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Becoming as quantitative as you are creative: How do
you reallfiput that into practige?
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Presenters

Welcome to all our speakers

Jeremy Thompson Kelly Stepno Brendon Craigie
Gorkana Group & AMEC Booz Allen Hamilton Hotwire PR
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Agenda

Jeremy Thompson: Introduction and Overview of setting up a
measurement programme & moderator

Kelly Stepno: Obtaining buy-in from the c-suite

Brendon Craigie: Demonstrating evidence of value and implementing
lessons learnt for the future

Q&A
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Some context

Education is at the heart of AMEC’s work in 2014

« Second in a series of webinars highlighting the importance and
value of measurement

« Sponsored by Booz Allen Hamilton

* Supported by Gorkana Group
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Practical steps

Feedback from the January Webinar

 75% of those who answered our poll said they
were unhappy with their Measurement
programme

« How do you measure different types of campaign
outcomes such as brand awareness?

« How do you analyse with a small budget?

 How can you attribute analyse to your PR
activity?

« Tips of persuading CFOs or clients to pay for
analysis

amec

How can PR

measurement
benefit your
business?

Join our
webinar to
find out
Thursday 30 January,
3.30pm GMT
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Why Measurement is important

“You can’t manage what you don’t measure.”

Over the past 20 years analysis has become an expected and standard
component of a PR programme.
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Why Measurement is important
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Building blocks of an effective analysis programme

S Understand the stakeholders who will use the analysis
1

C3 Ensure the right content is used

O 1 Choose metrics to match your communications objectives

R 1 |dentify the right reporting cycle and format

E1 Evaluate and refine the analysis through each reporting cycle
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Valid Metrics Framework

Key Area of

Communication
(Brand/Product Marketing,
Reputation Building, Issues Knowledge/ Interest/ Support/

Advocacy/Support, Employee a . .

Engagement, Investor Relations, Understanding | Consideration Preference
Crisis/Tssues Monagement, Not-
for-Prafit, Secial/Community
Engagement)

COMMUNICATIONS PHASES

Target Audience ORGANIZATION/
Effect BUSINESS
RESULTS
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Obtaining buy-in from the c-suite

Kelly Stepno, Lead Associate, Booz Allen Hamilton
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Measurement and evaluation should be a key element in
a standard approach to communications

Booz Allen Hamilton applies a five-step planning and
implementation process

Determine
Assess the current state of
performancg the organizational
to support continual

) environment,
improvement including vision and
objectives

Ongoing
E Execute Stakeholder Create
= communications Input strategies to
= tactics, engage gain buy-in among <
m stakeholders in internal and external JASd
g —
activities stakeholders (7]
2 S
/\_7 Develop initiatives,
/} programs, and products
O¢ which assist the

organization in meeting
its strategic communi-
cations goals

DEVELopMENT
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Before initiating a communications program, three
steps should be taken

« Capture an understanding overall business KPIs, and
determine how the communications program will support

- Set measurable strategic objectives for the
communications program

« Collaborate with relevant internal stakeholders — for
optimal outcomes, all players need to provide data access,
and input, and should feel a sense of ownership over
program success
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Understanding the questions the c-suite typically asks, will
help effectively position a communications program

How do we grow revenue and profits?
 How fast are we growing now versus last quarter?
* How do we know which programs in which we should invest?

 What are the most important outcomes to focus on in the
near-term?
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Getting buy in from the c-suite requires demonstrated
value

* Metrics don’t have to directly tie to revenue in order to demonstrate
value.

* Metrics can be linked to changes in the regulatory landscape, a
successful business acquisition or heightened employee engagement.

* Non-financial measures might include: sales “win rates,” safety metrics
(injuries/200,000 hours worked), environmental metrics (greenhouse gas
emissions intensity), employee retention numbers, employee
engagement survey

* To create the “wow” factor in the C-suite, communications programs
should be positioned as a problem-solving, opportunity-enhancing
business strategies.

* To demonstrate value, communication programs should generate options
for future strategy and growth.
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Demonstrating value of communications programs can be
driven by quantifying value of stakeholder engagement

 The Return on Engagement (ROE) model can do this:

— ROE uses a data-driven approach to measure the
alignment between program initiatives and corporate
strategic objectives.

— It is a strategic planning tool that helps our clients to
understand, operationalize and evaluate initiatives.

— Provides information on financial investments (e.g., which
Investments produce the most return on investment), but
also non-financial metrics (e.g., increased awareness on
programs)
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The ways of reporting to the c-suite are almost as important
as what is being reported

Snbect Partfchor AN v Selact Femat 1 Actve Baport  Gxcel WML ROF Voo Datad |

Executive Dashboard

Avw LT Satet

Qi 185

Prvimited Cvawrosey
w0 16060080  F13.080.008  §18,500.086 @ ne | '“_
— b
e N
Acust s Tamget ‘ | o
“ e e 2 e 9 & Lo . —
FANA0 L B LS ~ oh s ot § S Sew Wt § b3 % ¢
ek B S ana

o
romani Nt .o 1 il i ‘-
13,000,000 e

200, o ee—
A IS Py N\ ~3 e
¢ B DY
11,509,900 —" \ ) e —
0 SN ‘ “ “ " U RN b e B B Tl
Mn Fad M sor Mup ben  Jul sup Ses O Mer Dec

i
i
i
!
!

.........

10 (0 pte mos 10 Bt bt e 7w

] ] &

| =

| =
|

Booz | Allen | Iila(a)rr(l)ilton e Gorkana Group amec E
YEARS 16

global education prograrnr



HOTW:RE

Brendon Craigie, Group CEO

Becoming as quantitative as you are creative: How do you
really put that into practice?
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How much does Hotwire care about measurement?

* Measurement was one of Hotwire’s founding cornerstones when we
launched in London 2000 and remains so today, 14 years on, and eight
countries later

* We are heavily involved with AMEC and adopted the Valid Metrics
Framework and rolled it out to our global team in 2012

e 2013 AMEC and PR Moment awards won for measurement

* We have our own Insights and Analytics unit and we have built our own
social data analytics platform Listening Post

* Check out: http://www.hotwirepr.co.uk/measurement
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Ten measurement experiences you can learn from
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Ten measurement experiences you can learn from

Agree KPIs and
set up
methods for
tracking. Go
outside of your
comfort zone
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Ten measurement experiences you can learn from
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Ten measurement experiences you can learn from
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Ten measurement experiences you can learn from
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Ten measurement experiences you can learn from

Measurement
will challenge
internal
processes and
perceived
wisdoms
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Ten measurement experiences you can learn from

Data for data

sake is not
cool
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Ten measurement experiences you can learn from

To make an
impact your
findings must be
beautifully
presented. Easy
to understand
and share
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Ten measurement experiences you can learn from

Data must be
robust, valid,
relevant and
credible. But it
isn’t solely

:
about quantity
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Ten measurement experiences you can learn from

Aspire to
deliver game-
changing
insights to the
business
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Questions

®
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Key takeaways

- Jeremy Thompson’s top tip: "Aspire to measure everything you
do to prove its value, showcase your efforts, and improve your
work."

Kelly Stepno’s top tip: “Create the “wow” factor for the

C-suite, by positioning communications programs as problem-
solving, opportunity-enhancing business strategies.”

Brendon:Craigie’s top tip: “Aspire to deliver game-changing
insights to the business.” |
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Join experts from around the world!

UPPING from measurement to insights

THE GAME AMSTERDAM 11-12Juné, 2014

« 2014 AMEC International
Summit on Measurement.

« The world’s biggest event
on PR measurement.

« Top speakers...outstanding
knowledge share.

* Register now!
http://amecinternationalsum

mit.org/
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