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MEASURING PR



Effective measurement has an 
important role to play in marketing 
communications work; particularly 
with the need to show a return on 
investment (ROI).  However, how PR 
is measured has been the topic of 
much debate.

As recently as June 2013, the 
International Association for the 
Measurement and Evaluation of 
Communication (AMEC) pointed to the 
complexities involved with developing 
an industry standard.  However, at the 
AMEC Summit chairman David Rockland 
promised to address the needs to turn 
‘principles* into standards’, and promises 
include providing guidelines that convey 
measurement concepts.

Clients and agencies have developed 
their own measurement systems over the 
years, but the industry as a whole has 
tended to fall back on using Advertising 
Value Equivalents (AVE).

While many see this as an attractive 
measure as it produces a monetary figure 
that can be used in reporting, it is at best 
limited.  There are a range of reasons 
why AVE is too simplistic a measure:

•	 With	the	rise	of	social	media,	it	does		
  not account for conversations   
  through these channels, and how  
  these may have moved engagement 
 or advocacy forward;

•	 PR	can	be	about	keeping	things	out		
 of the press – AVE has no relevance  
 to this aspect of reputation   
 management activity;

•	 It	does	not	assess	how	effective	the		
  communication has been – you need  
  to start to analyse what has been   
 said, and core messages that have  
 been included, for example.

That is because AVE relates to media 
coverage (and media relations).  Using 

a measurement 
that relates to 
advertising is 
therefore ignoring 
the fact that public 
relations (PR) is a 
separate specialism 
through which you are trying 
to achieve something different – to 
help educate and inform, or create 
engagement.

Yet it is simplicity in the complex world 
of communications that is nirvana and 
therefore AVE has endured.  

A simple system

On a basic level, if you are moving into 
a new market sector, getting your story 
covered in a positive way by the press 
in this sector would be seen as a useful 
measure in the early days of a campaign.  
However, as a campaign continues or if 
you are assessing advocacy or building 
reputation, then you’ll want to put in 
place a system that enables you to gain 
more insight.

An evaluation tool that uses a graded 
system can be a good starting point. 
Define a grade against target media and 
a points-scoring system based on the size 
of the article, number of key messages, 
quality of those messages and where 
they are positioned in the article, use of 
images you have provided, and possibly 
whether competitors get mentioned. 

This analysis can therefore combine 
insight that includes: 

l Items of coverage 

l Key message delivery 

l Audience reach 

l Share of voice against a   
 competitor

l Positive/negative mentions 

This will give you 
a better feel of how 
your communications are 
being received and the effect 
that they are having – the impact or 
‘outcome’.

Many of the press clippings organisations 
will be able to provide you with some 
generic analysis along these lines for a 
charge.  Or you may wish to work with 
your internal team or agency to put in 
place a system that is more bespoke.  
Today you are likely to want to build 
alongside this measurement around 
online and social media channels as well 
to gain a better picture, as press are 
often blogging and using Twitter too, 
over and above what appears in print.  

Whichever route you choose, you need 
to keep measuring to ensure consistency 
in your analysis over a defined timeframe.

Much of the PR work that is undertaken 
is around tracking and reporting media 
coverage, but there has also been an 
acknowledgement of the need for a shift 
away from ‘outputs’- that is numbers of 
clippings to ‘outcomes’ – what is actually 
being said and how opinions are being 
shifted.

Thinking about how this then maps onto 
the marketing communications process 
of creating attention, interest, desire and 
action is a useful context for this.

In a B2B environment, knowing that 
you achieved some significant business 
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leads from your media 
coverage is a good start 

if that is what needs to be 
measured; but of course you 

need to think about how you 
capture that sort of feedback within 

your organisation to assess that.

Putting measurement into 
context

Different organisations will have different 
business objectives; and so inevitably a 
‘one size fits all approach’ falls down. Yet 
there are some straightforward concepts 
that can be adopted, as AMEC has 
indicated.  

Tracking whether PR is helping achieve 
business objectives is key – what are 
the ‘outcomes’ you are looking for?  If 
we’re being honest, this may include 
PR assisting to overcome negative 
perceptions as much as profile raising for 
some organisations.

With PR being used primarily as a 
promotional tool, you can track the 
number of enquiries or bookings 
generated through new responses you 
have gained.

If PR is being used as an educational tool, 
you can research changes in perceptions.  
This can be usefully done alongside 
any market research you have planned, 
before and after a campaign.

Whether your customers, suppliers, 
employees, distributors or regulators 
chose to buy your product or service, or 
to be associated with you, depends on 
your reputation – and, perhaps more 
importantly, how they rate it compared 
with your competitors. 

Public relations will help you to build the 
reputation you want and to differentiate 
it from others to give your organisation 
a competitive edge. Work out what you 
want to achieve, and why you want 
to achieve it; then look to prepare a 
meaningful way to track it.

Google analytics is also a useful starting 
point for this, if your campaign also 
involves encouraging people to go to 
your website for further information.

You might wish to gain a benchmark to 
work against first for your measurement 
– if you want to track growth in 
awareness levels, positive perceptions 
of a product or service that are being 
achieved, or changes in behaviour, for 
example.  

In the B2B environment this can 
sometimes be achieved more easily 
working with groups of your target 
audiences. You can conduct a 
questionnaire at an industry event; bring 
together focus groups for discussions, or 
conduct your own audit.  

We also use a media audit for some 
campaigns, particularly when reaching 
out to new audience sectors.  This will 
normally involve identifying core press 
and a short discussion with them to 
gauge current levels of understanding 
around a company, its product or service 
offering, and usually in the context of 
pertinent industry topics.

It means that we can go back in six 
or 12 months time to see how press 
perceptions have evolved.

In conclusion, as with other marketing 
communications, you need to plan what 
you wish to achieve through PR before 
you can start to measure its effectiveness.

When planning a Public Relations 
brief, here’s a checklist to get you 
started:

•	 Define	your	audiences,		 	
 understand as far as possible their  
 views and why they think and do  
 what they do;

•	 Be	clear	about	what	you	would		
 like them to think about you;

•	 Involve	other	operational		 	
 teams outside of the marketing  
  department, and other   
 stakeholders to help feed into   

 your objectives; 

•	 Write	up	these	objectives	as	your		
 starting point for the brief;

•	 Define	what	your	KPIs	will	be;

•	 Convey	your	messages	in	the	right		
 way that suits the right audience,  
 i.e. email, direct mail, telephone,  
 online, face-to-face, etc;

•	 See	media	coverage	as	a	way	of		
  achieving your objectives, not as  
 the only way;

•	 Measure	progress	throughout			
 a project or campaign wherever  
  possible;

•	 Use	your	website	analytics	as	a		
 tool to help you in this process  
 but build in other market research  
 and tracking as and when   
 necessary.

*At	the	AMEC	Summit	in	2012	the	
following	“Barcelona	Principles”	were	
agreed to take the measurement 
of PR forward for the industry as a 
whole:

1.		The	importance	of	goal	setting		
 and measurement

2.		Measuring	the	effect	on	outcomes		
 is preferred to measuring outputs

3.		The	effect	on	business	results		 	
 can and should be measured   
 where possible

4.		Media	measurement	requires		 	
	 quantity	and	quality

5.  AVEs are not the value of public  
 relations

6.  Social media can and should   
 be measured

7.		Transparency	and	replicability		 	
 are paramount

Further reading
AMEC, ICCO and the PRCA have launched a 
guide to public relations evaluation
“The PR Professional’s Definitive Guide to 
Measurement”
http://prguidetomeasurement.org/
PRWeek, June 21, 2013
AMEC Conference Focus “A more measured 
approach to PR”


