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Where We’re Heading

Approach One:  The relationship between media cover age 
and business outcomes:
� Theory (IPR white papers)

1. Does media coverage matter?

2. Does share of media coverage matter more? 

� Practice

3. Measuring Clips to Correlate

4. Correlating to Outcomes

Approach Two:  Linking outputs, outtakes, outcomes:
� Five Step Measurement Program & Faux Study

� ROI and Proof-of-Performance
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Approach One:  

The relationship between media 
coverage and business outcomes
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I. Theory: Does Media Coverage Matter?

If a tree falls in the forest …

Is it the product/service, or the communicated word?

A “preponderance of evidence” in three case studies:
1. Volume alone 

2. Tonality-refined volume 

3. Message-refined volume

“Exploring the Link between Media Coverage and Busi ness 
Outcomes” by Dr. Don Stacks, Dr. David Michaelson, Angela 
Jeffrey, APR, www.instituteforpr.org.
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II. Theory: Does Share of Media Coverage 
Matter More?

200 studies utilizing 10 million clips through Ai …

� Measuring your own coverage does not always reveal 
correlations

� Measuring against competitors almost always does

� “Share of Discussion” is “the quantity and quality of your 
unpaid media compared to that of your competitors.”

� Quality = “Net Positive” at a minimum.

� Metrics and precision matter

Three mind-blowing case studies …
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Correlation to Customer Preference (thin blue line)  is only .51 without 
competitive analysis, but soars to .97 through Shar e of Discussion. 6



Soda leads prescriptions by 13 weeks at r =.84. Sal es 
have been predicted for five years at 80% accuracy. 7



Sales forecast (blue line) was off by 9.5% against actual sales (pink line); 
Share of Discussion (green line) could have correct ed the forecast. 8



III. Practice: Measuring Clips to Correlate

What works best Quantitatively:
1. Clip counts – too coarse: a color cover = a calendar item

2. Audience impressions – at least 12% better than clip counts, but 
2 seconds = 2 minutes

3. Media cost weighting (not AVE) – at least 25% better than clip 
counts and 12.5% better than impressions  

� Nothing “equivalent” about news VS advertising

� Accounts for presence (length, size)

� Objective market-driven data

� Nielsen, Arbitron, TVB, RAB, MPA

� New term coming from IPR Commission
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III. Practice: Measuring Clips to Correlate

What works best Qualitatively:

1. Quality-refined – tone, message, target audience, 
spokespersons, prominence, etc. Can improve correlations, 
but used in isolation can be too soft.

• Note: Scoring 100% key message placement may, or may not, 
matter if the messages don’t resound with the audience.

2. Media Indices – a combination of quantity and quality in a 
single score.  Offers the most promise.
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III. Practice: Measuring Clips to Correlate

Audited data only:

� Gross impressions; Daily Average Visits; Circulation 

For media cost weighting: parse-out what matters!

� If Headline, photo or “sole source” -- take all for credit

� If one of several sources, take a percentage

� If just a mention – take a paragraph or a column inch

� Negotiated rates (www.SQAD.com)

“Measuring Media Coverage Effectively” white paper spells it 
all out (ajeffrey@vmsinfo.com).
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Television Cost Table

Spot costs can vary 100% depending on time of day.  24-hour averages, 
“cumes,” funky multipliers, “HH” numbers and ratecard ra tes are all bogus! 12



IV.  Correlating to Outcomes

Two ways to do this:
� Directly- comparing your own clip counts, impressions or 

media values to survey scores, leads, sales, website hits …
(stay tuned) …

� Competitively – through Share of Discussion – comparing 
SoD percentages to survey scores, leads, sales, website 
hits … (here’s how) …

13



IV.  Correlating to Outcomes:SoD

Five steps:
1. Capture coverage of organization and its competitors.

� Limit sources to control costs

� Utilize a data aggregator for online clips

2. Apply audited media costs or impressions to all.

3. Score each clip (or mention) for tone.

4. Subtract negative stories from {positive + neutral} to get Net 
Positive Media Cost or Impressions.

5. Divide each company’s Net Positive Media Cost or 
Impressions by the total of all competitors to obtain Share of 
Discussion.
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IV. Correlating to Outcomes:SoD
Clients Total

Media
Value

Positive
Plus

Neutral
Media
Value

Negative
Media 
Value

Net 
Positive 
Media 
Value

Share of 
Discussion

Firm A $140,000 $100,000 ($40,000) $60,000 44.4%

Firm B $250,000 $150,000 ($100,000) $50,000 37.0%

Firm C $75,000 $50,000 ($25,000) $25,000 18.5%

TOTALS: $465,000 $300,000 ($165,000) $135,000 100%
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IV. Correlating to Outcomes-SoD

Correlating SoD to Outtakes or Outcomes:
� Plot SOD measures by month, quarter or year on graph.

� Plot Outtake or Outcome measures at same time intervals.

� They should trend together, with some time-lag 
consideration!  

� Pull correlations and track over time.

� Speaking of correlations …
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Plot outcome measures on a time-lag behind Share of  
Discussion that reflects your product’s sales cycle  as in this 
example – which has a one-quarter lag. 17



IV. Correlating to Outcomes-SoD

Simple correlations can be pulled out of Excel using one of two 
commands:   =CORREL or  =PEARSON

Setup an Excel spreadsheet with your data tables like these, 
where the first row is Share of Discussion, and the second is 
your business result.

A B C D E F G

1 Period 1 Period 2 Period 3 Period 4 Period 5 Period 6

2 SoD % 10.5 14.5 19.5 19.0 10.0 50.0

3 Leads 4 6 45 50 30 15
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IV.  Correlating to Outcomes-SoD

In an empty cell, enter the cell numbers of the starting and 
ending values in each row like this: 

=Correl(B2:G2,B3:G3) or = Pearson(B2:G2,B3:G3)

Excel will then calculate the correlation between two sets of data:

� Share of Discussion percentages in cells B2 through G2 and Leads
in cells B3 through G3.

Hit enter … and it returns a correlation of  r = .547.

A B C D E F G

1 Period 1 Period 2 Period 3 Period 4 Period 5 Period 6

2 SoD % 10.5 14.5 19.5 19.0 10.0 50.0

3 Leads 4 6 45 50 30 15

19



Approach Two:  

Linking Outputs, Outtakes and 
Outcomes

20



I.  Five Step Measurement Process

1. Define organizational goals.

2. Define audiences of importance to reach those goals, and 
prioritize.

3. Set PR objectives against prioritized audiences that are specific 
and measurable.

4. Determine how you will measure each, with what tools, and 
benchmark.
� Determine who/what to measure against (self or competitors) 

� Choose output, outtake and outcome tools

� Determine how you will link them!

5. Measure continuously, and adjust programs accordingly.
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II.  Five Step Measurement Process – Faux Study

The Situation
The American Bowler Company needs to 
increase sales! A new plant is being built to 
expand production, and the sales force is 
strong. Purple is the hot new fashion color, 
so the production plans for 2007 is to 
introduce the new Purple Bowler!
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II.  Five Step Measurement Process – Faux Study

1. Define Organizational Goal: Increase Bowler 
Unit Sales by 10% in 2007
� Conduct research:

� Sold 1,000 units last year, so 10% gain = +100.  

� BUT - customer attrition is 20% each year = +200.

� 5:1 leads-to-sales ratio. Thus, to sell 300 = 1,500 leads.

� Ad campaign should generate half (150) of the sales. 

� Isolate challenge:
� PR will need to generate at minimum of 150 sales.
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II.  Five Step Measurement Process – Faux Study

2. Define audiences of importance to reach those 
goals, and prioritize:
� Existing customers – up-sell

� Employees – make sales force more effective 

� Community – reduce opposition to new plant expansion

� New customers -- Upscale fashion-conscious men ages 
25-54 
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II.  Five Step Measurement Process – Faux Study

3. Set PR objectives against prioritized audiences t hat 

are specific and measurable:

� Generate new fashion-oriented male (25-54) leads
by 750 in 2007.
� How we will do it …
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II.  Five Step Measurement Process – Faux Study

3. Continued ...
� Campaigns –

1. Fashion shows in key markets

2. Key Interviews with fashion media

3. Product placement

� Key message – Purple Bowler is hot for Spring!

� Call to action – drive click-throughs to specific URL 
landing pages for each effort. (800 numbers)

� Leads – those who fill out a request for more 
information on as secondary web page.
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II.  Five Step Measurement Process – Faux Study

4. Determine how you will measure each, with what 

tools and benchmark.

� OUTPUTS: Media Content Analysis

� Plot ALL media values or impressions on a graph each 
month to see overall trending.

� Contrast by plotting ONLY impressions or values for stories 
including key messages

� Or – plot tonality, media types, spokespersons, etc.
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Simplistic scoring – shows campaign peak only, but provides little insight.

Total Impressions by Period
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Scoring now shows Purple Key Message is not resonating in first months, so 
refinements can be made by Period 3. Percentage of impressions from stories 
with the Purple Key Message increases from 10% to 70%.

Total Impressions VS Purple Key Message Impressions
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Impressions by Tonality by Period

In this example, favorability improved as campaign matured (green), 
probably as Purple Key Messages were emphasized. (Note: stories with a 
key message are six times as likely to be favorable!)

30



Impressions by Media Type by Period

Here we see the campaign also becomes more focused on target-rich media 
(internet and fashion magazines) as it matures. 31



II.  Five Step Measurement Process – Faux Study

4. Continued ...

� OUTTAKES: Surveys

� Hop onto existing marketing or omnibus surveys!

� Or, inexpensive online surveys (Surveymonkey, 
Zoomerang) before, during and after, to gauge: 

� Key message awareness (Brand X in purple)

� Intent to purchase

� Plot on Output Graph
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Awareness of Purple Key Message  by Period

A survey in Periods 2, 4 and 6 confirmed that awareness of the 
Purple Key Message was growing significantly. 33



Purple Impressions VS Awareness by Period

Media coverage leads awareness, so the peak in Periods 3 and 4 
caused awareness to grow in Periods 4 and 6. 34



Cume Purple Impressions VS Awareness

In this case, Cumulative purple impressions over the period is a better 
indicator of the relationship between coverage and awareness. 35



II.  Five Step Measurement Process – Faux Study

4. Continued …

� OUTTAKES: Click-throughs to URLs

� Create unique URLS OR 800 numbers for each 
campaign or tactic, and track.

� Analyze to see what is working, and what is not.

� Aggregate to see affect of all URL hits each period

� Correlate back to media efforts ….
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Click-throughs by Campaign URL

Tracking the success of campaigns through URL hits is easy with services 
like WebTrends, Website Tracker, HitBox, etc.  Interviews and product 
placement campaigns prove to generate more hits than fashion shows. 37



Click-throughs by Campaign URL VS 
Purple Impressions

In the real world, impressions and click-throughs would not dovetail so 
closely, but there should be some relationship. r=0.997 38



II.  Five Step Measurement Process – Faux Study

4. Continued …

� OUTCOMES: Leads and Sales Generated

� Benchmark and measure new LEADS (forms filled-
out) each month generated from URLs click-throughs.  

� How many URL hits are needed to get a lead?

� Compare leads against media coverage and correlate.
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URL Click-throughs VS Converted Leads

The blue line shows a total of 750 URL click-throughs, while the red 
line shows 150 converted leads.  The ratio is 5:1. 40



Purple Impressions VS URL Click-throughs VS Leads

Finally, let’s lay the Purple Impressions scores over the Hits and Leads to 
look at trending, and to pull correlations!  This is linking at its best! 41



II.  Five Step Measurement Process – Faux Study

4. Continued …

� OUTCOMES: Leads Generated

� To tease-out paid media, plot paid impressions and hits to 
paid URLs each month. 

� Compare correlations between paid impressions and leads, 
and non-paid impressions and leads.

� Almost always, PR carries the day!

� Finally, estimate number of sales resulting from leads 
generated to see if you hit your goal.
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II.  Five Step Measurement Process – Faux Study

4. Continued …

� OUTCOMES: Did we hit our goal? Generate 
new fashion-oriented male (25-54) leads by 750 in 
2007.

� 750 leads divided by 5 = 150 new sales 

� Average sale = $500

� Total revenues = $75,000
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III. ROI and Proof-of-Performance

Simple ROI formula 
Proof-of-Performance metrics:
� Cost-per-Message 
� Cost-per-Impression
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III. ROI and Proof-of-Performance

Sales revenue ($75,000) – cost of campaign ($25,000) = 
$50,000 divided by cost of campaign ($25,000) = 2x ROI

OR – look at Cost-per-Lead

� Cost of campaign ($25,000)

� Divided by the number of new leads (750)

� $25,000 divided by 750 = $33.33 per lead
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III. ROI and Proof-of-Performance

Cost-per-Message 
- Add all costs of PR operation, or of campaign

- Determine how many Message Points were included in 
each article, and total.

- Divide costs by total Message Points = CPM

- Compare CPM for this campaign with those of other 
campaigns; of last year’s campaigns; or of competitors’
campaigns.
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III. ROI and Proof-of-Performance

Example Cost-per-Message
� Cost of Campaign:  $15,000

� 500 Articles generated
� 10% had 4 MPs = 50 x 4 = 200 MPs

� 30% had 3 MPs = 150 x 3 = 450 MPs

� 50% had 2 MPs = 250 x 2 = 500 MPs

� 10% had 1 MP = 50 x 1 = 50 MPs

� Total Messages: 1,200

� $15,000 divided by 1,200 = $12.50 per message
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III. ROI and Proof-of-Performance

Cost-per-Impression (CPI)
- Add all costs of PR operation, or of campaign.

- Total up number of Audience Impressions for each 
story.

- Divide cost by Total Audience Impressions to get CPI

- Compare result with CPI’s achieved for other 
campaigns, for last year’s campaigns, or for 
competitors’ campaigns
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III. ROI and Proof-of-Performance

Example CPI:
� Cost of Campaign:  $15,000

� Total Impressions: 3.0 million

� $15,000 divided by 3.0 million Impressions = 
$.005 per impression, or $5 per thousand 
impressions.
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Approach Three:

Measuring Communication Impact
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Measuring communication impact

• Employee communication

• Marketing communication
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Communication fuels engagement

Engagement leads to desired outcomes Engagement leads to desired outcomes 

INFORM & EDUCATE BELIEVE & DO

AwarenessAwareness UnderstandingUnderstanding AcceptanceAcceptance EngagementEngagement
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Employee Engagement norms

• 38% higher customer 

satisfaction

• 22% higher productivity

• 27% higher profits
Engaged Employees

Main Source
of Profit Increase

Cost of Retaining
Actively Disengaged

= $300 billion

Attitudes of U.S. Workforce
100 million employees

Source:  Gallup Organization
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Engagement
Perform

Influence

Recommend

Stay

How communication engages

Engagement
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1

2

3
4

5

6

Performance
Feedback

Job
Responsibilities

Individual
NeedsDepartment

Objectives, 
Results

Vision
and Mission

Engagement

Building and sustaining engagement
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Measuring Engagement factors

Integrity/trustIntegrity/trust

Effective supervisor/managerEffective supervisor/manager

Job/company satisfactionJob/company satisfaction

Open, two-way communicationOpen, two-way communication

Reward/recognitionReward/recognition

Teamwork/collaborationTeamwork/collaboration

Understanding business strategyUnderstanding business strategy

Commitment/personal actionCommitment/personal action

Communication priority/intentCommunication priority/intent

• Surveys
• Focus Groups
• One-on-one 

interviews
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Engagement scores across different industries

Financial
Services

OEM/
Consumer

High 
Technology

Industrial 
Mfg.

Engaged 42% 41% 31% 13%

Unappreciated 17% 21% 33% 45%

Out of the loop 25% 27% 17% 29%

Disengaged 16% 11% 7% 22%
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Example: Communication Climate

58



Management/employee alignment
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Employee Communication Metrics

� Growth in engaged segment

� Diminishing disengaged segment

� Specific change in indicator measures:
• Turnover

• Recruitment/retention

• Advocacy (e.g., word of mouth)

• Productivity

• Labor relations
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Measuring Customer Loyalty and Advocacy
� Marketing communication goals

• Industry leadership (marketing share)

• Reputation (best in class)

• Customer retention and growth

• Sales growth

• Increase recommendations from customers

• Improve perceived product performance

� Metrics
• Importance/performance gap

• Customer Loyalty Index score

• Advocacy multiplier segmentation
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Importance/Performance Gaps
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�
� Significant gains in 3 of 4 Loyalty 

indices
• Future Intentions

• Rational Ties (Value, Ease Of 
Doing Business, Quality & 
Reliability)

• Emotional Ties (Trust, 
Commitment, Feeling Valued & 
Rewarded)

� Behavioral Loyalty (Primary 
Supplier, Word of Mouth) has 
declined since the previous 
survey
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65.0
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60
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77
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81

66
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50 55 60 65 70 75 80 85

Emotional Ties

Rational Ties

Intentions

Behaviors

Customer Loyalty Index

2006 2007
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Performance Against Goals
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Advocacy MultiplierTM Segments

Indifferent or passive towards the brand and 
may not consider the brand next time around; 

shallow emotional involvement

Relatively well-disposed towards the brand and 
will consider next time around, but shallow 

emotional involvement 

Positively disposed towards the brand compared 
to others in repertoire and consideration sets; 

strong emotional involvement

Strong personal involvement with the brand; 
active advocates for the brand

Indifferent

Fulfilled

Committed

Active Brand 
Advocates

At Risk

18% 17%

31% 28%

26% 26%

26% 29%

2006 2007
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StrategicStrategic

TacticalTactical

One YearOne Year

OneOne--Two Two 

YearsYears

TwoTwo--Three Three 

YearsYears

Loyalty RatingLoyalty Rating

PerformancePerformance
RatingsRatings

Improving Loyalty & Advocacy requires consistent performance over time
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Key Driver Analysis
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Extremely 
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Medium
50-90

High >90
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Marketing communication metrics

� Improvement in loyalty and advocacy scores

� Improvement in performance/important gap
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For White Papers
“Measuring Media Coverage Effectively”

“Sticky Wickets: Credibility & Readership Multiplier s”

“The Measurement Matrix”

“Exploring the Link between Media Coverage Volume an d 
Business Outcomes,” an IPR Commission paper by Angela Jeffrey, 
Dr. David Michaelson and Dr. Don Stacks.

“Exploring the Link between SHARE of Media Coverage Volume 
and Business Outcomes,” an IPR Commission paper by Angela 
Jeffrey, Dr. David Michaelson and Dr. Don Stacks.

Other measurement white papers: www.instituteforpr.org
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