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Who we are
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The Communications Mix
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‘Integrated” Marketing Communications

Controlled
Advertising

Direct Marketing
Web Sites

Semi-Controlled
Publicity

Event Sponsorships
“Buzz” / Word of Mouth

Uncontrolled
“Traditional” News Coverage

Social Communication

Message Exposure
Frequency

Reach
Content

Awareness/Preference

… of/for the Campaign

… of/for the Organization

Desired Behavior

By Target Audience
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Some principles worth sharing …

5



1.

There is no one, simple, all-encompassing

tool or technique that can be relied on to

measure and evaluate PR effectiveness.
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2.

Establish the basis of your measurement,

before you begin measuring.
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3.

Set measureable PR objectives that,

whenever and wherever possible, are

aligned with organizational goals.
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4.

Measuring “Reputation” matters
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5.

ROI (Return on Investment) and Value are NOT

the same thing.

10



Measurement Program Structure

CoreCore

DynamicDynamic

Horizontal StructureHorizontal Structure
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And some final thoughts on …
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Counting Grayfish



In God we trust, everyone else bring data
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Social “Media”
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Thank you!
Wayne.Bullock@cision.com

www.cision.com
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