business processes.   

Human assessment is vital. With thoughtful interpretation, the data can tell the 
story of what the organization is doing well or doing poorly. For media monitoring to 
deliver full value, someone needs to do a deep dive into the data, interpret it — and 
make recommendations that benefit the business.

When you let the data talk to you, media monitoring will help you improve your busi-
ness results.
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Check your PR Measurement Methods with This 
Best Practices List
Institute for PR

If your PR measurement doesn’t follow the Coalition for Public Relations Research 
Standards, your findings may not report accurate data.

In PR Measurement Standards: Do’s and Don’ts for PR Practitioners, David Geddes 
elaborates further on those standards by demonstrating how they should — and 
should not — be used in real PR situations and strategies. We’ve shared some of his 
important measurement practices, tips and techniques below:

DO:
• Share metric definitions and measurement methods with all appropriate par-

ties before the campaign.
• Have recognized, third-party sources available for validation when needed.
• Remember that the standards are merely a foundation: you can, and should, 

try out new metrics.
• Exercise caution with words like “value” and “ROI.” Value is dependent on your 

agreed-upon performance indicators. ROI should only be used when speaking 
of a financial measure.

• Establish a baseline for measurement prior to the campaign, and track against 
the baseline.

• Incorporate shared media into your strategy. It’s best to use shared metrics 
as a way to evaluate paid, earned and owned channels rather than elevating 
“shared” on equal footing.

• Clarify “impressions.” Many stakeholders interpret them to mean the number 
of people who read or viewed an item. An impression is an opportunity for 
interaction, not an actual interaction.

DO NOT:
• Use non-standard metrics unless you are clear about how you define and 
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calculate the metrics.
• Claim that public relations results like media hits and impressions are evi-

dence of changing attitudes and behaviors. They’re not.
• Use AVE (ad value equivalency). There are a number of problems that accom-

pany this, including that AVE can’t distinguish the quality of media coverage, 
measure the value of keeping clients out of the media spotlight, or account for 
the true value of a publication.

• Report only basic metrics like impressions and mentions. Stakeholders 
need to know how you’re impacting the awareness, attitudes and behaviors 
of target audiences. Show them.

• Use multipliers. Multipliers are often used by PR people to factor circulation 
or audience figures when calculating impressions, according to Mark Weiner 
and Don Bartholomew’s book, Dispelling the Myth of PR Multipliers and Other 
Inflationary Audience Measures. For example, they may include “pass alongs” 
(a multiplier) when measuring impressions to describe the people who might 
see the article and share it with other people. Using multipliers of any type is 
a definite no-no in PR measurement.

PR measurement continues to head in the right direction: more articles and guide-
lines have emerged that explain proper practices and decry harmful measurement 
methods like AVE and multipliers. However, much work remains. Public relations 
practitioners who adhere to measurement strategies defined by CPRRS can be sure 
their metrics are authentic.  
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How to Measure PR Success through Media Mentions 
Marketing-Works

Media monitoring and measurement 
services can track, evaluate and mea-
sure the success of PR efforts. Yet many 
in PR experience “data overload” and 
don’t know how to transform the re-
ported results into insights and actions.

When evaluating media placement, it’s 
essential to understand the quantita-
tive, qualitative and sentiment analysis, 
Bethany Cramer asserts in Share of 
Voice for Media Relations.

Cramer explains that PR specialists 
should strive to answer the following 
questions through measurement:

• Does the media talk about your company positively or negatively?
• How does your company respond to mentions and items?
• Is your company present in essential brand conversations?
• How does your company’s media presence compare to competitors?
• Should your company expand its PR efforts? 

To answer these questions, PR managers should perform the following measure-
ments on a monthly or quarterly basis:

Quantitative Measurement 

Quantitative measurement involves far more than merely counting clips. The most 
telling quantitative measurement evaluates circulation and reach data of the news 
sources where the clips appeared.

Media monitoring services, such as CyberAlert, deliver print circulation data as well 
as online circulation data, called “opportunities to see” (OTS). Instead of counting 
clips, PR managers should use these metrics to calculate each brand mention or 
item’s true media impact.

The online monitoring services also enable clients to parse the aggregated data by 
time periods, media types, geography, and other parameters.

Qualitative Measurement

Some media placements have more impact than others. A qualitative analysis ex-
amines the quality of company media mentions based on tone, prominence, domi-
nance, and brand messages.

Sentiment analysis or tone is an especially popular assessment tool in PR, as it evaluates 
how the media portrays the brand.  Usually, PR staff or a PR measurement service “scores” 
the media placements on a numerical scale to assess clip quality. Articles in which an ex-

Courtesy of Joao Trindade
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pert quotes the company, product or executives, for example, receive higher scores.

Based on the aggregated article assessments, media monitoring services generate 
automatic charts to display results. Quantitative and qualitative analyses deliver tan-
gible data to calculate a return on value or outcomes and plan strategically.

Key point: it’s not enough for PR to simply complete measurements. To truly evalu-
ate PR initiatives, all measurements should be benchmarked against competitors. 
Measurement results should also be used to inform corporate or brand strategy and 
tactics in PR, marketing, customer service, product features, and other corporate 
functions.
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A Look into How News Organizations Share and 
Measure News 
Engaging News Project Report

When you know how journalists define 
success, you can better structure PR 
content and messages to meet that 
definition.

A workshop in May brought together 
news leaders from The Wall Street 
Journal, NPR, CNN, The Washington Post 
and other major news organizations to 
discuss measurement principles, news 
audiences and what makes effective 
news content. The Engaging News 
Project Report outlines these discus-
sions, serving to help public relations 
professionals pitch better content and to 
craft improved measurement strategies for 
media coverage.

Here are some of the important highlights from the report that are worth PR’s attention:

Page views are the most commonly used metric, but news organizations are testing 
better metrics that tell more.

Major focus is given to metrics about page views — specifically, time spent on site, 
repeat visits and unique visits. However, news organizations are also testing other 
measurement techniques to better assess their return on investment, including:

• Value Per Visitor. Used by The Daily Beast, this metric looks at how site visi-
tors read, comment, tweet, share, email, click links and click apps. They assign 
an economic and journalistic value to each of these actions.

• Traffic Patterns. The Sacramento Bee uses data to analyze the best times for 
releasing stories. Traffic patterns allow news outlets to float story ideas and 
hold stories back if they won’t get enough eyes that day.

• A/B Testing. News leaders reported they test headlines, site design, decks, 
images and the size and color of social media buttons. They also reconstruct 
headlines specifically for social media.

Comments improve when the audience is made aware that the newsroom was listening.

Journalists, too, have to deal with angry readers and customers. Here were some of 
the findings about managing the comment section:

If you take the time to respond to angry readers (and customers) and thank them for 
their feedback, it reminds them they’re speaking with a human, not a robot. Several 
news leaders echoed that responding to commenters immediately calmed their 
negativity.

Some editors peruse articles daily and highlight a “comment of the day.” This gets 

Courtesy of Daniela Vladimirova
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great responses from readers.

If a comment has little to do with what’s being written, don’t add to it. Your response 
doesn’t help other readers, and it could potentially backfire.

News outlets segment and optimize content through several different approaches.

Different measurements and news audiences lead to much variability in how news 
orgs personalize and segment news content. These segmentations include:

• Topic. Many publications are finding that, thanks to social media, audiences 
are going directly to topic pages and articles rather than the home page. As a 
result, organizations change the style of the content according to its topic — 
entertainment news, for example, is more visual, while the politics section has 
more blogs.

• Demographic. Age, race and language impact an outlet’s media coverage. 
To target millennials, The Arizona Republic is creating more online educational 
content, as well as a site for “firsts” in getting car loans, student loans, mort-
gages, etc. Its print version, however, targets the Baby Boomers generation, 
so the Republic includes more watchdog reporting and fewer articles about 
education.

• Past site behavior. More organizations are building recommendation sys-
tems that suggest similar content based on what the visitor is reading.

• Platform. Reader experiences differ across desktops, mobile devices and 
tablets.

• Location. Many outlets use geolocation so that visitors can see more stories 
that affect their local community.

Bottom line: PR needs to better understand how journalists share and measure 
their news. With this information, PR pros can better craft stories that meet journal-
ists and their audience’s interests. PR can also adopt many of the techniques used 
by publishers to assess how consumers value specific types of content.
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Are You Using Smart Metrics for PR Measurement?
Katie Paine

Credible PR measurement: it’s an essential weapon that PR pros wield to distinguish 
themselves from “spin masters,” “flacks” and other monikers that jab at their reputation.

“Stupid metrics” and bad measurement are to blame for the public and media’s poor 
perception of PR, says Katie Paine, a leading influencer in PR measurement, in The 
#1 Reason Why PR Gets No Respect — Stupid Metrics. 

By “stupid metrics,” Paine is referring to the inflated metrics PR uses to measure 
activities (aka: outputs) rather than outcomes (aka: results). Instead, PR should focus 
on measuring the relationships it builds, not the likes it receives on Facebook.

PR has been reporting metrics like social media impressions, Twitter followers and 
Ad Value Equivalency (AVE) for so long, it’s no wonder that executives and clients 
don’t fully understand PR’s role. While these metrics do hold value, none of them tie 
PR efforts to the company bottom line. Result: PR has little opportunity to take any 
credit for a sale, the ultimate metric.

Where are the smart metrics?

Smart metrics, like measurement of relationships, evaluate outcomes and bring 
value to the organization. The Barcelona Principles provide an effective framework 
for PR to properly measure the impact of its efforts on the business.

Paine shares how PR can upgrade their measurement programs in 12 Signs That 
Your Measurement Program Is Not in Compliance with the Barcelona Prin-
ciples (and How to Fix Them).

Sign #1: Your reports lack a transparency table.
Fix it by downloading the SMM Standards Sources and Methods Transparency 
Table and use it as a checklist for vendors you interview.

Sign #2: AVEs.
Fix it by asking your C-Suite how they define PR’s value for the bottom line and 
revise your program.
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Sign #3: You measure activity, not outcomes.
Fix it by basing measurements on program or campaign goals.

Sign #4: Vanity metrics.
Fix it by assuring your metrics reflect real business impact.

Sign #5: Raw numbers.
Fix it by using comparisons and benchmarking goals. PR should think more in terms 
of percent increase or decrease over a period of time – that is, trends.

Sign #6: Multipliers.
Fix it by using dividers instead. Less than 4% of Twitter and Facebook content is 
actually read, so it’s likely the impression numbers you see are inflated. Percentage 
of engagement is a more useful metric than impressions because it shows you how 
many people were actually interested in the content you posted.

Sign #7: You can’t replicate data.
Fix it by standardizing your measurement system so it can be used across all cam-
paigns and events. Start by defining positive vs. negative sentiment, a commonly 
used but misinterpreted metric in PR measurement.

Sign #8: Objectives don’t align with results.
Fix it by measuring the stated goals of your program.

Sign #9: Results don’t make sense.
Fix it by assuring media monitoring search terms used to collect data are up-to-date 
and reflect priorities. Make sure the monitoring service can detect spam and irrel-
evant results.  Measure only relevant results.

Sign #10: You aren’t measuring social media.
Fix it by using the social media measurement standards outlined by #SMMStandards.

Sign #11: You don’t measure messaging or sentiment.
Fix it by assessing the quality of your media coverage, not just the quantity. Quanti-
tative measurement involves more than counting clips: it evaluates print circulation 
and online reach data. Most media monitoring services enable users to analyze ag-
gregated data by time periods, media types, geography and other parameters.

Sign #12: You measure awareness by counting impressions.
Fix it by gauging actual brand awareness through a survey. Impressions reflect Op-
portunities to See, but are no guarantee of actual awareness.

Bottom line: measurement enables PR to prove its worth to the public, media and 
executives. By measuring under the guidelines of the Barcelona Principles, PR can 
determine the impact of its efforts, and how that impact meets management’s expectations. 
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The Two Steps to PR Measurement:                                  
(1) Measure Performance (2) Relate to ROI 
Spin Sucks / CMO.com / Ciceron

Guides like The Barcelona Principles 
provide great foundations for establishing 
PR metrics that support ROI, but they 
don’t detail the areas of measurement to 
cover, or what to do once you’ve found ROI.

Instead of measuring based on “do’s and 
don’ts,” PR can form a measurement 
strategy from two basic steps:

Relate to ROI

As every company is different, the exact 
metrics and processes will differ. But the 
following steps offer a helpful backbone 
to get your measurement program started. 

Measure Performance

PR must first determine the impact of their efforts, including email pitches, media 
mentions and interactions. In Four PR Metrics You Can Start Using Today, Gijs Nelissen 
examines four measurement areas that deliver performance data and support ROI.

They are:

Pitch Interactions

Keeping track of interactions helps PR refine pitches over time, as it reveals the mes-
sages that resonate with media contacts, and the ones fall flat. To measure interac-
tions, PR should record open rates, click-through rates and replies to email pitches. 
These metrics gauge the success rate (responses) of outputs (pitches).

Coverage of Online News, Social Media and Print

Media monitoring services enable PR to answer the question: How many people are 
talking about my news? They also provide data on who talks about your news (me-
dia, influencers, brand advocates, etc.) Having one integrated media monitoring ser-
vice allows PR to easily view all mentions received across various channels, including 
online news, social media, print and broadcast with automated measurement.

Long-Term Effects of Coverage

While assessing media coverage day to day is important, it’s crucial to have a big-
picture view of PR performance. Most media monitoring services will keep record 
of media clips for at least a year. (CyberAlert archives client clips forever.) PR should 
take advantage of these digital archives to examine how the company’s media and 
social footprints have grown.
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Key Performance Indicators

Every PR campaign should have a clearly defined Key Performance Indicator (KPI) 
to gauge success and determine ROI. Your KPI should be easy to measure and quick 
to report on, Nelissen explains. Defining the action you want a placement, press 
release or article to drive makes all the difference in determining its success. A few 
common KPIs include new social media followers, new referral links, increased web-
site traffic and new leads or signups.

With the expanding roles of PR, measurement is no longer confined to traditional 
metrics like those mentioned above. A return on PR investments can be measured 
and quantified through a variety of KPIs, which Mike Santoro lists in 8 Ways to Mea-
sure Return on PR Investments.

They include:

• Inbound leads
• Prospect credibility and conversions
• Sales cycle efficiencies
• Investor contacts
• Crisis management
• Recruitment
• Shareholder relationships
• Competitive visibility

Break Down ROI

PR measurement doesn’t end with media mentions and KPIs, however. Once you’ve 
calculated and refined the data, the next step is to figure out what that data are tell-
ing you.

In Your Metrics Have a Secret, Will You Hear It?, Julie Verhulst urges PR practi-
tioners to transform data into insights. This involves asking, “Now what?” once you 
establish an ROI and/or conversion rates.

Instead of just looking at your overall ROI, break it down and compare ROI by channel.

The segmented ROI reveals which channels provide better ROI and can help in mak-
ing better budget decisions. If you receive better ROI from social media than print, 
for example, it might be worth allocating more money to social media channels.

Similar to ROI, it’s important for PR to break down the overall conversion rate by channel.

If your conversion rate is low or dropping, PR should look at traffic sources, page 
design or layout changes and other page details like calls-to-action, page copy and 
offers. These could be affecting your visitors’ behaviors.

If your conversion rate is satisfactory, look for ways to further improve it. Ver-
hulst encourages A/B tests on page layout; call-to-action placement, wording and 
design; language and tone; offers; and personal or customized content.
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Why Advertising Value Equivalency (AVE) Can’t  
Measure PR Effectiveness
BuzzTalk / Katie Paine 

PR professionals who struggle to assign value to media placements and clips some-
times use Advertising Value Equivalency (AVE) as the key metric. But the Barcelona 
Principles state explicitly that AVEs are not the value of public relations — and a 
recent article by BuzzTalk illustrates why.

AVE refers to what a company’s editorial coverage would cost if it were advertising 
space. For online publications, AVE factors in the website’s average daily visitors; for 
print publications, it is calculated by circulation.

When PR teams attempt to use AVE to measure PR efforts, it results in graphs like 
the following one constructed by BuzzTalk:

The graph shows the number of online publications that published a given campaign 
or article, and the associated advertising value for each day.

The advertising value and number of placements the campaign received each day 
generate a total advertising value. You can also divide the total by the length of the 
campaign to determine the average advertising value of the campaign. The example 
above evaluates 11 weeks in which Coca Cola was mentioned in 1,070 online publica-
tions. The average value of each placement was €1,668.

This seems to be a logical and defensible calculation. However, AVE ignores many 
factors that make it a highly flawed metric for PR measurement.

The major issue: campaigns can have a high advertising value without earning the 
company any money.

As another Barcelona Principle dictates: measuring outcomes is preferred to mea-
suring media results (or outputs). Katie Paine calls output metrics “vanity metrics” 
because though they sound big, they don’t necessarily do anything for the business. 
PR metrics must reflect real business impacts.

More issues also arise from placing an advertising value on PR placement, as AVEs:

Courtesy of BuzzTalk
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Can’t measure the value of keeping a client out of the media spotlight. In this 
case, lower advertising value would actually be beneficial.

Can’t account for the true value/consequences of the publication. Paid adver-
tising and content marketing deliver the brand’s core marketing messages with no 
equivocations. Editorial content in earned media is not always positive and many in 
fact be negative, seldom delivers all the marketing messages, and may include men-
tions about competing products.

The AVE metric does not account for these potentially negative factors that reduce 
the value of the placement compared with an advertisement about the same brand. 
On the flip side, a positive brand mention by a well-known columnist in a highly-re-
garded publication may have far more value than the cost of an equivalent amount 
of advertising space.

Indeed, space itself is a misleading metric. An enthusiastic one-line endorsement 
by a well-known influencer can be far more valuable than a full-page advertising 
spread. Conversely, a full page spread probably will not overcome devastating criti-
cism from a distinguished expert.

Can’t clearly distinguish quality of media coverage. Reach and circulation are 
not enough to determine the quality of media coverage or readership targeting. Just 
because more people see an article doesn’t necessarily make it more valuable.

As a result, the AVE metric produces no meaningful data of the value of earned me-
dia placements by public relations. No controlled study has ever demonstrated 
any equivalency between the business results produced by paid media place-
ments (advertising) and results from earned media (public relations).  

Measurement of a correlation that doesn’t exist is, well, unwise at best. Moreover, 
AVE data offers no valid guidance to improve effectiveness of public relations pro-
grams and is likely to mislead decision-makers.

The Principles of PR Measurement explains the three levels of public relations measure-
ment: outputs, outcomes and business results.

 
Courtesy of Ketchum
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High outputs don’t necessarily result in favorable outcomes or business results.

The bottom line: measuring equivalency between advertising and public relations 
produces data that have no validity. The reason is simple: equivalency between ad-
vertising and PR does not exist.

As a guide to improving PR programs and business results, measuring AVE is futile. 
To be credible and effective, a PR measurement program must assess outcomes from 
PR activities and the effects of those outcomes on business results. AVE does neither.
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PR Measurement Techniques to Prove the Value of 
Press Releases 
Business Wire

 PR measurement is the key way public 
relations can prove its value to clients 
and executives. Thanks to proselytizing 
by measurement gurus such as Katie 
Paine, most PR professionals now accept 
the need for and value of media mea-
surement and evaluation.

What some don’t know, or find challeng-
ing, is measuring a bread-and-butter tool 
of their profession: the press release. 

Media monitoring and measurement 
services deliver all the information PR pros need to track and measure press releas-
es. It’s up to PR to turn the data and metrics into meaningful insight.

To assist with this process, Serena Ehrlich of Business Wire put together How to 
Measure the ROI or Impact of a Press Release in 2014. The guide lists news dis-
tribution options, steps to using owned channels to disseminate releases and, most 
importantly, PR metrics that calculate a press release’s true impact.

Using your measurement service, you can calculate the following metrics that mea-
sure a press release’s value:

Coverage

Assessing the quantity and quality of your media placements offers a look at the 
types of organizations publishing your news releases, as well as the types of audi-
ences that see them.

CyberAlert and most other media monitoring and measurement services enable cli-
ents to segregate news release clips and measure them separately from other news 
and social media mentions. In the CyberAlert media monitoring dashboard, you 
can search for keywords that specifically identify the news release, aggregate those 
clips in a separate folder, and then apply the dashboard’s measurement tools to the 
contents of only that folder containing the press release clips.

Coverage metrics for news release clips include:

Web rank. The global rank of the website that published the press release.

Reach per Million. A measure of market penetration, reach per million measures 
the number of daily visitors to a website as a percentage of all Internet users. A 
reach of 22%, for example, indicates that for every one million Internet users, 
255,000 visit that particular site each day.

National Opportunities to See. National OTS estimates the number of daily visitors 
to a website from the site’s home country. The estimation is based on the site’s rank, 

Courtesy of StockMonkeys.com
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page views, reach per million and total number of Internet users in that country.

Print Circulation. If a print edition of an online publication exists, print circulation 
provides its circulation data. This metric is important because print audiences often 
make up a different demographic than online readers.

While these metrics reveal important information about your brand’s coverage, they 
should not be used alone to determine the value of your press release. PR pros must 
combine them with other metrics, including:

Visibility and Social Sharing

Once you understand who saw your press release, you can identify the actions they 
took after reading it. An integrated media monitoring service is necessary to calcu-
late accurate visibility, as it combines mentions from both online news and social 
media. PR pros can track the press release’s movement from publication to social 
media conversations and links shared across social channels.

While tracking social impact, PR pros should also look at mentions and associated 
hashtags.

Other questions Ehrlich urges PR to ask while measuring visibility:

• Who shared the press releases, and which audiences and influencers impact-
ed the marketing funnel the most?

• Did employee sharing increase word-of-mouth marketing?
• Did multimedia assets in the release increase impact?

This chart, created by CyberAlert’s media measurement dashboard, measures 
Opportunities to See over an extended period of time.
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Geographical Impact

Knowing which regions and countries read company news releases allows brands to 
better optimize press releases and campaigns. PR can also pass on the data to sales 
so they can coordinate different time zones to receive sales calls, emails, and news-
letters at the appropriate times and days.

If a significant number of clips appear in a specific foreign language, it may also be 
worth translating your release and targeting more media that publish in that language.

Inbound Traffic

When you attach a specific URL to links in your press releases, you can track the 
number of people that the release brought to your website. Attaching a question 
mark at the end is the easiest way to specify URLs. For example, a link in a press 
release about a new product launch might read:

www.example.com/product-page?press-release

Owned Channel Registrations

The impact of a press release isn’t just measured by its coverage and shares. Press 
releases can improve performance through a more indirect metric: brand awareness. 
When you attach social sharing buttons to a press release, compare any growth (or 
decline) of followers in the days after the press release’s delivery and publication. 
Use the same tactic to track signups for newsletters, white papers or free trials.

Public relations professionals understand the value of their activities — but often 
have trouble demonstrating it in ways that are meaningful to executives and clients.  
Numbers are convincing. Consider PR metrics as an essential method to prove the 
value of press releases.
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How to Use Big Data and Analytics in Public Relations 
Affect / Shift Communications

 “Big data” and “analytics” are part of the 
daily conversation in marketing depart-
ments. PR, too, can use the power of 
data to generate results for clients.

Numbers and statistics serve two im-
portant purposes in PR: they strengthen 
media relations and verify PR’s true 
impact on company results. 

Big Data for Media Relations

PR can mine useful data from a number 
of sources and use it to tell persuasive 
stories and bolster the organization’s 
credibility, according to Data Driven 
Headlines: A Guide to Using Data to 
Drive Media Coverage, a recent white paper from Affect.

To utilize big data’s value, PR must first know where to find it.  Affect breaks down 
the three types of data PR can use to generate headlines and make news:

• Proprietary Data. In-house numbers, technology or customer base to which 
only your company has access.

• Commissioned Data. Data generated through partnerships and collaborations 
with third parties. Includes market research, opinion polls and customer surveys.

• Curated Data. Third-party data, preexisting studies and reports from organiza-
tions, government agencies and academic institutions. PR can cull information 
from one or several of these sources that may have been underpublicized.

Each data type has its pros and cons. Proprietary data, for example, is exclusive and 
usually free, but readers may see it as biased based on the source. Commissioned 
data adds credibility to research, but is usually costly and time-consuming. Curated 
data has neither of these setbacks, but it can sometimes be difficult to uncover the 
exact statistics that support your thesis.

Once data is chosen, PR can incorporate the facts and figures into story lines. The 
goal is to craft newsworthy insights based on data.  Affect shares several ways for 
PR to hone insights derived from data:

Create headlines. Sometimes you only need one meaty statistic to get the media’s 
attention. One “gold nugget” of insight can supply a whole article’s worth of content.

Aggregate and create new data for content. Unique data doesn’t always require a 
new study or survey. With so much information available at the web, PR can com-
bine information from one, two or all three data types and conceive new insights 
that can transform into blog posts, press releases, white papers and other content.

Examine data over time to identify industry or market trends. Examining past 

Courtesy of Affect
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reports and studies can reveal new trends. By looking at data over time and combin-
ing these reports, PR can ascertain how certain issues have changed over the course 
of several months or years.

Analytics for PR Measurement

Google Analytics is a prime resource to pull proprietary data that can strengthen 
media relations and improve the company’s PR program. By measuring in-house 
data gathered via Google Analytics, PR can better analyze its impact, Chel Wolverton 
asserts in Google Analytics 101: 5 Metrics for Public Relations.

Wolverton outlines several metrics in Google Analytics that can help PR pros under-
stand how the audience responds to their content on websites, blogs, social media 
accounts, and mobile devices. These metrics include:

New Unique Visitors

New Unique Visitors, the number of people who have visited your website for the 
first time, offers a look at how well your awareness efforts are paying off. If new visi-
tors don’t increase over time, it’s time to give your PR efforts a boost.

Returning Visitors

The more earned media you get, the more trust your audience should develop. Re-
turning Visitors is a proxy for trust that you are keeping your promise to customers, 
Wolverton explains. If returning visitors or fading, PR should reexamine their com-
pany’s messaging: What has changed that’s driving away loyal customers?

Mobile Visitors

The more mobile customers you have, 
the more importance you should be 
placing on mobile optimization for con-
tent. Google Analytics can help deter-
mine the website’s percentage of mobile 
visitors and can also break down mobile 
visitors by device. Lots of iPhone and 
iPad users, for example, should signal to 
PR that all content and multimedia must 
be optimized for Apple products.

 PR should also be analyzing metrics 
that track the audience’s journey, from 
the page they enter the website to the page that makes them leave. Bounce Rate is a 
particularly important metric because it highlights the percentage of people who leave 
the website after viewing only one page. A high bounce rate — above 50% — signals 
the need to add more links and/or compelling content that encourages visitors to stay around.

Bottom line: data and measurement are not just for marketing. Numbers and facts 
gleaned from big data can supply PR with headlines and content to grab the media’s 
attention. Metrics delivered via Google Analytics allows PR to assess its performance 
and pinpoint weak areas. If PR specialists aren’t working with numbers, they’re miss-
ing out on huge opportunities for media relations and self-improvement.
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Taking Measurement to the Next Level: Contextual 
and Predictive Analysis 
Marketing Profs

 With all the powerful media monitoring 
and measurement tools available, most 
brands have little problem collecting 
the media clips and data they need.

It’s what they do with all that data that 
often presents a challenge. 

To succeed in media monitoring and 
analysis, organizations require deeper 
insight into what the data is saying, and 
how it affects the business. With such intelligence, brands can improve products and 
services and be better prepared for to manage issues and risks.

Sentiment is the Tip of the Iceberg

There are limits to how companies and brands can react to generalized sentiment in-
dicators, Greg Mancusi-Ungaro observes in Pinpoint Reputational Risk to Prevent 
Brand Damage. A more granular approach that hones in on context and specific re-
sponses can identify and proactively address specific real concerns.  In other words, 
understanding what media monitoring and analysis is telling you requires having a 
human dig into the specifics.

An organization can do very little with a report showing that 50 percent of audience 
conversations mentioning the brand that week were negative. It becomes valuable 
only if you look into the context of those conversations to identify the causes of the 
negative sentiment and be able to take corrective action. Sentiment monitoring, 
then, is an early warning system that needs deeper analysis on specific causes – and 
corrective follow-up.

Mancusi-Ungaro presents the following example: a local company pulls its sponsorship 
of a town baseball field. Rather than settle with a sentiment analysis report, the company 
decides to delve further into the context of these conversations. It discovers that some 
community members were planning a protest. The discovery gave the company time 
to prepare for the crisis rather than read about it in the newspaper the next day.

Media monitoring must go beyond sentiment analysis so organizations can identify 
the true nature of any negative perceptions and take action immediately.

Finding Patterns to Draw Conclusions

New technologies allow companies to look across multiple data sets for a big-picture 
view. Media monitoring data reveals patterns, and these patterns offer conclusions 
and predictions.

Such data might include market trends that companies can use to predict outcomes 
and change their products and strategies accordingly. For example, Wal-Mart cre-
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ated @WalmartLabs to comb social media conversations for retail trends. The 
brand mines Twitter, Facebook, blogs and search activity to track online chatter for 
holiday toys, season merchandise and other commerce trends. If it sees a high vol-
ume of chatter about Angry Birds merchandise in October, Wal-Mart knows to boost 
its order for those toys for Christmas sales.

Organizations must unlock the value of media monitoring and measurement by 
transforming data into meaningful insights — and act on those insights to improve 
products, services and customer satisfaction. This requires a two-tiered approach: 
honing in on individual conversations, and stepping back for a bigger-picture view to 
find patterns. Both approaches provide telling insights brands need to take action.
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Customizing PR Measurement with the 
“Kick-Butt Index”
Katie Paine / Social Media Today

PR Media measurement for PR will 
never have a one-size-fits-all solution 
because every organization client sets 
its own parameters for goals and suc-
cess. A media mention that one com-
pany, government agency or non-profit 
organization sees as unimportant may 
be a huge factor home run for the next.

Enter the “Kick-Butt Index,” a PR metric 
formulated by Katie Paine that gauges 
the success of earned media based 
on what the organization considers to 
be its ideal article. Instead of guess-
ing the value of a media mention, PR 
can evaluate how well it “kicked butt” 
based on criteria that the organization 
considers meaningful.

In How to Measure PR in the Digital Age: The Kick-Butt Index, Shelley Pringle 
explains how Polaris Public Relations uses KBI to measure public relations in a way 
that’s relevant for each of its clients.

Step 1: Define What Kicks Butt

To find a client’s KBI, the PR agency or staff must identify the organization’s ideal 
attributes of success, whether they be key messages, headline mentions, positive 
sentiment, etc.

To figure out what “kicks butt,” among their clients, Paine recommends organiza-
tions make a list of the following success factors:

1. Desired outcome(s) of the campaign or launch.
2. Key messages, ranked by importance.
3. Influential media sources.
4. Target stakeholders.
5. Key competitors.

Step 2: Assign Values

Once you identify attributes, ask your client or organization to assign a value to each 
for a total value of 10. The values should reflect how the organization will incorpo-
rate the metrics into their bottom line.
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Here’s a sample KBI from Pringle:    

Step 3: Compare to Measurement Results

After you assign values to the attribute, you can integrate your KBI with media 
measurement results. Score each media mention, tally the score and divide it by the 
number of total media clips.

This will leave you with the final average KBI for that measurement report.  You 
might also want to calculate the mean KBI.

Step 4: Benchmark KBI

A perfect 10/10 for every media mention is unrealistic. PR pros must set a bench-
mark KBI that will show their clients whether a recent campaign or press release 
was successful. Pringle suggests aiming for 70%. If you find that media mentions are 
averaging 4s and 5s on the KBI, you know you have some work to do.

Bottom line: the KBI isn’t perfect, but it’s a step closer to “standardizing” PR mea-
surement. KBI customizes the PR measurement process for each client’s needs, al-
lowing a company, government agency or not-for-profit organization to define their 
success more precisely.  

2

3

2

2

1

10

Brand name is mentioned

Tier-1 media

Contains a key message

Motivates reader to purchase

Picture of the product or store

Attributes Score

Total:
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Why Measurement Companies Are Failing                  
to Deliver Their Promises
Katie Paine Publishing

Several social media measurement 
companies underwent major mergers 
and consolidations over the past few 
years.  Now, a similar upheaval may be 
reshaping the landscape for integrated 
media monitoring and measurement 
services. 

The consolidations included:

• MarketWired bought Sysomos
• Salesforce’s purchase of Radian 6
• Attensity’s purchase of Biz 360
• Visible Technologies acquiring Cymfony
• GTCR’s merging of Cision and Vocus

These integrated services offer monitoring and measurement of news and social 
media, often together with other PR and marketing services, such as press release 
distribution.

But these acquisitions haven’t benefited all parties. Katie Paine exposes an impor-
tant issue about the media monitoring and measurement industry in Market Merg-
ers Bring Good News to Shareholders, Not So Much to Customers. In Paine’s 
view, most of the acquisitions benefited the companies, but not their customers. 
The acquisitions currently in process may have the same effect.

Following GTCR’s acquisition of Vocus and Cision to form a media monitoring and 
measurement behemoth, customers may be wise to consider the services of small-
er, independent monitoring and measurement companies that offer equivalent 
services at a lower cost and with more customized service.

While the big-name companies promise automated measurement and evaluation 
software, Paine points out that they leave clients swimming in data — overrun by 
features most customers don’t need or want.

The result: customers end up feeling over-promised, under-serviced and not having 
gained any real business advantage.

The moral for PR clients: research media monitoring and measurement services ex-
tensively before purchasing. Most offer free demos and free trials so you can see for 
yourself what the company can truly deliver. Don’t get mesmerized by shiny features 
— the service must first and foremost be able to meet your organization’s measure-
ment goals for PR and marketing. Avoid long-term contracts to protect you against 
buyer’s remorse.

Paine’s call-to-action to suppliers of measurement services is to keep customer 
needs at the top of the agenda. Recognize that clients ultimately want to gain action-
able insight, not an overload of data that they have little time or resources to sort, 
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analyze and understand.  Raw data and pretty charts, in other words, don’t deliver 
insight that aids business decision-making.

As measurement companies stay locked into a feature war, customers must stay 
focused on what’s really important: accurate, actionable insights that inform busi-
ness decisions.
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Part 2: Social Media Measurement: 
Techniques to Achieve Real Insight

Choosing a Social Media Monitoring Service:                      
Core Requirements vs. Bells and Whistles
An effective measurement strategy starts with a comprehensive social media moni-
toring service. The significant growth of social media monitoring tools has resulted 
in dozens of services with shiny features like sentiment analysis, real-time analysis 
and flashy graphs. These features can be helpful, but they aren’t what communica-
tions professionals should focus on. PR and marketers must search for a service that 
delivers conversations, market insight and potential leads. Full Article > 

Social Media Measurement: If It’s Not Measurable, Is It 
Still Important?
Marketing and PR are pondering a social media measurement riddle: If a social media 
result can’t be measured, can it be important? Critics of intangible measurement say 
metrics that don’t correlate to return on investment are worthless. But others argue 
that many important business outcomes can’t immediately be measured. Full Article >

Social Media Measurement: Turn Likes and Followers into 
Actionable Performance Insights
Many brands get so caught up with measuring social media numbers that they for-
get to transform those numbers into actionable insights. Capturing data is the easy 
part of social media measurement. The hard part is figuring out where it fits into the 
overall marketing goals and the company’s business goals. Full Article >

Social Media and the Sales Funnel: Where Does It Fit?
It’s time for marketers to truly understand the value that social media contribute 
to the sales funnel including relationships made with customers after the sale. By 
integrating social media metrics into all stages of the funnel, marketers can pinpoint 
how social media fits into sales and better determine ROI. Full Article >

What to Count in Social Media Measurement:                      
Impressions vs. Relationships vs. Other 
The addition of Views as a Google+ metric is part of an ongoing social media mea-
surement issue that encourages marketers to focus on numbers with little market-
ing value. While Views or Impressions indicate the reach of a brand’s message, mar-
keters can better assess performance through metrics that measure relationships 
with their audience and impact on business outcomes. Full Article >

Using Social Media Measurement to Give Consumers Control
Technorati 
Brands use social media measurement mostly to evaluate the performance and ROI 
of social media campaigns. But can they do more with that data? Social media data 
can make advertising and content marketing more useful and acceptable to con-
sumers — and put them in charge of their brand experiences. Full Article >
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Social Media Measurement Tips “for the Rest of Us”
Shonali Burke Consulting
Social media measurement has become de rigueur for big businesses with big bud-
gets. But what about social media measurement for the rest of us? Shonali Burke 
examined social media measurement tools and tactics for small and mid-sized busi-
nesses in a recent webinar that emphasized identifying the goals of the campaign 
first rather than trying to squeeze measurement into a vacuum. Full Article >
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Core Requirements vs. Bells and Whistles
CyberAlert

The significant growth of social media 
monitoring tools has resulted in dozens 
of services with shiny features like sen-
timent analysis, real-time analysis, and 
flashy graphs.

These features can be helpful, but they 
aren’t what communications profes-
sionals should be focusing on, Anne 
Potts observes in I Need to Know 
Now: Is Media Monitoring Keeping 
Up with Me? 

Organizations shouldn’t choose a media monitoring service based solely on bells 
and whistles or graphing/charting capabilities. They must first evaluate the needs of 
key audiences whom media monitoring directly impacts. These audiences include:

• Executives. Social media monitoring delivers key competitive and market 
intelligence. A media monitoring service must meet decision-makers’ need to 
know what’s going on — while filtering out irrelevant noise and clutter. What 
are the changes in the marketplace? What are competitor’s doing? How are 
our products being perceived? Are there any emerging issues?

• Partners. If your organization shares any communications initiatives with a 
partner, social media monitoring can offer important information on the is-
sue.

• Sales/Marketing. Sales and marketing apply social media monitoring data 
directly to daily activities. They can use the data to advance brand awareness, 
fill pipelines, target customers and improve campaigns.

The value of a social media monitoring service is to provide insight into the market-
place.  The key criteria in evaluating a media monitoring service is: does it deliver the 
information needed by executives, partners, and sales/marketing?

As Craig Jamieson puts it, social media monitoring is sonar for sales and commu-
nications. It pinpoints where you should be looking. Businesses need to listen to the 
social media “pings” to determine if you’re reaching your target.

Social media monitoring services come equipped with all types of add-on features, 
but the core value boils down to being a powerful warning system. Social listening 
means finding all the relevant pings, responding to them, and then tracking the ping-
backs. Furthermore, PR and marketing professionals must be able to convert this data into 
relevant insights. Dumping a bunch of data on your executive’s desk helps no one.

Instead of focusing on shiny features, focus on the following types of social media 
information that delivers valuable PR and marketing insight:

• Conversations that generate leads. An effective social media monitoring tool 
can cut through the noise and deliver only the conversations that lead to business.

• Brand mentions (good and bad). Positive brand mentions are opportunities 
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to turn customers into brand advocates and convince potential customers of 
your value. Negative brand mentions are opportunities to address customer 
concerns and change perceptions of your brand.  The trend in brand men-
tions provides insight on brand momentum.

• Potential customers. Listen for clues that can help your brand develop new 
relationships: a consumer asking for recommendations or an unsatisfied cus-
tomer complaining about a competitor’s products.

• Competitive and market insight. Competitors can run, but they can’t hide. 
Monitor competitor keywords to find out who they’re talking to, and what 
they’re talking about. Brands can use social media monitoring to learn about 
and better prepare for new products and market trends.

Bottom line: don’t be fooled by a flashy social media monitoring service that can’t 
deliver the data you need. Establish the goals and needs of your department and 
organization, and find a service that can meet them.
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Social Media Measurement: If It’s Not Measurable, 
Is It Still Important?
CyberAlert

You know the old puzzler: “If a tree falls 
in a forest and no one is around to hear 
it, does it make a sound?”

Marketing and PR are pondering a 
similar riddle: If a social media result 
can’t be measured, can it be important? 
If there’s no metric to compute a result, 
does the outcome still have value?  

Brands continue to struggle with social 
media measurement. A recent poll by 
Useful Social Media reported that only 
50% of companies attempt to measure social media return on investment.

Why so low? Useful Social Media blames online “social media gurus” for enabling 
bottom-line metrics like Return on Influence, Return on Engagement and Return on 
Relationship. These “immature approaches to measurement” hinder marketers from 
proving the financial value of social media to executives.

Financial value is everything, say critics of intangible measurement. If “vanity met-
rics” like raw page views and likes don’t correlate to the metric that really matters — 
conversion rate — then there’s no reason to measure them.

But opponents like Alex Houg argue that the most important business outcomes — 
offline word-of-mouth, positive customer experiences, etc. — can’t be immediately 
measured. And just because something can be measured, doesn’t mean it’s impor-
tant. It all relates to company goals.

The Conclave on Social Media Measurement Standards (#SMMStandards) echoes 
the notion that social media measurement outcomes can be intangible. Social media 
measurement standards developed by a network of companies, public relations 
agencies and industry associations state the following in a definition for impact and 
value:

“Impact and value represent the ultimate outcome of a social media effort…It is of-
ten confused with the term ROI. While ROI might be one outcome, it is far from the 
only impact or value that can be attributed to social media.”

If your company’s goal for social media is brand awareness or reputation building, 
the metrics and outcome will certainly vary from the traditional ROI. It’s quite dif-
ficult to measure the financial worth of a higher search ranking on Google or a tweet 
from a highly-influential person. These beneficial but difficult to calculate outcomes 
challenge the sanctity of ROI-based measurement.

Our opinion: the measurement charts and graphs won’t show the value, but ulti-
mately the business will. 
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Social Media Measurement: Turn Likes and             
Followers into Actionable Performance Insights
Moz

Likes do not equal engagement, and big num-
bers do not equal influence. Many brands get so 
caught up with measuring social media numbers 
that they forget to transform those numbers into 
actionable insights. 

It’s easy to gather likes and followers from your 
social media channels. But how do those numbers 
really help your brand? As Katie Paine (a.k.a. “The 
Queen of Measurement”) constantly reminds us:

“Don’t measure what’s easy. Measure what matters.”

In Social Engagement Metrics that Matter — 
Measuring, Tracking and Reporting FTW, Jen 
Lopez details the process Moz uses to measure 
social efforts. The key to a successful measurement strategy is to redefine engage-
ment by translating general social media numbers into actionable business insights. 
They go “for the win” in two simple steps:

Step 1: Track and transform metrics.

The first step toward measuring engagement is to aggregate numbers across owned 
media channels. This includes your blog, your website, and all relevant social media 
networks.

Lopez recommends using TrueSocialMetrics, a free tool connects to up to eight so-
cial networks and your blog. It plugs in the number of posts, comments, shares and 
favorites your brand receives on each network and transforms them into “metrics 
that matter,” which are:

• Conversation rate (comments per post)
• Amplification rate (shares per post)
• Applause rate (likes/favorites per post)

TrueSocialMetrics also enables you to connect your Google Analytics account so you 
can measure the Economic Value of posts to your engagement goal. These rates and 
values effectively report outcomes instead of activities.

Step 2: Align metrics with goal(s).

Businesses must unlock the value from the numbers by transforming them into 
meaningful insights to implement improvements in products, services and customer 
support. To align the data with your goal, the metrics must include past perfor-
mance. Moz keeps a spreadsheet and adds metrics from TrueSocialMetrics weekly, 
Lopez says. Marketers can then calculate the increase or decrease from past weeks, 
and see where the numbers fit in the overall goal.
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See the spreadsheet below that measures Moz’s weekly Key Performance Indicators 
and performance as an example:

In addition, Moz compiles monthly reports of social media performance, which it 
distributes to the entire staff.

Bottom line: capturing data is the easy part of social media measurement. The hard 
part is finding out where it fits into the overall goals of marketing and the company. 
This requires looking at the big picture: compare to past efforts, find trends, and 
point out areas that need improvement.

Courtesy of Moz
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Social Media and the Sales Funnel: Where Does It Fit? 
The Future Buzz

It’s time for marketers to truly understand the value social media measurement 
contributes to the sales funnel.

Some studies still point to email marketing as the clear winner in driving purchases. 
But this research ignores how customers enter and flow through the sales tunnel, 
Muhammad Saleem explains in The No-Nonsense Guide to ROI in Social Media. 

The traditional sales funnel is incomplete because it neglects relationships made 
with customers after the sale. As a result, marketers:

• Don’t understand social media’s role in the funnel,
• Don’t set the correct goals to achieve through social media,
• Don’t associate the correct metrics for social media success.

The Traditional Sales Funnel
The following components make up the traditional sales funnel:

Top Funnel Impact describes the process of consumers discovering brands and 
products. The goal is to enable maximum exposure for the brand through seam-
less syndication across the platforms where your target audience participates and 
engages.

Top funnel metrics include views, likes, follows, subscriptions and bookmarks.

Mid-Funnel Impact characterizes consumer actions that indicate he/she is inter-
ested and looking for more information about the brand or products. A deeper 
relationship in this stage enables marketers to go from engaging on a third-party 
platform to a company-owned hub where you can assert more control over the con-
sumers’ experience and guide them to the bottom of the funnel.
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Mid-funnel metrics include visits, page views, time spent onsite, shares, retweets, 
comments and inbound links.

Bottom Funnel Impact generates a lead and/or finalizes a sale. At this stage, mar-
keters can capitalize on their investment and use calls-to-action to lead the consum-
er to the checkout counter.

Bottom funnel metrics include form completions and leads converted.

Where Does Social Media Fit?
The traditional sales funnel measures ROI independent of any multi-channel marketing 
strategy, leading marketers to conclude social media did not directly lead to the sale.

However, several social media metrics can be integrated into the sales funnel pro-
cess. When applied to goals, these metrics show how social media led prospective 
customers from the top of the funnel to the sale, and then back to the top of the 
funnel again.

According to Saleem, these metrics include:

• Association, which measures opt-in association by users on social media. 
Includes Facebook likes, Twitter follows, etc. Social media association results 
in a long-term audience you can market to at will, for free, as opposed to paid 
search campaigns that have no guarantee of long-term exposure.

• Engagement, which results in highly targeted exposure and brand aware-
ness. It can also drive down the cost per impression, cost per click, and cost 
per acquisition associated through paid media.

•  or brand advocacy, which defines the word-of-mouth (consumer-to-consum-
er) conversations that is more effective than business-to-consumer conversa-
tions.

• Social proof, arguably the most important factor in the first two stages of the 
sales funnel, prove authority, credibility and trust for moving other prospec-
tive customers through the sales funnel.

• Search signals, which are improved with social media activity and make it 
easier for customers to find your brand. Social media presence, brand men-
tions and brand influence are all SEO signals.

Bottom line: by integrating social media into all stages of the funnel, marketers can 
pinpoint how social media fit into sales and better determine its ROI.
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What Counts in Social Media Measurement:                         
Impressions vs. Relationships 
INSEAD Knowledge / Social Media Today

Recently, our marketing team noticed the number of likes on the company Google+ 
page seemed to have dropped significantly overnight. Upon closer investigation, 
we realized Google had replaced “Likes” with “Followers,” and had also added a new 
metric: page views.

The change to require Google+ users to Follow a page rather than Like it is minimal 
(though it did give us quite a scare).

The addition of Views is part of an ongoing social media measurement issue that 
encourages marketers to focus on numbers with little marketing value.  This is true 
not just for Google+, but also for Facebook and LinkedIn, which both report impres-
sion metrics.

Page views (also called “impressions”) often encourage social media users to post 
more frequently so they can bulk up the numbers — resulting in low-quality content 
and poor engagement. The number assumes more views will equal more business. 
While impressions indicate the reach of a brand’s message, marketers can better as-
sess performance through metrics that measure relationships with their audience.

Focus on Engagement, Not Impressions
Unlike other communication channels that rely on impressions to represent out-
comes, social media is a “flow media” defined by the depth and breadth of relation-
ships between brands and stakeholders, David Dubois asserts in The Future of 
Social Media ROI: From Likes to Relational Metrics.

Courtesy of Theis Kofoed Hjorth
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And while organizations often focus on their positional equity, or the quantity that 
represents their position in a network, they must also give attention to metrics that 
measure the quality of their relationships with their community and stakeholders — 
what Dubois calls “relational equity.”

Relational metrics involve:

• Comparing fans and follower count against competing brands.
• Measuring the brand’s relationship with the community through comments 

and responses to those comments.
• Assessing the social sentiment of feedback, posts and responses about the 

brand.

Steve Rayson outlines some of the primary relational metrics in How to Use Social 
Analytics to Improve Your Performance. They include:

Positive Feedback
Positive comments and feedback offer a much more valuable performance assess-
ment than page views. Media monitoring services like CyberAlert keep track of com-
ments and overall brand sentiment.

Content Shares
Shares signify that content was worthy enough for a consumer to recommend it to 
peers. It’s a much more powerful endorsement than likes and +1s.

Conversations
Generating buzz about your brand is an effective indicator of engagement — espe-
cially if those conversations take place outside the network or channel in which you 
post the content. They also reveal important data about how consumers perceive 
your brand.

Conversions
Conversions are inarguably the most important metric to assess social media per-
formance. Retrace customers’ journies from their final interaction that led to the 
conversion to their starting point, or the link they landed on.

 a brand’s performance on social media relies on the relationships it creates with the 
audience. Views do not signify a relationship. Focus on the metrics in which a con-
sumer actually took action, and determine what that action means for the brand.
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Using Social Media Measurement to Give               
Consumers Control
Technorati

Social media activities produce big data. Brands use these numbers mostly to evalu-
ate the effectiveness and ROI of social media campaigns — and develop programs to 
achieve greater social media success.

All well and good, but can brands do more with that data? Might it be possible to use 
social media data to make advertising and content marketing more useful and ac-
ceptable to consumers?  Might consumers like to control the ads and other market-
ing materials they see?  

In Understanding Every Social Media Second of Your Brand Reputation, Chris 
Biscoe offers several best practices for companies that involve using data to 
strengthen their relationship with consumers.

These practices include:

Give your audience control of their data.
Consumers’ worry quite a lot about online privacy with 92% of U.S. Internet users 
expressing some level of concern.

Consumers are becoming smarter about managing their privacy on the web and 
apps. Not giving them control over their privacy can hurt business. 

According to Biscoe, brands that give users a voice in how their data will be used 
win the engagement game. More than 80% of apps access user data and can share 
location data. Aware of consumers’ privacy concerns, many app providers and web-
sites now provide users control mechanisms in the apps to specify which user data 
the apps can access.

Consumers are becoming smarter about managing their privacy on the web and 
apps. Not giving them control over their privacy can hurt business. Courtesy of TRUSTe



The 2014 
Measurement
Handbook for 
PR, Marketing
& Social Media:
Social Media 
Measurement: 
Techniques 
to Achieve 
Real Insight

48

Grant customers control over ads.
Empowered consumers want more choice over their advertising experiences.  was 
one of the first companies to embrace customer-controlled ads. While watching TV 
shows online, Hulu customers are asked the question, “Is this ad relevant to you?” 
and even approached with a survey over which types of ads they prefer.

To minimize irrelevant ads, brands might also consider developing native advertising 
content based on data about audience demographics, habits and interests.  Custom-
ers often react more favorably toward native advertising (i.e.: content marketing) 
materials than banner advertising.

Engage, don’t interrupt.
Consumers want interaction with brands to take place on their own terms. The ma-
jority of brand conversations with individuals should be responses to their inquiries.

Social media monitoring also uncovers more general customer questions, such as 
suggestions for a new product or service. Brands can take advantage of these open 
invitations to tell customers about features and benefits.

Stop guessing, start asking.
Better questions result in better answers. The most effective way to collect custom-
er data without intruding on their privacy is to ask them directly. While automated 
measurement tools like sentiment analysis paints a general picture of brand percep-
tion, it’s not 100% accurate.

Consider developing a survey or creating a poll at the bottom of blog posts like “How 
satisfied are you with this article?” Doing so not only assess which content is most 
effective; it also strengthens direct engagement between the brand and its audience.

 

Hulu’s Ad Tailor allows customers to choose their ad experience. Courtesy of Hulu
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Be honest and transparent.
Every brand must deal with negative customer opinions. Trying to cover up harsh 
reviews and angry customers does more harm than good by creating the impression 
that the brand doesn’t honor customers’ opinions. 

Direct response is the only solution. Apologize, address the problem, thank the cus-
tomer for bringing the issue to your attention, and set about to solve the problem.

It’s also worth following up with the customer to ensure your solution worked and 
that they’re satisfied.

Bottom Line: Social media data tells a bigger story beyond how many people 
viewed a page or clicked on a link. Brands can use social media measurement data 
to develop stronger relationships with consumers, build their online reputation, and 
enable customers to choose the types of materials and engagement they prefer.

Courtesy of Chris Biscoe
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Social Media Measurement Tips “for the Rest of Us”
Shonali Burke

Social media measurement comes easy for big businesses with big budgets. Usually, 
such companies subscribe to high-end media monitoring services and enjoy regular, 
automated measurement reports. 

But what about social media measurement for the rest of us? 

Without accurate measurement of social media, it’s impossible for businesses, no 
matter their size, to assess performance. Which is why it’s essential to identify the 
goals of a campaign first rather than coordinate a strategy and squeeze measure-
ment into the puzzle, says Shonali Burke, President and CEO of Shonali Burke Con-
sulting, Inc.

In a webinar titled “Social Media Measurement for the Rest of Us,” Burke exam-
ined social media measurement tools and tactics for small- and mid-sized business-
es (SMBs) and the PR firms that represent them.

Many PR and marketing departments and their agencies struggle with incorporat-
ing measurement into their programs, she states. But it should be the other way 
around: we should instead consider how our strategies fit into measurement.

Burke identifies the following problems and categorizes them as indicators of “bad 
measurement”:

• Impressions are the be-all/end-all
• Use of AVE (ad value equivalency), or trying to acquaint PR-generated content 

(earned media) to advertising content (paid media)
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• Little to no research
• Data is not quantifiable or bound by time
• Data is not tied to goals or business outcomes
• Data is not used to make decisions

Good measurement, rather, helps PR and marketing listen, analyze, and implement 
insights to improve communications for better business results.

Burke listed the four steps for attaining good measurement:

Step 1: Begin at the end
PR and marketing must identify their goals and plans for measurement from the get-
go. Ask: what do you want prospects to do? What needs to happen?

Step 2: Use only the tools you need
Don’t be thrown by the flashy features offered by major measurement services. 
Measurement services are locked into a feature war, which distracts businesses 
from what’s really important: actionable data that inform business decisions. 

SMBs can be more productive with a measurement tool or service that delivers 
a big-picture reports containing only the data that they need to know. Bells and 
whistles often distract from core results.

As Burke puts it, it’s easy to get sucked into the tools. But remember, you’re not 
measuring Twitter, Facebook or Google+. You’re measuring your PR campaign and 
its initiative. Social media measurement tools are the means to an end, not the 
end goal.

Step 3: Track
Social media measurement requires comprehensive media monitoring for accurate 
results. Burke recommends monitoring social media conversations for hashtags, 
links and keywords to determine the full impact of your campaign. Several free 
tools, including bit.ly and Google URL shortener, supply analytics for tracking links.

Then, apply the data to the benchmark set during Step 1 and compare how the 
results stack up.

Step 4: Tie it together
It’s helpful to have a strong social media measurement service that delivers data 
accurately and timely. But Burke reminds measurers not to forget an important 
measurement tool: your brain.

To unlock the value of social media measurement, companies must transform data 
into meaningful insights and actions that deliver business results. A report totaling 
social media mentions, for example, should be tied to web traffic, downloads and/or 
subscription forms completed.

Bottom line: social media measurement starts with the question, “What are the 
business goals?” It’s then up to PR and marketing to define the steps, tactics and metrics 
to achieve those goals. Keep in mind Burke’s quick-summary “measurement smarts”:
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• Define your measurement universe
• Take 1 oz. of research over 1 lb. of pain
• Impressions mean nothing on their own
• Context is everything
• Begin at the end
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Part 3: Marketing Measurement: 
Implementing Metrics That Matter

Why Your Content Marketing Isn’t Working
While almost all marketers agree content marketing is important, an overwhelming 
85% admit their content is only somewhat effective, or less so, at generating rev-
enue.  Why is content marketing strategy not  as effective as marketers would like? 
Some of the underlying reasons: poor writing, lack of commitment and inadequate 
SEO. Full Article >

Content Marketing Measurement in 5 Easy Steps
Measurement calculates if your content marketing efforts are really working. But 
how do you define what’s “working” for a marketing strategy? Measurement should 
show that your content marketing activities support both your marketing and busi-
ness goals. The golden rule: measure key performance indicators (KPIs); don’t mea-
sure just for the sake of measurement. Full Article >

Collecting Insight from Basic Marketing Metrics
Marketers can improve content strategy even with the most basic metrics — and 
sometimes, that’s all it takes. Basic metrics include traffic, engagement, social shares, 
inbound links and conversion rates.  Measuring them accurately can improve mar-
keting results. Full Article >

9 Marketing Metrics Better Than Page Views
If your marketing strategy revolves around page views, you’re measuring success 
based on what are likely flawed assumptions and data. Though page views have 
some utility, other metrics more accurately reveal marketing and business per-
formance. The more valuable marketing metrics offer more conclusive and telling 
information than page views. Full Article >

Data Misinterpretation: 4 Marketing Measurement  
Myths Exposed
Data is not always what it seems. A common misconception is that more page views 
mean more interested customers. But that’s not so: one of every three site visitors 
spends less than 15 seconds reading an article.  That’s just one of the misunder-
standings about click-through rates, web traffic, native advertising and social sharing. 
Full Article >

New Marketing Standard: Measure Online Ad Viewability, 
Not Impressions
In 2012, businesses paid for 1.8 trillion online display ads that were never seen, ac-
cording to Quantcast research. Unseen ads have several causes, but the underlying 
reason is that advertisers and marketers pay for ads that are served, not for ads that 
are viewed. Optimizing campaigns for viewability enables marketers to direct the 
marketing budget toward higher-quality ad placements that have a better chance of 
impacting customers’ purchasing decisions. Full Article >
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Using Integrated Marketing Measurement to Make         
Better Decisions
An integrated marketing measurement approach is essential to uncover meaning-
ful insights and drive growth, reports McKinsey & Company. According to McKinsey 
studies, the greatest returns come when marketers use measurement approaches 
jointly. Integrated measurement reduces biases in any one measurement method 
and enables leaders to identify which activities produce the best return. Full Article >
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Why Your Content Marketing Isn’t Working
NewsCred / AllTop Startups / TopDog Social Media
While almost all marketers agree content marketing is important, an overwhelming 
85% admit their content is only somewhat effective, or less so, at generating revenue. 

The chart below illustrates a recent survey by Forrester Research that asked market-
ers about their company’s content marketing efforts.

In Content Marketers Have No Idea What They’re Doing, Amber van Natten ob-
serves the underlying reasons behind marketing’s disconnect from wanting to pro-
duce high-quality content — to actually doing it. The most common reasons were:

• No comprehensive content marketing strategy in place.
• Brand narcissism: Forrester’s study showed most brands create content solely 

around product and brand offers. Very few brands made quality content like 
stories, case studies, research and industry insights a primary focus of their 
efforts.

• Poor commitment: 72% of marketers said less than half their staff plays a 
primary role in content marketing.

We did some research of our own to determine why your content marketing strat-
egy may not be as effective as you’d like. Here’s what we found:

It doesn’t achieve goals.
Brands are placing too much emphasis on content creation, resulting in over-pro-
moted and underwhelming content, says Brad Shorr, director of B2B marketing at 
Straight North. Unless marketers connect content to SEO goals, conversion goals, 
branding goals, etc., “the whole castle will collapse.”

Marketers must decide why they’re creating content, and its value to the brand. Then, 
figure out what types of content you need to create in order to achieve the goals.
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You’re not measuring.
This is where most brands fall short, according to Forrester’s research. Marketers must 
measure regularly their content marketing progress to determine how it matches 
up with customer retention, brand awareness and growth. Establishing key perfor-
mance indicators (KPIs) will help better measure success. For more tips on measur-
ing content marketing, see: Content Marketing Measurement in 5 Easy Steps.

Audiences aren’t getting their questions answered.
Audiences want content that answers their questions and educates them about 
industry issues, product categories, and branded products. Most of all, profession-
als want to know how to do their jobs better. Brands can monitor social media, blogs 
and forums to identify questions any given audience is asking. Tapping into cus-
tomer service data from the call center can also help determine the biggest issues 
customers have with the company’s products or services.

You can also research hot industry topics using Melonie Dodaro’s advice in 5-Step 
Content Marketing Checklist:

• Use Google Keyword Planner to find relevant keyword phrases people use 
when searching.

• Peruse Twitter for popular topics related to your keywords.
• Run Google searches to find other pages that rank high for your keywords.
• Create a list of major points you want asked and answered in content.

Content is ugly.
Most readers skim content marketing articles.  Huge blocks of text repel most readers.

Dodaro encourages marketers to write content that readers can scan quickly and 
easily.  Specific tips:  

• Don’t let paragraphs run longer than three lines.
• Include images every 300 words.
• Use sub-headers to break up sections.
• Create a compelling headline.
• Make bullet points and lists.
• Link to other valuable resources.

Content isn’t optimized for search.
Panda 4.0 was a major algorithm update for Google, and content creators must 
consider how it changes their content strategies. Here are some of Carrie Morgan’s 
tips for maintaining a strong SEO presence:

Avoid duplicate content. Sites with duplicate content experienced a steep drop in 
traffic after Panda 4.0. If you frequently repurpose content, make sure to change the 
headlines and text throughout.

Don’t scrape content from other sites. If you reference other work, summarize 
the copy in your own words or use quotes, and be sure to credit the author and link 
back to the article.

Write longer content. Google no longer focuses on the presence of keywords. It 
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looks at the quality and relevance of content. Longer content helps Google under-
stand context and build semantics around the industry and topics. Aim for at least 
600 words, and occasionally write in-depth content with more than 2,000 words.

Promote content through the right channels.
Sending your content through every possible channel can actually dilute the brand’s 
image, reports Tessa Wegert. It’s best to focus on channels that make the most 
sense for your company and its audience. For example, Instagram may work well 
for a travel magazine or clothing company, but a software company won’t likely see 
much engagement on an image-based social network.

Bottom line: the most effective content marketing strategies are well-planned and 
match the company’s marketing goals. Content marketing success should be mea-
sured in terms of business goals. [Tweet this]
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Content Marketing Measurement in 5 Easy Steps
Content Marketing Institute / Econsultancy / TopRank Blog / 
ExactTarget
Measurement is the only way to deter-
mine whether your content marketing 
efforts are really working.

But how do you define “working” for a 
marketing strategy? According to Cathy 
McPhillips, your measurements should 
show that your content marketing activi-
ties support both your marketing and 
business goals. 

It’s not as difficult as it seems, assures 
McPhillips. To prove it, she takes marketers through Content Marketing Institute’s 
measurement path in A Simple Plan for Measuring the Marketing Effectiveness 
of Content. Here are the steps marketers can mirror to create a measurement plan 
that accurately reflects content performance:

Step 1: Prioritize marketing goals.
If you haven’t agreed on goals with your management team, now is the time to do 
it.  Identifying goals will also help you decide how frequently to collect data. If your 
monthly goal is to increase newsletter subscriptions, for example, you’ll need to 
watch certain metrics weekly to make sure the results are on plan.

Step 2: Identify KPIs.
Everyone involved in the content marketing and measurement process must un-
derstand the core key performance indicators (KPIs) so they know how their work 
impacts overarching company goals.

In What KPIs Are You Using to Measure the Impact of Content Marketing?, 
Christopher Ratcliff shares a list of KPIs marketers can use to measure performance, 
split into relevant categories. They include:

• Revenue and Conversion
• Conversion rate
• Average order value
• Revenue
• Traffic
• Total visits
• Unique visitors
• New vs. return visits
• Engagement
• Dwell time (time on site)
• Pages per visit
• Bounce rate
• Social shares
• Comments and likes
• Product reviews
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• Banner click-through rate
• Offline
• Visits to store
• In-store purchases
• In-store content usage (e.g. scanning a OR code)
• Call tracking

As Ratcliff points out, revenue is a likely byproduct for most all KPIs. If you’re seeing 
positive engagement and page views, revenue isn’t far behind.

McPhillips goes into further detail and lists common marketing KPIs, along with the 
metrics used to calculate them:

Don’t measure simply for the sake of measurement. Your KPIs must accomplish both 
of the following:

• Support key goals
• Be actionable and provide insight for improvement

Step 3: Organize touch points.
Organizing measurement by the activities that represent buyer and brand interac-
tions creates levels of accountability, Lee Odden explains in Attract, Engage, Con-
vert — How to Better Measure and Optimize Content Marketing Performance. 
He encourages marketers to categorize KPIs with three stages:

Website traffic
Page views
Video views
Document views/downloads
Social chatter
Referral links

Blog comments
Likes, shares, tweets, etc.
Blog subscriptions
Conversion rate

Form completions/downloads
Email subscriptions
Blog subscriptions
Conversion rate

Online and offline sales
Manual reporting and anecdotes

% of content consumed by existing customers
Retention/renewal rates

Sales for new products and services

Brand awareness

Engagement

Lead generation

Sales

Customer 
retention/loyalty

Upsell

Goal Possible Metrics
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• Attract. Any discovery touch point, including social media traffic, blog men-
tions and search ranking.

• Engage. Content consumption and interaction, including page views, return 
visitors and social media shares.

• Convert. Any conversion involving a form that captures customer informa-
tion, including subscriptions, sign ups and trials.

Such organization reveals performance indicators and allows marketers to optimize 
performance at the exact touch point that needs it.

Step 4: Measure.
Measuring content marketing isn’t just counting the number of people that viewed 
the page. It also requires tracking the actions people take after they read it. To do 
this, marketers need to pinpoint the worth of each action via simple division.

To calculate the value of a single free trial signup, for example, marketers 
must evaluate two things:

• The percentage of consumers who convert after using the free trial.
• The average transaction of a customer.

So, if your free trial converts 10% of its users and your average transaction is $500, 
each free trial signup is worth about $50.

To calculate less direct metrics, like social media likes, follow ExactTarget’s advice:

Courtesy of TopRank
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Total monthly revenue from Facebook / Number of Facebook likes = Value of a Face-
book like

Step 5: Share data with executives and stakeholders.
The last step in content marketing measurement is formatting the data so it’s easily 
digestible by executive teams and any other stakeholders involved. Make sure the 
data answers questions that respond to your original business and marketing goals.

Bottom line: measurement results that aren’t actionable and don’t match market-
ing goals are useless. Only after you identify goals and KPIs does measurement add 
value to content marketing programs. 
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Collecting Insight from Basic Marketing Metrics
Marketing Profs

Marketers can improve content strategy even with the most basic of measurements 
— and sometimes, that’s all it takes.

In Is Your Content Marketing a Failure? These Five Metrics Can Tell You, Alesia 
Krush breaks down basic marketing metrics and explains how to use them to im-
prove content strategies.

Traffic
It’s quite easy to measure traffic: Google Analytics and/or other free web tools like 
WordPress analytics offer extensive data on page views. The key is what marketers do 
with the traffic numbers. If a company wants to drive more traffic, for example, they 
may look into supporting factors like email titles, marketing messages, or key words.

While many consider it a vanity metric, traffic offers important insight into the 
reach of marketing campaigns. It determines your page’s search engine rank, email 
subscription base, social followers, and other factors. Raw traffic numbers can also 
be applied in more complex measurement formulas, so it’s helpful to have the data. 

Engagement
Engagement naturally follows traffic, as it measures the length and quality of peo-
ple’s interaction with content. Such data can provide insight on bounce rates, time 
spent on site, comments and social shares.

However, engagement can’t be measured as directly as traffic. To determine engage-
ment, marketers must examine bounce rates, visit duration and pages-per-visit. 
Krush also recommends click-tracking tools like MouseFlow and CrazyEgg to see 
what users do when they visit your site.

Sometimes, marketers might find sufficient traffic numbers but low engagement. 
Low engagement may result from poorly targeted content, too many ads, bad page 
structure or simply uninteresting content.

Social Shares
Vanity metrics such as likes, tweets and retweets all contribute to social shares. 
But marketers should consider using social media measurement tools that provide 
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deeper insight into how people share content across social media and the Internet.

Backlinks (Inbound Links)
Links back to specific pages of your content offer another performance indicator of 
content success. They also drive traffic and build website authority with Google.

Consumers are more likely to share content that contains certain link-baiting “hooks”:

• Applicability. If it’s useful and can be used in other content or in the future, 
people will share it.

• Authority. Pieces written by well-known and influential authors generate 
more social shares.

• Ego. Content that makes readers proud of themselves gets more links.
• Funny. Amusing content is among the most shared.
• Controversy. The provocative nature of dissenting opinion draws more clicks 

and shares.

Google Analytics and Google Webmaster Tools both display backlink information. 
The key is for marketers to gauge the worth of each backlink. Links derived from 
legitimate, reputable sites carry much more weight than spam-filled websites.

Conversion Rates
All the metrics above are essentially useless if they don’t drive conversion. Krush 
urges marketers to use a call to action whenever and wherever possible.

Relevancy is a key factor that affects conversion rates.  Marketing content must 
relate the called for action.

Marketers can measure conversion by setting up Goals in Google Analytics. Krush 
points marketers toward Avinash Kaushik’s article on how to Identify Website Goal 
[Economic] Values.

Bottom line: basic metrics can provide important marketing insight, especially when 
marketers use them to find weaknesses in content and improve their strategies.
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9 Marketing Analytics Better Than Page View
CyberAlert

Most marketers assume that people actually read the article when they click on a link 
on the corporate website – and base their marketing measurement on that assumption.

That’s not a valid assumption. Why? 55% of page visitors spend fewer than 15 
seconds actively on a page, according to Chartbeat. So if your marketing strategy re-
volves around page views, you’re measuring success based on what are likely flawed 
assumptions and data. It’s a dangerous leap of faith to equate more page views with 
more conversions.

Though page views have some utility, there are other metrics that more accurately 
reveal marketing and business performance. The following marketing metrics of-
fer more conclusive and telling information than page views. Each metric includes 
instructions on how to get to the data in Google analytics.

1. Bounce Rate
Bounce rate measures the percentage of visitors who navigate away from the site 
after viewing only one page. If you have a high bounce rate (above ~40%) it doesn’t 
matter how many page views you collect; none of them matter, because the visitors 
never made the next conversion step.

Google analytics displays overall bounce rate in Audience > Overview.

Bounce rates for specific pages can be found in Behavior > Site Content > All Pages.

2. Exit Pages
Not to be confused with bounce rate, the exit pages metric reports how many visi-
tors left the site from specific pages. Exits, unlike bounces, calculate more than one 
page in a session. Pages with high exit counts can indicate problem areas when the 
page has further calls to action.

Behavior > Site Content > Exit Pages

3. Media Mentions
In measuring media mentions, brands must take into account both their quantity 
and quality. Save time by subscribing to a media monitoring service that calculates 
quantitative and qualitative data. Services like CyberAlert offer metrics such as circu-
lation, reach, opportunities to see, prominence, dominance, and sentiment. Brands 
should choose a service that can also monitor both online news and social media.

How to get there: subscribe to an integrated media monitoring service.



The 2014 
Measurement
Handbook for 
PR, Marketing
& Social Media:
Marketing 
Measurement:
Implementing 
Metrics That 
Matter

65

4. Conversion Rate
Conversion rate is the most telling metric to determine marketing performance. Us-
ing Google Analytics data, marketers can calculate conversion rate via the following 
simple formula:

Number of Goal Achievements (Conversions) / Number of Page Views X 100

As Barry Feldman says, the goal of content isn’t to get people to visit your site; it’s to 
get them to subscribe to it or fulfill the call to action.  In Google analytics, tracking 
conversions such as subscriptions is the ultimate business metric.

5. Email Unsubscribe Rate
When your unsubscribe rate spikes, it means consumers aren’t liking what they see 
in their inbox. Measuring unsubscribe rates after an email campaign helps marketers 
map out which content and offers interest their target audience, and which don’t.

How to get there: Create a separate URL for the unsubscribe process and add that 
URL to conversions. Use the formula:

Number of recipients that unsubscribed / Number of emails delivered X 100

6. Traffic by Device
If you’re considering optimizing online content for mobile and tablets, traffic by de-
vice informs you of the devices consumers use to visit your website. If an increasing 
percentage of users are visiting via mobile, you should invest in a redesign.

Audience > Mobile > Overview (or, for a better breakdown, Devices)

7. Page Flow
Page flow illustrates the path your visitors take as they navigate through your web-
site. It’s useful for understanding why and how conversions happen so that you can 
identify the pages that most effectively steer visitors to convert.

Conversions > Goals > Goal Flow

To analyze the general page flow of your website (not just conversions):

Audience > Users Flow

8. Referral Traffic
After you measure where your customers are going, it’s also helpful to determine 
where they’re coming from. Knowing where your traffic comes from enables market-
ers to gauge the effectiveness of paid, owned and earned media sources. If a signifi-
cant number of people visit you from a specific website, it may be worthwhile to run 
a campaign or advertisement on that website or its newsletter. You can also mea-
sure referral traffic from social media sites to identify which deliver the most traffic.

To measure referral traffic from websites, click on All Referrals in Google Analytics.

To measure social media traffic, click on Social > Overview.
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For a better break down, go to Social > Landing Pages. This displays the specific 
pages visited via social media referrals.

9. Revenue per User
Revenue per user is useful for measuring the ROI of social media efforts. It calcu-
lates how much a subscriber buys from you every month, on average.

Total monthly revenue / Number of conversions in that month

For social media revenue per user, visit Conversions under Social. Use the following 
formula:

Total monthly revenue / Number of conversions that month from [Social Media 
Channel]
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Data Misinterpretation: 4 Marketing Measure-
ment Myths Exposed
TIME Magazine / Incapsula
Sometimes marketers get the website 
traffic numbers right, but interpret them 
incorrectly.  Other times, the numbers 
themselves are simply wrong.

Too often, marketing data can contain seri-
ous errors, be prone to misinterpretation, 
or both. Conclusions about your marketing 
program’s click-through rates, web traf-
fic and social sharing may be unfounded, 
Tony Haile explains in What You Think You 
Know about the Web is Wrong.

We’ve combined Haile’s findings with those of 
Incapsula, which issued a study on website 
traffic, to bust four common myths about 
the Internet and marketing data:

Myth: People read what they click.
Fact: 55% of website visitors spend fewer than 15 seconds on the page. 

Marketers associate higher page views with more interested consumers. Not so, 
according to Haile, who is CEO of Chartbeat, a data analytics company. Even when 
Chartbeat filtered websites purely for article pages, one of every three visitors spent 
fewer than 15 seconds reading the articles.

Myth: The more people share, the more they read.
Fact: The people who share content are a small fraction of the people 
who visit that content.

Marketers embrace social shares because they believe more engagement leads to 
more readers. But there’s no relationship between social sharing and the amount of 
attention readers give that content, according to Chartbeat. In other words, people 
share without reading.

If you use social media metrics to understand which content captures consumers’ 
attention, you maybe misinterpreting the data.  Sharing does not equate with reading.

Myth: Native advertising is the solution to digital publishing, and banner 
ads are obsolete.
Fact: Native ads don’t receive the same engagement as real articles, 
and banner ads can still be effective.

Among the native ad content analyzed by Chartbeat, only 24% of visitors scroll down 
the page, and fewer than one-third read beyond the first third of the article.
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It also found that the banner ad’s demise is greatly exaggerated. Yes, banner ads are 
less effective, but one explanation of that might be that publishers are placing ads 
on the parts of the page that capture the least attention not the most. Most brands 
scramble for a top-of-the-page spot on the home pages of media sites, but 66% of 
attention on a digital “front page” is spent below the fold.

Implication: Native advertising must deliver high-quality informational, educational 
content that doesn’t trick the reader, and isn’t overly promotional. For greater cost-
effectiveness, placement of banner ads must be where customers spend more 
browsing/reading time.

Myth: Each new page view represents a new interested consumer.
Fact: 61.5% of all website traffic is not human.

As part of an annual study, Incapsula observed 1.5 billion website visits from 20,000 
websites worldwide over the course of three months in 2013. It found a 21% growth 
in total bot traffic since 2012.

Courtesy of Chartbeat

Courtesy of Incapsula
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Bot traffic includes search robots (“bots”), scrapers, hacking tools and other human 
impersonators that aggregate content from websites.

The Google search engine is the epitome of a bot that visits often and views all new 
pages. The Google search results produce visitors, but the Google search engine 
(bot) is not a visitor and should not be counted as such. In analyzing website traffic, 
data resulting from bot visits should be deleted from counts of visitors and page 
views, including individual article views.

Bottom line: data is not always what it seems. In a numbers-driven industry, mar-
keters must be mindful that assuming causation and falling into “groupthink” can 
result in inaccurate reports and miscalculated business decisions.

In buying banner advertising, be sure you’re not paying for the media site’s bot traffic 
(typically 61% of site visits).
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New Marketing Standard: Measure Online Ad 
Viewability, Not Impressions
Quantcast

A New York Times article revealed that more than half of online video ads are 
never seen by people.

Quantcast has discovered that online video ads aren’t the only ad types that make 
up “the great unwatched.” In a white paper called The Road to Viewability, Quant-
cast revealed that 1.8 trillion display ads were paid for but never seen in 2012. 

Unseen ads have several causes, but the underlying reason is that advertisers and 
marketers pay for ads that are served, not for ads that are viewed.

Marketers use impressions as a metric to indicate ad performance. Yet many im-
pressions result from page visits in which the visitor never actually sees the ads, 
either because they’re buried too low on the page or because they run on a tiny 
video player on the side panel. Or worse — the impression counts a robot visit. Bots 
reportedly account for 61% of all web traffic.

To minimize ad budgets, marketers must optimize            
for viewability.
Optimizing for viewability directs the marketing budget toward higher-quality ad 
placements that have a better chance of being seen and influencing customer 
purchasing decisions. Incorporating viewability into campaign evaluation will have a 
significant, long-term effect on digital ad efficacy, Quantcast reports.

Advertisers that embrace viewability over impressions learn which placements are 
worth the investment. Above-the-fold (ATF) impressions, for example, do not prom-
ise viewability. In fact, less than half of ATF impressions are actually viewable, due to 
the fact that:

Many visitors start scrolling down as soon as they visit a page and see top ads for 
less than a second.

Ad vendors self-categorize what constitutes “above” and “below” the fold, which can 
persuade clients into over-paying for a less-than-suitable placement.
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What can advertisers and marketers do?
The first step for marketers is to research the Interactive Advertising Bureau’s Mak-
ing Measurement Make Sense initiative. The 3MS initiative is working to redefine 
the way brands measure digital media by using viewable impressions. The new 
guidelines state that 50% of the ad’s pixels must be viewable for at least one con-
tinuous second in order for the ad to be counted as an impression.

Quantcast also identified the following solutions for optimizing advertising expenditures:

Establish mutually agreed-upon metrics based on viewability.
Hold your ad vendors and publishers accountable to viewability standards by agreeing 
on a viewability percentage, measurement goals and a method for resolving discrepancies.

Set realistic campaign goals.
Ad viewability depends on user behavior. It’s therefore virtually impossible to achieve 
100% viewability. Quantcast shares a chart showing the volume by viewability quartiles.

Due to the limited amount of inventory at or above 75%, it’s very difficult to achieve 
greater than 75% viewability.

Consider a vendor accredited by the Media Rating Council.
MRC vendors use the latest viewability standards initiated by the 3MS. The more 
brands that work with only MRC-accredited vendors, the more likely the remaining 
vendors will get credited to meet the same standard in reporting.

Viewable impressions are latest standard in measuring marketing performance. 
Vendors and publishers will be pushed by the IAB and other groups to adopt view-
ability standards. Brands can help this effort by partnering with MRC-accredited 
vendors and measuring viewability, not impressions. The reward: more effective ad 
campaigns and a bigger return on advertising investment.
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Using Integrated Marketing Measurement to 
Make Better Decisions
McKinsey & Company

As measurement and analytics solutions advance, so does the pressure on market-
ers to demonstrate return on investment. 

But marketers can’t measure the worth of their efforts with a single tool or meth-
odology. An integrated marketing measurement approach is essential to uncover 
meaningful insights and drive growth, according to McKinsey & Company in Using 
Marketing Analytics to Drive Superior Growth.

According to McKinsey studies, the greatest returns come when marketers use measure-
ment approaches jointly. Integrated measurement reduces biases in any one measure-
ment method and enables leaders to identify which activities produce the best return.  

To establish the right mix of tools and/or approaches, organizations should evalu-
ate the pros and cons of each measurement method, and then determine how each 
supports their marketing strategy. Standout measurement approaches include:

• Marketing mix modeling. Marketing mix models quantify the sales impact of 
various marketing activities and determine the effectiveness and ROI for each.

• Media measurement. Marketers can measure the reach, cost and quality of 
components to assess performance — more specifically, the number of target 
consumers reached, the cost per unique touch and the quality of engagement 
and/or media placement. Media measurement is the most straightforward 
and feasible approach.

• Attribution modeling. Attribution modeling, or crediting converting traffic 
to online touchpoints, has become increasingly important for media buying 
and marketing execution. Online attribution usually depends on cookie data 
for input, which can make it difficult to accurately attribute the importance of 
each touchpoint.
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How do these techniques work in unison?
McKinsey’s article offers an example of a company that integrates the three ap-
proaches effectively to generate insights:

A company finds that TV, digital and radio made up 80% of its marketing spending 
last year. It wants to determine how to allocate its marketing budget for the year 
coming and identify how to boost marketing ROI. It uses:

• Marketing mix modeling to track how well each activity generates audiences;
• Attribution modeling to pinpoint which activities within the marketing mix 

generate the most conversions (such as search vs. display marketing in digital);
• Media measurement to monitor marketing activities via print, which will help 

it capture a new audience and generate more revenue.

Reminder: Don’t devolve into “beauty contests.”

Organizations often make the mistake of allocating marketing dollars based on 
which business line or product fared best in the market. Allocating budgets based 
on the best performances hinders your ability to improve in areas that need growth.

In marketing measurement, a “good enough” mindset stifles new ideas and im-
provement. Illuminating failures enables development of new, more effective mar-
keting methods and strategies.

Key takeaway: although some companies rely on one analytical technique, organi-
zations that use an integrated measurement approach will see the optimal ROI. 
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