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M Mazen Nahawi

How to Measure PR in the Digital Age

R measurement has evolved

dramatically during the past
20 years: the industry went from
relying on esoteric approaches
to justify its work and give it value
to creating a scientific approach
that helps quantify and qualify
PR performance using modern
technology, reliable perception
data and improved media
content analysis.

This evolution of measurement
has allowed PR professionals
around the world not only to
effectively plan and to prove the
value of their work, but to identify
their practice as the best method
of building reputation,
relationships and credibility for
client audiences. This in turn has
lead to the growing demand for
measurement as a standard
practice in every pitch,
presentation and campaign —
not just by PR pros, but by
clients as well.

But, like in all evolutionary
processes, the current methods
of measurement are now being
thrown into question thanks to
the advent of citizen journalism,
blogging and social networking.
The question is: how will social
media change PR measurement,
or in other words, how will we
conduct PR measurement in the
digital age? And how will PR
pros and their clients adapt to
changes in modern PR
measurement?

Evolving Branches,
Firm Roots

The first thing we must stress is
that digital life will not change
the fundamental strategies of
PR measurement; all
measurement is built on two
primary tools: counting (which
includes media content analysis
for messages, volume etc) and
asking (which involves field
studies, surveys and opinions
polls).

The fact that our counting and
asking has now moved into the
electronic realm of the World
Wide Web does not change the

fact that we will continue to use
counting and asking as the
bedrocks of PR measurement —
the fact that our media coverage
will now be online still means we
need to count where this
coverage happens to be and
what content it includes.

We must realize that our process
of counting and asking will in
fact undergo a major
transformation; this is where PR
measurement and its
practitioners must be prepared
for fast-paced evolution that will
bring with it many challenges
and opportunities.

From 50 Clips to 50,000

First let us focus on the process
of counting — in other words
identifying where your media
coverage is located, analyzing
its content, messages....Digital
media immediately forces PR
measurement to go beyond the
well defined — and finite - world
of print and broadcast
journalism. Your limited number
of newspaper and TV clips are
now being joined by tens of
thousands of "Web Clips" or
articles about you (that you may
or may not have generated) that
are posted on a large number
of websites, blogs and forums.
As a PR measurement
professional, you must be
prepared to 1. Find this data
using effective media monitoring
2. Filter the captured coverage
to remove the loads of useless
data 3. Rapidly analyze the large
remaining content that is relevant
to you and start adding it to your
overall media content analysis
process and final reporting.

Basically, you are going to have
to go from taking your press
releases' 50 clips that were
published in newspapers,
magazines and a few TV/radio
segments — and adding 500,
possibly 5000 - or 50,000 new
clips about that same press
release, that may end up being
posted across the Internet. Are
you ready? Good media
monitoring, sound media

content analysis done
according to international best
practice and a robust system
of automated or human analysis
for your coverage will allow you
to complete the task. But you
must be ready with your tools
and methodology.

Goodbye to Spillage;
Welcome Precision

Another critical dimension to
this is audience penetration.
Most of us use OPS
(opportunity to see) as a starting
point to understanding how
many people may have seen
our coverage in the press, for
example. The Internet will bring
a new level of accuracy to
audience penetration
measurement that will help
strengthen our PR efforts like
never before,

We can use simple and
affordable web analytics like
www.webtrends.com to identify
the exact number of people
who viewed our coverage on a
variety of websites. We can also
measure the exact number of
people who click on our articles
to go and visit our client's
websites, to purchase a product
or to inquire about our services.
This gives every PR pro
wonderful data to understated
if we are in fact reaching the
correct target audience and to
understand how they are
behaving - this would be much
harder and costly when trying
to do the same with, say, a
newspaper audience.

Hits vs Visits

It is important to familiarize
yourself with relevant web
audience terminology when
using such tracking technology.
Understand the difference
between hits, visits, unique
visitors etc. For example you
might log on to Yahoo! And that
will register 100 hits (with each
hit representing a single file, like
a picture or headline on that
single page) yet you only count
as a single unique visitor. To

learn more about this
terminology simply Google the
terms, ask your [T department
or your monitoring and
measurement providers.

The Silver Bullet Press
Release

One way of vastly improving
your ability to measure audience
reach, penetration and behavior
is to assign a unique URL to
every press release you write
and to dispatch it through a
dedicated online PR distribution
tool like Media Disk, PR
Newswire or Business wire.

The unigue URL means you
know exactly how where you
coverage posted, how many
people viewed your site, clicked
on it, linked to it and commented
on it. This precision based PR
allows you to optimize the way
you formulate the content of
your press releases to be easily
searched and more interactive.
It also allows you to receive real-
time audience feedback and
tracking analysis. Make sure that
you enter the digital age by
assigning all of your press
releases with a unique URL.

Messages Are Now a Two-
Way Street

The second main aspect of
measurement in digital age is
engagement: in other words,
understanding what people are
saying on the Internet that may
affect you or your client's
business. It is critical to
understand the profound
importance this will have on PR
for the foreseeable future: we
are now entering a world where
the nature of PR interaction with
its audience is no longer a
predictable, controlled, one-way
operation.

Messages are now a two-way
street: people will no longer
simply receive and read about
your client's media coverage in
the daily paper: they will read
about it online, and yes, they
have the power to talk back at
you - and to all of your
stakeholders. Some of their talk
back will be positive, some will
be negative — none of it, however,



will be controlled by the PR
professional.

This changing dynamic of
communications means PR
professionals must adapt to listen
far more than ever, and to be
ready to understand messages
not just the ones you create for
your client — but the messages
being sent back to you and
others from the public via
thousands of blogs, chat rooms,
websites and forums.

Measurement's Starting Point:
Listening

To the PR measurement
professional, this represents a
significant challenge of tracking
a huge universe of chatter,
filtering out what is irrelevant and
acting truthfully and quickly in
reaction to conversation that may
affect your business. However,
this new digital environment
presents us with an even greater

opportunity of being able of the
first time to receive audience
reaction in real time - this
reduces the huge time and cost
implications related to traditional
opinion research such as
surveys and polls.

The PR measurement
professional must prepare to
effectively monitor and analyze
the vast array of conversations
online and use that data when
planning, implementing and
evaluating a PR campaign. To
do this effectively you must
measure overall engagement
online.

Start by scoping the volume of
engagement that is relevant to
you: use webtrends and
Google Analytics to find out
how many people are linking
to your site, reading your blog,
clicking through the links of your
unigue URL press release. This
data will give you a good

understanding of how many
people are talking about you
and where.

Follow this up with a qualitative
understanding of the
conversations taking place. This
will allow you to plan effectively
and to recommend steps and
startegies for a winning PR
campaign.

Tools for the Future

There are many affordable and
efficient tools that can help you
automate a large portion of the
data collection and analysis
process. Some of the best tools
you can use include sites like
www.compete.com. This allows
you to type in websites of your
client and their competitors and
to compare how many people
are visiting their websites.

Free tools like Google Analytics
give you similar data, but they
also help rank your blog points

and press releases within the
context of the World Wide Web
in addition to showing what
countries your traffic is
originating from. Online survey
tools like www.surveymonkey.
com and Www.zoomerang.com
help you tap into large online
audiences and to structure
scientific and highly effective
polling very quickly and for as
little as $100/month.

The advent of the digital age
brings with it clear challenges
to the PR industry as a whole,
and PR measurement
professionals specifically.
Having said that, we must also
be aware that the opportunities
for us far outweigh any
challenge; for the first time we
can target our target audiences
with precision and intelligence,
and to measure their
responsiveness and behavior.:
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