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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, (@
queenofmetrics), 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 Mea-
suring Public Relationships (KDPaine & Partners 2007) 
are considered essential for anyone tasked with measuring PR 
and social media. Paine Publishing’s newsletter, The Measure-
ment 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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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 

https://www.facebook.com/sharer/sharer.php?u=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf
https://twitter.com/home?status=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf
https://plus.google.com/share?url=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf
https://www.linkedin.com/shareArticle?mini=true&url=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf&title=Proving%20PR's%20Worth%20Through%20Measurement&summary=&source=www.cyberalert.com
http://www.cyberalert.com/blog/index.php/feed/


Proving 
PR’s Worth 
Through 
Measurement

10

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-
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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 
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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 reputa-
tion.

“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 
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revise your program.

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 ex-
pectations. 
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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 Ne-
lissen 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 
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social footprints have grown.

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:
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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, 
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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.

https://www.facebook.com/sharer/sharer.php?u=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf
https://twitter.com/home?status=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf
https://plus.google.com/share?url=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf
https://www.linkedin.com/shareArticle?mini=true&url=http://www.cyberalert.com/pdf/proving-prs-worth-through-measurement-2014.pdf&title=Proving%20PR's%20Worth%20Through%20Measurement&summary=&source=www.cyberalert.com
http://www.cyberalert.com/blog/index.php/feed/
http://www.example.com/product-page?press-release


Proving 
PR’s Worth 
Through 
Measurement

27

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 
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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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delivery requirements.

• Accurate media clippings with more timely delivery
• Near-zero missed clips; few nuisance clips
• Today’s clips delivered throughout the day or once-a-day the next morning

• Easy clip management / searchable clip database
• All clips stored in searchable online Digital Clip BookTM, accessible 

from anywhere at anytime by anyone you authorize.

• Detailed readership data & media measurement
• All clips include Web rank, opportunities to see, press circulation 

data. Qualitative assessments available to measure tone, prominence, 
subject, and more, with in-depth charts/graphs automatically created 
in seconds.

• Less costly, more flexible and better service
• Low, flat monthly fee; no per clip charges and no annual subscription 

required.

ClipMetricsTM — Media mea-
surement and analysis with 
both qualitative and quantita-
tive measurement tools to track 
the success of PR campaigns 
and assess the tone of news ar-
ticles and social conversations.
a.m. NewsBriefTM — Made-to-
order daily news digest for cor-
porate executives that contains 
only the stories that matter 
most to your organization, ex-
pertly edited and summarized 
by experienced journalists. 
Omnibus News Feed — News 
aggregation service with an all-
inclusive worldwide news feed, 
consisting of all news content 
posted in 55,000+ news sources 
delivered every day.

CyberAlert’s online news monitoring, broadcast news monitoring and social media 
monitoring services offer the key features you require —at an unbeatable price.

SPECIAL SERVICES

http://www.cyberalert.com/mediameasurement-a.html
http://www.cyberalert.com/newsbrief.html
http://www.cyberalert.com/aggregation_and_news_feed_service.html
https://secure.cyberalert.com/news_and_social_media_monitoring_service_free_trial.html?pr-measurement-white-paper


Need help with PR measurement? Contact CyberAlert today.

Call 203-375-7200 or email info@cyberalert.com

Like this White Paper? 

Share it with others!

Follow CyberAlert:

CyberAlert LLC, Foot of Broad Street,  Stratford, CT 06615
www.cyberalert.com
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