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Measuring_ ~nd Evaluating Media: 
Trad1t1onal and Socia! 

Stefania Romenti and Grazia Murtarelli 

Introduction 

~!edia remain essential to public _sector communication. To track and improve performance, 
conimunication. through and with media must be evaluated . However, today the media 
environment ra1ses both challenges and opportunities for media evaluation . This is due 
to the increased number and types of "new media" that are challenging press, radio , and 
relevision (TV) and creating a modem mediascape characterized by disintermediation and 

fragmentation. 
Despite the recognized importance of media in public sector communication, the evalua-

tion of both traditional and socia! media has relied in the past on a few primary quantitative 
metrics. However, digita! media now enables the collection of a wide range of metrics, such 
as the number of views, downloads, clickthroughs, likes, follows, and shares. But with the 
proliferation of many different metrics, identifying standards for media evaluation is ever 

more challenging. 
In undertaking evaluation of media relations and publicity practices, there are two interrelated 

but nevertheless different activities to examine: 

Media relations, the relationship with journalists and major socia! media influencers, such as 

bloggers; and 
2 Media publicity, the extent to which media content positively supports the objectives of an 

organization. 

The advem of digitai communication has revolutionized the way organizations interact with 
ne:vs media and the way the media system is organized and works (Alfonso & de Val?uena 
~guel, 2006). The media system is increasingly characterized by a grea_ter fragmentanon ?f 
udiences and b h f e • ns such as data-driven 1ournal1sts and s0C1al 

infl Y t e emergence o new pro1ess10 . 
fi uencers (Gillin 2008· p . & Dagiral 2013; Solis & Breakenndge, 2009). ~hus, the 
0cus of d" ' ' arasie . ' . . . . .· l media (Waters, Tmdall, & 
M me ia relations and publicity pracuces 1s sh1ftmg to socta 

Orton, 2010). 
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. t public communication practitioners 
W·t1 . I . d' . I n1· ·ation env1ronmen ' . . h 1· 1 1m t 11s new 1g1ta commu c . lational strateg1es w1t on me news 

. . I b . . i b skilled in plannmg re . . are mcreasmg y emg reqrnrec to e f digi'tal commu111cat1on strategies 
di d . c. • d aluating rhe success o . . . . . me a an m 1oresee111g an ev . . . . ssary for legi't1m1zmg rnvestments in 

f. • I d a relauons 1s nece Understanding the impact o sm:ia me 1 . h . . made within the new environmenr 
'ify' · · teg1c C oJCeS · online communication and for JLISt mg stra i d d' ed evaluation ·practices, the pro]if. 

• • ..i d I h ired anc stan ar iz But, while there 1s a neeu to eve op s ' . . d . . challenges. The purposes of this . I I . I . d etncs mtro m.:es new eraaon of new e 1anne s, too s, an_ 111 . h t metrics ami measurement tech-' i . overv1ew of t e extan chapter are to prov1c e a systemanc . . . · .
1 

. actices and to offer a view for the 
niques for evaluating traditional and sooal me?1a re at~on~ p~ briefly depicting the nowadays 
future The chapter is snucrnred as follows. Firsr, wc egm Y Th 

. · . 1 . f luation and measurement processes. en, we 
media scenario to address the comp exity O eva 1 d d metrics for evaluating and 
describe media relations' met1·ics. Next, we explore met 10h s ~n t f media relat1·ons d 

· · · · d' ·on on t e 1mpac o an measunng public1ty. Fmally, we turn to a 1scuss1 
publicity on organizational performance. 

Media Landscape at a Glance 

· · · d d · c]1anges over the past decade. As new The tradmonal media landscape has un ergone ramane 
· · · d · d' spaper print runs have reduced and commumcatJon channels mcrease an gam au 1ences, new ' 

· · · · 'd d b d'gital media and web platforms. In TV aud1ences are 1mpacted by the compet1t1on provi e Y 1 . . . . . 
an effort to maintain their business, the established monopolies and oligopolies of tradiuonal 
media and the "old economy" are banding together, as seen with the announced merge~ between 
Time Warner and AT&T. Others traditional media are being purchased by a relanvely new 
player, as seen in the sale of The Washington Post to Amazon. . 

This is the era of convergence-divergence, as defined by Ash (2016), where the media and 
audience regularly exchange their roles in a multi-device stream of stimuli and reactions. In a 
world where mobile internet users exceed half of the tota! internet users (Chaffey, 2018), news-
papers such as The Financial Times, The Watt Street Journal, .and The New York Times have 
developed online applications to deliver real-time coverage of news, and other media such as The 
Washington Post deliver instant articles on Facebook. We are also living in an era of fake news 
(Balmas, 2014; Borden & Tew, 2007) and post-truth (Bailey, 2018; Harsin, 2015), which news 
sources, media producers, and consumers bave to negotiate. 

In 2016, American TV audiences were down by 11% compared with six years earlier, and in 
the 12-24 age group, the decrease was 40% (The Economist, 2016). As with print media, TV 
networks began creating multimedia platforms to compete with news circulated via the web. So, 
as a result of the vast changes to media content and distribution, traditional media relations and 
publicity practices are no longer suited. Over the last decade, an impactful phenomenon called 
deliberate disintermediation (i.e., when stakeholders benefit from direct access to information, 
goods, or services without traditional intermediaries such as news media, publishing companies, 
or other subjects) has developed. 

The phenomenon of disintermediation "describes the much more prevalent negotiated reduc· 
tion of the number and the value of links dominated by a centrai institution and the simultane-
ous strengthening oflinks berween the members of a community" (Gregory & Halff, 2017, p. 7). 
Gregory and Halff (2017) suggest that the role of third parties that operate as intermediaries 
bern:een ~rodu~ers and co~sumers of i~formation become Iess important, since organization's 
relanonsh1ps w1th the pubhc are changmg by being direct interactive and real-time. This has 
resulted in transforming information searching modalities 'that signifi~antly support consumer 
decision-making processes (Raaij, 1998). 

These changes undermine the traditional intermediary role of ·
0 

1· d d' Jn • • J urna 1sts an news me 1a. the past, JOurnahsts defined facts , framed information quoted of'fi · I · d ate , ic1a sources m or erto ere 
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and shared content to thc vast audienc (H . 
1
ews, · , I d h . e erm1da 20l0J N 1 1 . nment has st1mu ate t e mcrcasing frag . ' · • owac ays, thc socia! media 
11
v1ro . · mentat1on of n~ d h . . ed oroflicialsourcesofmformation. This h I d ' vs_ an t eprohferauonofofficial 

:Ul n . . as resu te m the ns f . 
• 'essionals such as amb1ent J0urnali sts1 (Hcr .d 201 _e_o new typcs of 111formaoon 
P

ro1• d m1 a 2) paruc . . . 
(Glaser, 2009),2 an grassroots journalists (Aitamur;o 20 ' 1 . ipator~ or cruu n 1oumalim 
. usly ambiguous "lovc-hate" relationship bm : l l ~- Withm thLS framcwork, thc prc-

;io9, p. 72) ~eeds to be re-addressed. veen JOurnahsm and public relations ( Harcup. 

A, the media landscape has undergone stich a I · {\;l revo unon assess· th ffi · f edi 
relations strat~gies is com~lex. But digitai media bave an impo~nt r:itw ~ae• ~c:C:n~ ':a1c: 
available a vanety of metncs to governments and public sector co . Pby}· ~d. . . d · al · mpames pro., mg opponuru -
cies to_ get ata m re ·tlme and to ~derstand the impact of media rdations and publicitv. 

To trnplement a successful media measuremcnt and al · I h fi · · · · . , . . . ev uatJon pan, t e rst step LS to 1dmofy 
the typ~ ~f_media u~ed b) publ'.c commumcanon practitioners. ln this regard , this chapter pro· 

Poses diVIding media channels mto three categories· traditi' I d' (' . . . . . . . ona me ,a 1.e. , ncwspapcrs, mag;a -
ZLl1es, TV), online me_dia (both onhne vers1ons of traditional media and media onl ine, i.e., online 
newspapers); and sornl media . 
. The major ~oc~is of_n_1e~ia and comm~nic~tion practitioners has been on the IC\·el of quantita-

uve ~ual1tat1ve v1S1b1bty that organ1zat1ons receive in the media, in the fo rm of publicity. 
Publmty 1s a ge_ner~ term_that refers to media content that is produced ,,ith input or influencc 
from_ the or~:mizanon _or mdependently reporting on the organization. Publiciry includes con-
tent m tradinonal , onlme, and socia! media, and it differs fi-0111 media rdations which refer to 
the interactions_ among PR practitioners and journalists and editors. This involve~ a great dea] of 
work done behmd the scenes, which could positively affect tl1e quali!)' of relationships betwecn 
organizations and media's staff. 

In the next section, the analysis will look at how media relations are evaluated and the chal-
lenges posed by new media ( online and socia! ). ' 

Evaluating Media Relations 

Media relations is a relationship-based practice. Credibility and respect are the main drivers of 
relationships between organizations and journalists ( either people working within a traditional 
editoria! team or socia! web influencers or online journalists). Credibility and respen are more 
and more challenged by the digita! context, due to the existence of fi-equent false rumors, mis-
information, and fake news. 

Practitioners use a wide range of tools and techniques to culti vate relationships with journalists 
and editors. These include press releases, press conferences, interviews, online newsrooms, phone 
calls, e-mails, briefìngs, and provision of background materiai. Most of the media relations work 
is behind the scenes. The quality of a media rdations process is measured through the quality of 
relationships developed between the organization's staff and journalists and editors. The quality 
of a relationship could be assessed through audits performed on a regular basis. Organizations 
should entrust audits to independent agencies in order to dìsclose eventual weaknesses in the 

1 Ambient journalism can be defi ned as "Socia! awareness streams ... wherc the journalism itself becomes 
fragmented and omnipresent, with contributions from both journalists and non-journalists" (Hermida, 

2012, p. 660). 
2 Citi1.,ens journalists are "people without professional journalism training can use the tools of modem 
technology and the global distribntion of the Internet to create, augment or fact-check media on their own 
or in collaboration with others" (Glaser, 2009 , p. 622). 
3 Grassroots journalism is "the grassroots bottom-up distribution in which journalism is created and influ-
enced by the public, the readers, or the users" (Aitamurto, 2011, p. 431). 
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relationships with journalists. This aim is attainable by applying evaluation °:odel~ th~t identity 
relationships with stakeholders as units of measurement and break d?wn relationships lfito varie-
gate components to assess their overall efficacy. As examples of esse?~al ~omponents of a relation-
ship, Hon and Grunig (1999) rdcr to trust, rnmmitrnent j and sattsfaction. . 

As for trust, this refèrs to the organization's level of willingness to open 1~P to the J0~1rnalists and 
editors, by guaranteeing the establishment of a transparent and authenac flow of mformation. 
Trust is a complex concept, which has to be further divided into three subcomponents in order to 
be measured: integrity, dependability, and competence. Integrity_ is the perceptio~ ~mong journal-
ists that an organization is honest, and it fairly conducts its busmess. Dependabthty refers to the 
journalists' conviction that the organization will keep its promises. F!na11y, c~mpetence refers to 
media's conviction that the organization has the ability to carry out 1ts_ prom1ses._ Th~refore, the 
relationship between the organization and stakeholders is based on trust 1f the media thmk that the 
former wiJI keep its promises and that it possesses the necessary skills to do so. 

Commitrnent refers to the parties' willingness to maintain stable relationships over time. Both 
parties consider this dimension as the amount of the resources invested to maintain the relation-
ship and to make it last aver time. Finally, satisfaction rests on the diffèrence between resources 
allocated, costs borne, and benefits obtained for each party involved in the relationship. 

Satisfàction is related to the quality of infom1ation received by the parties, in tenns ofin-depth analy-
sis, truthfulness of news, promptness by press offices in providing answers to the different requesrs. 

Organizations should also focus on and constantly monitor the quality of relationships with 
the press contacts that are assigned to cover the company, its products or its industry. A crucial 
activity for organizations is, for instance, to take into accotmt those journalists who write for the 
company targeted media list or those who write about topics of interest for the organization or, 
finally, those who are the most influential journalists within the organization's industry. 

Within the digitai environment, in arder to measure the quality of online relationships, organ-
izations need to integrate the analysis of offline components previo]ls!y explained such as trust, 
commitrnent, and satisfaction with online-based components related to the following main t:wo 
elements (Gilpin, 2010): the transactional content, what is exchanged by orgmizations and 
online journalists or bloggers that can help companies in measuring the quality of developed 
relationships; the nature of ties and connections between the parties, in terms of strength, mutu-
ality, roles, and expectation within the relationship. 

lf we adopt a logie model perspective to identify the sequential chain of measures that can be 
applied to evaluate media, we can include inputs that can be transformed into activities and in 
turn generate outputs, outcomes, and impacts. Inputs are working hours and resources invested 
by companies' staff to build and cultivate relationships with journalists and editors, to understand 
the different media targets and which kind of information they need to be tèd with. Activities are 
part of the media relations process and include preparing media releases, organizing press tours 
and conferences, and whatever else could be useful for the attainment of the predefined goals. 

O~tputs are the most frequently evaluated results of the work clone by media offices. When 
we Clte outputs, we refer to the publicity or visibility generated into media. These are the fìrst 
results of a media process and are often considered superficial. The most important results are 

effects generat_ed ?Y publi~ity on the publics (the outcomes) and the final influences of pub-
hc1ty ~n the orgam~ation (the_1mpacts). The next section ofthis chapter provides a more detailed 
analys1s of the metncs evaluatmg publicity. 

Evaluating Traditional Media Publicity 

The main result of media relations is the amount of exposure 
O 

tt · h th ,·zat1'on . . . . . · r a ent1on t at e organ -rece1ved m the media, called pubhc1ty Por many years pLibli'c•,cy · I d b nim1·ng 
. . . · , was s1mp y asscsse y su up the number oftimes an organ1zat1on as well as its products se · b d k crsons 

, rv1ces, ran s, or spo esp 
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wece citeTheY focused on the quality o/ures of publicity have b d . l d d contents th ecome mo d 
0

,are: · ,.,ere pubbs 1.e an on the feat , on e approp . re an more sophis-0rs "" ures of p nateness of dia ,onte practitioners use the following v . bi · ersons who wer me on which 
ontents- . ana es to determine th e ~xposed to the published 

~1e: ,onrents. e salience and likdy impact of 

·,u:nce of contents. It is related to th .. b .. prorni . d e v1s1 1lity de • nization, its pro ucts, and services i h . gree attributed to th . . orga . th •t1 J n t. e art.icles If h e cirations of the 
tioned 1n e ti e or at t 1e beginning of . · · t e name of the O . . • men . . an article O d . rgamzanon 1s 

I
-vice the prommence IS evaluated as higher If th , . r . unng the announcernent of a ìv 

se ' f' tJ ·th · e c1tat1o · I .. the body o 1e text, w1 out any specific highl" gh th n •~ ess v1S1ble as is included in 

aJ
iry of exposed contents will be assessed lo • t , e prommence a.nd consequentlv the 

qu . . l I . we r. _ 
P sitiomng of arttc es. t 1s related to the pos·ti fth . 

• 0 • f • tl I on ° e art1cle citin th · · . . 
th

e media. I 1t appears on 1e front page of a e . . g e orgamzanon wrthin . fi onvent1onal media outl . 
0
-
00 

(i.e. automotive or nance), content.s result . et, orma special scc-, tl al as more promment and th r -
sure is consequen y ev uated as higher. The positio d . e qua ity ot apo-
to organization are important with regard t.o wheth~ anth prommence of co~tcnrs- dedicned 

h th 
• h r e messages appe:ar. m dc:artv vi:siblc 

Positions, sue as e top ng t-hand side of the page of th · · . a newspaper, or e most uppcr pan 
of an online newspaper-where average users spends 81 % of their time (Fes.sendcn, 2018 1_ 

• Sourc~ of the content. The source refers t.o the roots of exposure and visibilitv. M.ore ~fi-
cally, 1t 1s assessed whether the exposure has been generated by the acti"ities done bv thc 
organization's staff, through for instance a press conference or up-to-date information-con-
veyed to news media. The source of exposure is an indicator that the media rdations procc:ss 
was effective, and it can positively impact the quality of relationships ""ith the joumilists. 

• Size or length of exposure. Exposure is related to the physicaJ space occupied by publicirv. i.n 
terms of centin1.eters occupied by items mention.ing the organization in the media as wcll as 
the number of minutes dedicated to the company in a TV serYice. To this regard. it couJd be 
quite surprising to see how the quantit.y of articles published in the media is the predominarn 
criteria for evaluating the exposure, rather than the quality ofits coments. 

• Share ofvoice. It is related to the exposure and coverage the o rganization obt-a.ins ,,-irhin t:hc: 
media compared to the tota! exposure media are getting to ali o rganizations bdonging to th_c 
same industry. In other words, share of voice makes organ.i zations able to comp.m: dtar 
coverage to that of their competit.ors. . . _ 

• Visual content. The visual component bears relevance, because mess.1ge efk·co,·en~ ~t 
depend on the use of images, tables, chart.s, blac_k and \\_,hit~, or colored r_e~. lf thc unage is 

highly related to the organization, the qualit)1 of the arude 15 evaluated as highcr. 

0th . . . 1 ore related to the characterisrics of 
er vanables affecting the sabence of contents are O h . ·.fi _ -.. ofth ... media. accord-medi · h d F · rance t e 51gni 1..am.:-.. .... 

. a on which contents have been pubhs e · or 10
~ . ' • · aper òn.ì.i.latioo data or pro -

ing to th Il th di diffus1on (1 e new-sp, ra _e target audience as we as me_ a .. , ea~h ,and o pportunities to see (OTS) (or 
frn ra:mgs) could influence tl1e q~1ality of pubh~J~~d (Galpin & Gullen, 2000; McDo nald, 

19
~ essions) are even crucial metncs to be consi . . " the size o.f an audience e:xposcd to 

7; Broadbent Spittler & Lynch, 1997). Reach esn~1_ate~l e·di-. a)" (Stacks & Bowen, 2013 , 
a com . , , . (tradino.n,l m . murucation based on some aud1t.ed system . . -·fi . message dissemmated by thc 
p. 26 ). OTS or impressions refer to the numbe. r of umes&a sBpe~enL 2013 p. 26). This inde.x is 
0 rga · . · . (Sracks 0

" ' ' cale nization could reached the target a~dt~n~e. the number of times the _message 
l f cula~ed by m u ltiplying the rate of media d1ffu_s1on by er published four arncles conta1mng <l 

, 1or m t . . d f · a da1ly newspap . • th unber ofnewspa-
gi .s ance, m a certain peno o urne, il i by mulnplying e m . 
Pe:en message from the company, OTS will ~e ca1et . at~; message is aJso dissennnated by o_the.r 

readers b th b f ublished arttdes. If tl dd i up as will the numbe.r of ume.s 
niedia e · I Y_ e num er o d·f:c. nt media will be a el , 

' ircu atton data concermng 1 iere 
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. di (articles TV programs, and so forth). Boweve 
tJ
1
e company has been referred to m the m~ ath imber ofpeople who are likely to be reach r, I I showmg e m d th Cd tl1is index might not be re evant w 1en . . they have been expose to e message 'l'h 

. •d · the frequency . h · J. e by tl1e message w1thout cons1 ermg . .th nean that each of them as read the 111ess· ·11· • le m1ght e1 er 1 · • age OTS index egual to 30 1111 -10n peop d t the message three times. For this reason th· O ·11· I have been expose O • , 1s once or tl1at I 1111 1011 peop e sed to the message once, m order to de 
1 

· fc • I ho have been expo ar y 
mdex usually re e.rs to peop e w f. . . rs of a given message. Further, the OTs . . . . d ti 1Umber o rece1ve is 
mdicate tl1e frequency an ie 

I 
bi". to whom the message has been sent w · · ·t· ti -1: ·i · 1d the target pu JC ere 

signifi,ant 1 1e mewa nsec 
31 

be confitSed with outcomes, as the latter onl appropriate. Actually, 11npress1011s ought not to . . . Y 
. d 1 . ence of 1mpress1ons. exists in peo•)le's mmd and coul )e a consequ · d ti h 

t . I' f bl" h d contents could be custom1ze or t e organiza-. Results concermng the qua ity 
O 

pu 
1
'. e 1 •nar and hdp measuring its media repntatio tion as they could be related to 1ts reputatlona P1 d b d. n. 

'. " . . b d fi d the tota! number of contents reporte Y me 1a concerning Media reputation can e e me as d · • 
. . · h rcy of its products an serv1ces, 1ts organiz tl1e following organizat1onal d1mens1ons: t e qua 1 . . a-

. 1 l d I · · and management workplace satisfact1on, corporate socia} tiona ea ers up, Its governance ' c. D h 
· · · · I · · . tu·t de and per1ormance ( eep ouse 2000) respons1b11ity emot1onal appea, mnovat1ve a u , . . , _ . 

· ' · · · · · h d" e1·ve an orgamzauon and the quahty of Media reputation 1s an mdICator of ow me 1a pere 
contents that discusses the organization's behaviors. 

The Methodology of Media Content Analysis 
As we have discussed in the previous section, the evaluation of media publicity could be focused 
on variables that determine the salience ofcontents such-as prominence, positioning, and so on. 
Those mentioned are just part of the variables that can be examinedin a media content analysis. 
What is really important for an organization is to analyze the nature of topics that media relate 
to organization and the accuracy of messages included in media outlets. If an organization dif-
fuses a media release, then it should evaluate if messages that have been communicated are 
accurately mentioned or if they are neglected by the media. If media don't regularly pay proper 
attention to messages spread by an organization, it would mean, for instance, that messages are 
not prominent enough in press releases or that the organization's staff did not take adequate 
care of newsworthiness of messages themselves. 

Also, the tone (positive, neutra!, and negative) of the published contents influences the qualicy 
of media publicity. The tone measures the way the media regards the organization, its people, its 
product, or the spread messages. Media comem analysis is a systematic and objective methodol-
ogy recommended to evaluate the comems and the tane of media publicity. It is a "specialised 
sub-set of contem analysis, a well-established research method that has been used since the 
mid-eighteenth century" (Macnamara, 2005, p. 191 ). 

Content analysis is widely used in communication research because it allows researchers to 
focus in the meantime both on the comems and comexts within which contents are applied, as 
well as to reflect upon communalities across contents reported by media (Lombard, Snyder-
Duch, & Bracken, 2002; N euendorf, 2 O 17; Riffe, Lacy, & Fico, 2014). lt has been a matter for 
discuss1on over many decades whether content analysis is a quantitative or qualitative method 
(Macnamara, 200S, 

2018
a). "In quantitative content analysis, a researcher uses objectives and 

systemauc counung and recording procedures to produce · · d · · f the sym-
bolic content in a text" (Neuman 2006 323) Q 1· quam1tat1ve escnption o e h 

· h. h. ' ' p . · ua 1tat1ve content analysis is able to captur t e context wit m w 1ch contents become meaningfu l Wh"I h 
1 

. • content I 
· h . · 1 e t roug 1 q uant1tat1ve ana ysIS researc ers coum marnfest uni ts of analysis · J· . • I . I mes-d 

. . . , qua 1tat1ve ana ys1s foc uses on atent sages an rnterpretauon of potenuaJ meanings as weIL Quan . . . . roaches 
are more and more considered I tltat,ve and quahtatrve app d h h F. d. co~p ementary, and researchers frequemly advocate fora blel1cle researc approac . or me 1a relat:Jons evaluation the adv . . such 
as coment analysis is that it allows fc 1 ' antage of usmg a m1xed approach 

or a e oser look and deeper understanding of the is5ues 
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b 
stakehoiders by evaluating the cont ed y . d I d ent and focusin h 

J
·scllss cime a m1xe met io approach can 'd g on t e most imponam themcs. , saf11e Th fi provi e mean. gfì I . • 

At cJ,e . keholders. e rst step of both a q 1. . 10 u ms1ghts imo what matters 
f' tor sta 1 . (. ua 1tat1ve and . . 

10
st . . units ofana ysis 1.e., words, phrases and. quant1tat1ve content anaJysi.s is 

J1 ·Mflg ali d d · ' images) and th · · ·Jct1CJ•r gl a process e e co tng, which can b h en ass,grnng them to catego-
1 ., roll 1 d . J • I e uman or aL t ed . ·es u1. d .J:.-ectly an 111ouct1ve y from the raw d (M . 1 omat . Codmg categorics can 
fl ve u.u · tl ata aynng 2000 p 
b
e Jefl . or cypolog1es 1at retlect how the p 1 . , ; atton , 2002 ) to produce 

•puons b ' . . eop e vrew the · I 1 . 
Jcscf1_ t1uences, ~uman su !eet1v1ty _amon g coders and im .. soc,a ~or d. B~ases due to cui · 
rt1.r;11111 be minim1zed by usmg precise codjng gu idelines plirn_ meanmgs attnbuted to words 

5
notrld . inedia content analysis can be found . M · Detarls about the methodology for 

ducunS 111 acnarnara (2018b) ,oo . 

Evaluating Online and Sodai Media 

d' o-ital scenario puts a huge amo t f · 'fhC new 1~· . . , . un ° metncs, methodologjes and tools ar public 
unicauon practtttoners d1sposal for evaluating th fc • f ' . . . co01I11 d I ) ed c

0 
• I . e e uCJency o orgamzauonal mputs too s us 1• r tm ementtn · · . . . (channels an . P . me?ia relat1ons act1VJt1es and analyzing the main 

Uts and outcomes of onhne media relattons 10 terms ot·d· · I bi. • 
0
utp 1gita pu JC1ty. 

Measuring the Efficiency of Online Process 

public communi~ation ~ractitioners willing to explore organizational inputs need to evaluate thc 
efficiency of media rela~o~~ c~annels and tools and make comparisons amongst different medja 
relations processes ~d 1mt1at1ves. Por e_xample, an organization can cakulate the cost per key 
rnessage by companng the cost of each smgle activity with the number of key messages reported 
in the media and related to each performed activity. The following are the most used efficiency 
rneasures within iligital envirortment: 

• Cost per impression (CPI). The cost for each impression obtained is calculated as the ovcrall 
cost of commurucation activities/number of impressions. 

• Cost per lead (CPL). The cost of each lead or potential new contact is cakwated as the cost 
of communication activities/number of leads. 

• Cost per action (CPA). The cost of each action (comment or mention ) is the cost of com-
munication activities/number of actions. 

• Cost per engagement (CPE). The cost of each interaction (click, like, or share) is the cost of 
communication activities/number of interactions ( click, like, or share ). 

• Cost per click (CPC). The cost for each click on digitai content is the cost of commwùcation 
activities/number of clicks. 

• Cost per referral (CPR). The cost of each positive review is the cost of communication activi-
ties/ num ber of positive reviews. 

EfEf~ciency measures vary according to the media channel use~ and acco~din_g to ind~1~try. 
fic1ency measures have not yet been standardized; however, publ!C commumcauon pract1t1on-

ers nave at their disposal a series ofbenchmarks, as shown in Table 25 ·1. 
According to research carried out by Salesforce Marketing Cloud (2016) on the average 

: PMs_ (cost per thousand impressions) among different social media chan~els, based on the 
nalvs1s of imp . d t by marketing cloud customers, Lmkedln sponsored sta · ress1ons an engagemen s .b d I tusupdateh th h" h CPM The lowesraverageCPMwas attn ute to nstagran1. 

Research in: d~ffì,g eSt averageCPLs b channel or industry is illustrated in Tables 25.2 and 
2~.3, Which sh e itherethnt avhi~rahge CPL .; related to the display and CRM advertising ( $71) 
cha ows at e g est 1 . . . ($ l 4 ) 

nnels, whereas the lowest is related to SEO -content markeung act1v1ty . 
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Table 25.1 Average Cast per lmpression by Channel. 

Channcl Global average CPMs ($) 

lnst,1gra111 
Faccbouk 
1\vittc r 
Facebook mobile app 
Linkedln sponsored status updatc 

4.44 
5.75 
6.93 
7.29 

29.37 

Sourcc: Salcsfurcc Marke ti ng Cloud https://www.markcti ngcharts.com/ 
digital-68514 2016. 

Table 25.2 Average Cast per Lead by Channel. 

Channel 

Display and CRM advertising 
SEA (search engine advertising) 
Referrals 
Webinars 
Socia! merua advertising 
Email marketing 
Retargeting adv 
Socia! media 
SEO-content marketing 

Cost per lead ( $) 

71 
60 
54 
45 
43 
39 
33 
27 
14 

Table 25.3 Average Cast per Lead by Industry. 

Channel 

Finance 
Technology 
Health 
Manufacturing 
Trave! and tourism 
Retail/CPG (cost per gross rating point) 
Education 
Telecommunications 
Media/ marketing 

Cast per lead ($) 

47 
45 
37 
36 
29 
29 
27 
26 
24 

Across industri es fin ance ( $4 7) and technology ( $45) registered the higher CPL whereas 
telecommunication ($26) and media/marketing ($24) industries showed the lowest CPL 
(Table 25.3). 

CPE (like and shares), CPC (number of clicks), CPA (comments or mentions), and CPR 
(positive review) are related to specifìc actions implemented by digitai users. Google AdWords 
provides industry benchmarks for what concerns the average CPC and the average CPA as indi-
cated in Figures 25.l and 25 .2. 

These tables provide examples of benchmarking systems for professionals with the aim to 
enable them in understanding, comparing, and interpreting collected results. More specifically, 
Google AdWords examine two types of networks: the Google search network and the display 
network. The first one is related to a group of search-related websites and apps wherc a 
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2.40 

and Ev aluatino M . o ed,o 

3 .44 2.94 
2 .62 

39 1 

2.56 3 .80 

1.53 

are network ($) 
· 5 1 · o Avecage CPC f,go<d . Benchmarlcing CPC b ind on the d;splay netwmk (S 

y ustry. Source: Ada ) pted from Irvine, 2017 . 

--- Average CPC on the se h 
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I 74.79 

ti 39 .52 

133 .52 

99 .13 

. --.-Average CPA on the search network ($) • -Average CPA on the display network ($) 

· Benchmarking CPA by industry. Source: Adapted from Irvine, 2017. 
Figure 25 2 

comm . urncati . 
can ap . on campa.ign could appear. By using the Google search network, an advertisement 
comm P":'r dose to the search results when a user looks far specific terms rdated to the 
nerwo~t~tJon campaign (support.google.com, 2018). The display netwock includes a huge 
Poten ·a1 ° different websites across Internet and Jinked to Google that could be visited by 

ti use ( Tue a rs support.google.com, 2018). che di verage CPC in AdWords across ali indusuies is $2.32 on the search network and $0.56 on 
splay network. On the search network the highest value is in legai industry ($5.88) whereas, 
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T J.~ab~l'.:e_:2~5~.4~~0~n~li~ne~S~o~u~n~·;e~o~f~1~11t~o~rn~1:.'.at~io:n~M=ea::_::s.=:_ur:_::e_s. ___ -;~~==------------
- Socia! media 
- -----~O~n~li~ne~~111:ed~i.:_a __________ :-:-~~~==-:;~==-----
Author/ media 

recog,ution 
Relevance 

Reach 

Resonance 

f. Identity of online influencers Name ofthe journalist(s) who write O te~ 
about the organizations, product, servrce 

.fi Relevance of the media/influencer for Relevance of the medja/influencer or 

your target audience your target audience . I h I 
Number of people who could potentrally Number of peop e w O cou d P

0
tentially 

read, see, bear a content published by the read, see, hear a content published by 
the merua/influencer media/influencer 

Number of times online post or tweets Number of times online content 

d are shared by other users published by influencers is share - - ----.::=::==2 -=-.. _______________ ____ 
Sourcc: Authors. 

the lowest is in dating and persona! ($0.19). On the display network, the higheSt value is in the 
employment service industry ($0.66) whereas the lowest is in dating and persona! ($0.18). 

The global average CPA in AdWords is $59.18 on the search network and $60.76 on the 
display network. On the search network tbe higbest CPA observed 1s in _the legai mdustry 
($135.17), whereas the lowest is in dating and persona! ($6.91). On the display network the 
bighest CPA is in trave! and bospitality ( $129. 69), wbereas the lowest 1s in technology ($I 9 .23). 

Concerning tbc analysis of organizational inputs, public communications practitioners also 
need to analyze the source of information. Por online publicity, this means analyzmg and under-
standing the different types of influencers operating in the new digita! mediascape. 

Online influencers are characterized by specific features illustrated in Table 25.4: relevance, 
reacb, and resonance. Alter baving recognized and identified the author/media, public com-
munication practitioners need to evaluate which is the relevance of the rnedia/influencer for the 
target audience and for the organization (in terms of topics and contents matching); which is the 
dimensions of the media/influencer network (how many users follow them); and which is the 
resonance of the media/irifluencer, in terms of number of online coments, articles, posts, and 
tweets shared by media/influencers network's users. 

According to the different leve! ofrelevance, reacb and resonance, Traackr, a leading influencer 
management platf orm, bas identified I O profiles of influencers, and classif es them as the celebrity; 
authority; connector; persona! brand; analyst, activist; expert; insider; disruptor; and journalist. 
Eacb type of influencer has diverse relational needs and so may require diffcrent modalities of 
engagemem. For example, a celebrity influencer might li!ce to develop and find new sponsors or 
develop partnerships with organizations, whereas authority influencers might prefer to be helped 
to create value for his or her community. Connectors could be supported by increasing and 
improving their networks, _ while persona] brand infl uencers ma y need to build a strong reputa· 
non, and an anal_yst may sunply prefer to gather data and specific knowledge. An activist influ-
encer 1."ay appreaate bem_g given access to organizational con texts and bein g given the opportunity 
to be mvolved m discuss1ons d1rectly with organization, whereas an expert can be called on for 
comment and t? share lns or ber opuuon about on a specific topic. Insider influencers may 
wekome bemg mvolved m ferale debates1 but disruptors might prefer a more challenging or 
demandmg _debate With an orgaruzaaon. Fmally, journalists desire 

10 
be provided with exclusive 

comments, mformauon, and matenals (http://www traackr com/e f · fl 2015) 
. . . · . 1aces-o -111 uence, . Cakulat.1ng the value of an mfluencer for the organizau·on · ·bi p· 25 3 Il • t s 

. . 1s poss1 e. 1gure . a oca e dollar figures to mdJCate the cost per post published by i fl ( . h · d' ) 
..J:fìr h I n uencers accordmg to t eir au 1-

ences on UJ 1erent e anne s. 

Organizations can estimate the economie value of a spe ·fi • 
1 

. I T 
· · · ·bi · ci c socia media account For exam-p e, on w1tter, 1t 1s poss1 e to mfluence by using specif · · I 

1
c programs such https:/ /webfl uenua · 
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Figure 25.3 Online source media/influencer value (cost per post according to difTcrent soci.tl media 

channels). Source: Adapted from Geyser, 2017. 

com/ influence-estimator. These tools can help organizations enhance their online visibiliry by 
measuring the reach and the impressions of their media relations activities, that is... by estimating 
the number of people who had the opportunity to see a specific media rdations campaign. 

Measuring Online and Sodai Media Publidty 

Fm what concerns the measurement and evaluation of online and socia! media pu.bliciry, pub.tic 
communication practitioners need to tal<e into consideration quantitative and qualiraove metncs 

related to the space occupied by the online content. · In this regard pages viewed by users search engine rankings generate~ from specific c~ntent, or k ' ' . . al t the qualiry and the prommence 

f 
eywords searches are often used as cruc1al metnCS to ev ua e S c.... d s 'al o on]' 

1
. • such as Sagekey OIL•vare an oo 

A, _me coment. Concerning socia! media, app icauons li comments and shares 
;v1ent1on b d f th and co ect posts, ' . Te can e used to monitor wor O mou b analyzed to determine the 

Xtual ob · . . t and tweets can e 

P
er . Jects such as d1g1tal posts, commen s, . mpared to negative messages. 

centag f . . d 1 I the rano as co Furth · e o pos1t1ve messages an ca cu ate 1 . c·"1 be automated through data 
ermo • . . . t'ment ana ys1s = ~inin ce, m t he d,g,tal env,ronment, ~n ' . enti messages by woe (Wilson, Wiebe, & 

f!o[fi g °' texu.al analysis techniques d1at rum to ,d Ra~·. 6 or Open Text can then be used 
to "mann , 200 5). Applications such as Brandwateh: 1 "~dition to analyziog media arti cl es, 

eate a map of tones of the results for each topic. n a 
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Stefania Roment1 on 
· the Media . . d by the Contene in . f J s ce Occup1e Quantity and QuaJ1ty o rie pa . d' Table 25.5 

Number ofitems 
mentioning the company 

Number and prominence 
of mentions of 
organizations, 
products, brands, or 
spokespeople 

Topic 
Key messages about the 

organizations 
Prominence of content 

Tane of coverage 

Coverage of competitors 
Size 
Visual impact 

Source: Authors. 

Online media 

Number of online articles, 
video clips, etc. 

Number of citations and 
highlighting (i.e., bold, 
iulics, underlined, etc.) 

Main issues, subsidiary themes 
Number and accuracy of 

reported key messages . 
Position of the contene, section 

in which it appears, page 
views, search engine position 

Sentiment analysis toward 
company, products, services, 
topics (positive, neutra), and 
negative) 

Online share of voi ce 
Length, number of words 
Photographs, images relateci to 
che organization 

Soc1al me ia 

Number of posts, comments, 
rweets, etc. 

Number of mentions and 
bighlighting of mentions (i.e., 
bold, itaJics, underlined, etc.) 

Main issues, subsidiary themes 
Number and accuracy of 

reported key messages 
Likes and retweets by 

influencers, page views, 
search engine position 

Sentimene analysis (positive, 
neutra), and negative ) 

Soci al media share of voi ce 
Length, number of words 
Photographs, images related to 
the organization 

public communication practitioners could identify thè main messages shared in media relations 
activities and use sentiment analysis to examine digitai audience attitudes in replies and follow-
up posts to the media relations activities. 

Table 25.5 summarize the main online and socia! media metrics for evaluating quantity and 
quality of the space occupied by the content in the online mediascape, which are similar to those 
relateci to the offline environment. 

From a quantitative perspective, socia! media also provides different measures for evaluating 
the immediate reaction of the audience to a specific message received via social media. The met-
rics most widely used are: 

• Clickthrough rate (CTR) 
• % Referral traffic 
• Coupon download (% increase or decrease rate) 
• Information request (% increase or decrease rate) 
• Really Sim~le ~yndication (RSS) subscriber (% increase or decrease rate) 
• Number of ratmg 
• % Sharing rate per post 
• % Retweet rate per post 

These measures primarily focus on activation _ th · h 
capable of stimulating an action and encourag· d~t _is,

1
t e extent to which an organization is 

. mg 1g1ta users to k e · e · acquire products and services. To achieve thi's d d . as 1or m1ormat1on about or 
' ata an mform . b CTR-defined as the number of clicks that di'gi'tal atton can e collected such as . content can r · sions. The formulato calculate CTR is: eceive perthe number of impres-

Total clickson ad)/ (Tota! impressions) =Cl' _ 
ICkthrough rate. 
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13ox 25.1 Calculation of A..verage C2~lfJRR. ------------, 
asures can be cakulated for CTR 

6 
. 

rwo me h . ' as,c or average Wh·1 . 
f clicks on eac p1ece of conteni pubJish d b : . , e basi, CTR measures the 

-·...,uung Medio 

395 

,,re o rn ber of dicks clivided by the tota! ime y. organ1zauons, the a verage CTR is the 
tal nu 17) Wh . press1ons acr h d ' . 

to ·gn (Irvine, 20 • at ts considered as a g d oss t e 1g1taJ communìcation 
carnpai . l level over 2% may be considered '.ln abo 00 · average CTR can vary by industry. At 

enera ' ~, Ve-average CTR (W d 
' g er pub li e comm u nication Practitioners hav . d . fi or stream.com, 20 I 7). 
Bowev '·ks as a guide for average CTR acro . d e i_ enti ied Google AdWords lndustry chmar ss in Li stnes. Ben 25 6 shows the average CTR in AdW d . · 

Table · . . or s •cross d1fferent industrks on the search rk or the display network. The 1ndustry with the highest a c~rR th h 
netwo . . . d d . & . . verage . on e searc 
network 1s 1dent:1fie as. ating persona/, whi!e the 1ndustry wirh the highes, average CTR the display network 1s technology. 
on . th CTR · " e-

A complementary metnc to e 1s re«rral traffic," which is a Google method for 11 
cting information about the traffic source to websites or specific webpages. Referral tra f-co e . . b d th b 

fi an be clisplayed as stansncs ase on e ounce rate, or the n u m ber of people who come 
e e_ ·r a website and then leave afi:er a few seconds; the percentage of new visitors to a web-

to VlSi 

. webpage· and the average time spent by users from a specific source. 
site or ' 

Table 25.6 
Benchmarking CTR in Different Industries. 

Industry 

Advocacy 
Automotive 
B2B 
Consumer services 
Dating & persona} 
E-commerce 
Education 
Ernployment services 
Finance & insurance 
Bealth & medicai 
Borne goods 
Industriai services 
Legai 
Real estate 
'I'echnology 
'I'ravel & hospitality 

Source: http://www.wordstream.com 

Average clickthrough rate 
on the search network (%) 

1.72 
2.14 
2.55 
2.40 
3.40 
1.66 
2.20 
2.13 
2.65 
1.79 
1.80 
1.40 
1.35 
2.03 
2.38 
2.18 

/ average-ctr, 2017. 

Average clickthrough rate 
on the display network (%) 

0.52 
0.41 
0.22 
0.20 
0.52 
0.45 
0.22 
0.14 
0.33 
0.31 
0.37 
0.35 
0.45 
02 4 
0.84 
0.47 

CTR ( see Box 2 5 .1). f specific online 
verage 1 in rerms O . . (RSS . . . o calculate th~ a ou hs but '.' so RSS subscnpuon 

l-Iowever, it is also important t nly as chckth r_ g requestmg, or 1· t· headlines, update 
A • • d not o uon . · a 1st o . ) <>ct1vau

0 0 

can be measure d. g informa f. diswbuung •. tornane updates • 
behaviors such as coupon downloa ,::;d it is a wol borribe for receivmg ~; downloaded; the 
~'nds for " Really Sim p le Syndicauon ho decide to su ~:r of online coup~ers. For each metri e, 
news . b f people w . . the num f RSS subscn t , to a wide num er o b counnng umber o 
•eh behavior can be measured . Y ·1 or chat; or n 

nurnb ts via mai er ofinformation reques 
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the percentage increase or decrease rate over a specified period of tim_e sho_uld als~ be calculated. 
By triggering and stimulating specific behaviors, organization~ _can identify ~uahfie_d leads and 
audiences who showed an interest in the organization. The ab1hty to collect mcreasmg nurnbe 
of qualified leads can therefore be use fui for evaluating media relations and, especially for activi~ 
ties aimed at stimuJating earned media. 

Social media relations Glll also engage in advocacy by engaging in the following: 

• Stimulate and encourage mentions and positive ratings. 
• Prompt or post reviews of an organization, its products, and services. 
• Foster relationships with potential brand ambassadors or encourage testimonials. 

To assess if the aim of advocacy has been achieved, the following metrics can be collected: the 
number of positive scores collected by the means of socia! media (i .e., positive recornrnenda-
tions ); the hashtag rate, based on the percentage of mentions using relevant hashtags; and the 
percentage of posts or tweets (retweets) shared online by digitai users. 

Outcomes and Impacts of Media Relations 

Outcomes can be defined as the effects that publicity gained by means of the media relations 
process. They refer to the short-, medium-, and long-term changes induced in audiences. 
Desired outcomes should be included in the aims of media relations process. 

Jin and Cameron (2007) define three types of outcomes: cognitive, affective, and conative. 
Cognitive outcomes ( also known as outtakes) are assessed in terms of whether the audi-

ence knows, understands, remembers, or immediately reacts to a message reported by a 
traditional or an online media. People's ability to understand the message depends on the 
accuracy and the richness of the meaning attributed to it. Cognitive outcomes can be evalu-
ated by exploring two forms of remembering, that are recall and retention. Recali refers to 
the interlocutor's ability to remember the message and how it was conveyed by the organi-
zation, with or without stimulation. Retention is concerned with the ability to recollect the 
message in terms of its key contents . Evaluation is not only focused on recali and retention , 
but it also takes into account any immediate occurring reaction, such as, for instance, when 
a person receiving a message visits the organizational website after having read an article on 
the media. 

Affective outcomes refer to the changes to interlocutors' opinions, interests, preferences, 
wishes, or attitudes induced by the means of communication activities. It is important to note 
that a major difference exists between opinion and attitude, which affècts the research methods 
used to assess them. Opinions are easier to get because they are expressed verbally or in writing, 
whereas attitudes cannot be revealed by analyzing what people say, as they depend on knowl-
edge, thinking ( cognitive and menta! predispositions), fèelings, and motivation. Attitudes must 
be assessed by using indirect questions. 

Behavioral outcomes show changes to interlocutors' routines attributed to the communica-
tion activities and, as such, they are considered bot.h the most interesting and t.he most difficnlt 
effect.s to evaluate. These outcomes might be observed over long periods of time and make use 
of more sophist.icat.ed techniques than those used in the previous stages ( e .g., experimental or 
quasi-experimental research, survey, direct, and indirect observation). 

Identifying the ou~comes of communication is not an easy process, as it might involve _rh_e 
implementation of h1ghl y advanced research methods of data processing. The more sophi~tJ-
cated the met.hod adopted, the more accurate the results are likcly to be. However, n,easuru:g 
outcomes is necessary fo r evaluating the impact of media rclat.ions on organizations and on its 
business indicators. 

lii 



/ 

•• ' '-- U .:)U( mg and E I . 
va uat,ng Media 

al tinS the impact of a media relati 
f,\T ua . . ons process th 

397 

unication pract1t:1oners to be familiar both . on e orgaoizational erfo . 
c?Ol; keY performance indicators (KPis) and ke WJth management termJ:olo nnance requ~res 
ooil enter (2007) draws a distinction b y performance results (KRI ) gy and organ1za-

P~-itional performance that are cruciatttwetlen KP!s and KRis. KPis ar~ I d f 
frlrllLJ<> th o 1e comp , ea measures o orz:,- financial measures at are reguJariy . any s current and futu re Th ~.-e non e e monitored and . success. ey 

"' .
1 

I(Pls are core 1or per1ormance and can b . d' assoc1 ated wi th top respo "bT . Wht e . . , e a JUsted to • J1S1 uoes. 
uack of the orgamzauon s activities in rei ti m_crease the latter s1gn ificantly KRis 

keePd by different activities and cover a Iong a 
0

~ tdo spe~ific business areas. KRis are \ nflu -
ence th 10/80/10 l er peno of time th d KP surement, e ru e needs to be applied h' h an o Is. In performance 
~~s, 80 P_Is (performance indicators ), and 10 KRis. ' w ic means companies shall mon itor I o 

Ioternaoonally KRls and KPis can be classified accordin . . . 
b!'C sector performance: financial citizens . t I g to six categones even lmked to 

pu ·
1
1 es' perspectives ' ' m erna processes, growth, community. and 

einP oye . · . 
The financ1al category 1s concerned with the organizati , bT . . d b · • . on s a 1 1ty to appeal to the financ,al 

co01111uruty an y generaung positive economie results in the short medium and I 
SlJCh as in public enterprises. Economie and financial clusters couJd . ' 1 d . ' o~g run, . mc u e an mcrease m earn-
ings [rom sellmg goods and services for instance by state businesses as wel l as ffi · · . . . . . . , e c1e:ncy m 
admimstratmg _o_rgamzatJ<:>nal resources m core governmental agencies. 

As regards c1t1zens, their needs should be satisfied by offering hjgh -q ualfrv products and ser-
vices. Measures included in the citizens' cluster are, for instance, the leve! o f .,people satisfàction, 
their loyalty, and acquisition. 

In relation to internal processes, KPis consist in identifying key processes to generate vaJue. 
namely those that have the most significant impact on citizens' satisfactio n and those that con -
tribute to fulfilling the main company's economie goals. Specific quali ty standards are set do\'\-TI 

for each key process. 
The growth category is concerned with the organization's potential to ofler new services so 

as to generate new growth and learning processes. Key elements include staff ski lJs and em po\v-
erment levels and systems to disseminate information. . 

The community cluster shows the support the organization rec~ives at ~e l':'caJ and naoonal 
level, such as through long-term partnerships activated for promoung organ1zanonal support for 
environmental conservation. . f l 

Finally the employees' category includes indicators that concern the improvement o emp oy-
' ' · · d · b'lin., to attract raknts. T hese aspecrs are ees perception about their own orgaruzauon an its a 1 •; . . c... • . • 1 

l · k · t rms of their sa0S1<icnon, organiz.anoa cu -
a so 1mportant from the standpoint of wor ers 10 e 
ture, and sense of belonging. . l . 0 ·esses means fìndin g the interre-

! 
~alculating the organizational impact of medi~ re a~ons tpsr) ~ctiviùes done (media relations}. 

a.t:Jo . d · dia relauons ( 111pu , _ ns among resources investe mto me ) 1d the K.Pls.. No golden tormuJa 
output ( 6 . . d' ences ( outcomes , ar " . s pu hc1ty) effects on target au 1 

1anagerial methods :md n.--onomet-
exists fì l ' . . al un· pact Numerous n ~ . . . al c. . or ca culating the orgamzauon · f d '. relations on or~uz.:iuon penor-nc m d I h unpact o me ia ~ . ::al . f . 0 e s are available to calculate t e . . from a methodologi~ pmnt O view 
ll1a.nce I . th d that are correct · t 1s crucial to implement me O s . . . lts 
and to avoid simple methods that provide misl~~~ing ::1:~~ ~~uivalents (AVEs)_ has been wi_dely 

For example for many years so-called adve1ns111g bi ' . AVE cakulations uwolve m ulnply-
Usect · ' · 1 1e of pu iaty. · th t ·over-age as · as 10dicator to calculate an economie va l l the cost of buyi.ng a e 
1ng th . d · · al coverage J)' . . denùcs ( Macnamara, a.ct space or time occup1ed by e ito~I b n discussed by many aca. I . . al 
20voe~tising. The shortcomings ofthis me~nc hav~o~: tions in the field , including the nremauon 
A.sso ,_ 20 18a; Watson, 1997) and profess10~al asf Communication (AMECd). ·bed as invalid by 

ctatio f, M d Evaluanon o b t and are escn Avt, n or easurement an . 0 practice at es . . C mmunication [AMEC] 
lì\a s are an example of pseudo-evaluano and EvaJuauon ot o 

ny I M surement · nternational Association for ea 
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(2017) , for instance, presents a list of 22 reasons why A VEs shouldn't be used. The reasons ca 
be summarized as follows: 11 

• Advenising and public 1··elations are not equivalent. AVEs confuse advertising with editoria!. 
Adv_ertising initiatives and messages are controlled, always positive and address_ed to interrupt 
aud1ences for drawing attention. Editoria! is not controlled, could be negauve as it cornes 
from a ù1ird -party viewpoint, and for this reason has more credibility than advertising. 

• AVEs conjìue cast with value. The two concepts are totally diffcrent and bear no relationships 
to each other. 

• AVEs take no account of qualitative coverage and target audiences. AVEs provide a quantita-
tive metric ù1at does not provide any insights concerning, for instance, the quality of mes-
sages or the relevant issues discussed. Additionally, they reward mass media outlets at the 
expense of low-readership news outlets. 

• Ibere is no standard to measure AVEs. AVEs measurement is based on different methodologies 
developed by each provider, which makes the metric not transferable between suppliers. 

Another criticai and much-debated topic among communication scholars is the return on 
investment (ROI). More specifically, ROI has been a much-discussed issue within the public rela-
tions field for many decades (e.g., Macnamara 2004, 2006), with three arguments presented by 
academics and practitioners that could be described as hardline, alternative, and disapproving. 

The hardline approach is the one intended to provide the most faithful reproduction of ROI 
financial calculation in communication processes. This means expressing the contribution of 
communication in monetary terms, by assessing (i) resulting earnings ( e.g., percent of increase 
in share value, percent ofsales increase); (ii) cost reductions (e.g., reduction ofproduction or 
managerial costs following a change in employees' behavior); (iii) cost savings resulting from risk 
reduction ( e.g., thanks to improved relations with stakeholders there are lower risks related to 
possible litigation and ensuing costs). 

The alternative approach suggests some alternative methods to calculate the economie value 
of communication, including cost-benefit analysis, cost-efficacy relationship, and socia! ROI 
(Watson & Likely, 2013). 

It is worth noting that an increasing number of communication measurement specialists adopt 
a disapproving approach, by arguing that ROI shall not apply to communication processes for at 
least two reasons. First, the most significant results of communication are long-term ones and 
have no economie implications. Second, communication activities are frequently carried out 
along with other activities; thus, it is difficult to calculate ROI for each of them. Consequently, 
they apine that ROI in communication is concerned with reaching the objectives that have been 
set down, so they relate to the term return on objectives (ROOs). Besides ROO, many oilier 
indicators exist that have been used alternatively to ROI. 

Macnamara (2014) illustrated four variations of ROI proposed by Likely, Rockland, and 
Weiner (2006) far evaluating media publicity: 

• ROI (return on impressions) is the number of people in a company's target group who have 
been exposed to tl1e message net of tl1e costs borne to reach them. 

• ROMI (return on media impact ) is tl1e statistica! relations between media coverage quality/ 
quantity and variations linked with sales data . 

• ROTI (retu_rn on targ~t inf~uence) - in other \~ords, the degree of change taking piace in ~he 
target pubhc. ROTI 1s arnved at by companng data before and after the communicauon 
activity, minus tl1e investments made to carry out the Iatter. 

• ROE (rerum on expectations) is the public's expcctations that have been fulfilled by com· 
munication activities. 

• ROEM (rerum on earned media) is the samc as the AVE. 
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rnains one of the most challenging m 
oOl re " I G il" l . easures for com . . . . . . 
J' . ered the Ho Y ra a so m the digitai media . municat1on pract1t1oners and n 1s 

coll
51

~1 in identifying a shared method for ~nvironment (Fisher, 2009). So far, the 
-rt:cU.Jty . . . • measunng socia! d" R diIJJ . ·s and pract1t10ners to mod1fy ìts originai . me 1a OI has encouraged 

acadef1f11IL nce (Martin, 2011 ), or realization of in;eanmg, from return on investment to return 
o!l in ue dia ROI emerges with three main str uencef(Solis, 2012) . A multifaceted view on 
socia!_ meJ bs 2012 ): eams O thought and research (Fisher, 2009 ; Gilfo1l & o , 

Deniers believe social media ROI cannot be rneasured d 
·. other than ROI such as reach a d l d . . an suggest the focus should be on 

rnetncs . . ' . n Jran mg 1rnpact (Filisko 2011 ). 
De'iners believe soc1al media ROI can be rneasured b . 

1 
' .. 

2 :I' I · l l • Y usmg e ear-cut defimt.J ons and per-spective exc us1ve y, sue 1 as measurmg socia] media investm k 
· h b d (BI ents customers ma e when they digitally ~ngage w1: ran s _anchar~, 2009; Hoffrnan & Fodor, 2010 ). 

3 'T'lie Dedicated beheve that soc1al media ROI can be m d b • d 
1r. • easure y usmg an integrating different frameworks and metrtes (Murdough, 2009; Nair, 2011 ). 

While co~siderin_g these different perspectives, if communication practi tioners intend to 
measure sooal media ROI, they also need to accurately detìne their performance objectives and 
identify costs. 

We can cluster impacts of social media relations imo three different categories ( see Tabi e 25. 7 ): 

1 Engagement and consumption. Media relations activìties intend to enhance the visibility of 
organizational content, the interaction and participation of digitai users, and finally the 
development of social connections. Examples of socia! media KPis are: return vìsit rate; the 
time spent on the website; conversational rate; response rate; percent rate o f shared content; 
percent rate of positive comments about the company; and engagement rate (Michael.leander. 
me 2017). 

2 Containment. Media relations could be used for limiting negative actions or behaviors 
toward organizations, such asina crisis. In this regard, the main digitai KPis are the reduc -
tion ofbounce rate; the reduction ofunsubscription rate; the reduction of RSS feed/ news-
letter deactivation· and the reduction of unlike and unfollow rate . ' 

Tabie 25.7 Metrics per each Accountability Aim. 

Engagement and consumption aim Containment aim -------__:_:_:_==~==----------------:----:----
Number of unique visitors Cost savings Opt-in registration score/ newsletter 
R.eturn visit sign-up rate 
Comment rate Email-on.-'n rate/ email click through rate Mail bounce rate r 
~:oduct relationships Inventory levels Pay per dick traflìc volume 
ite/social media traffic Percent negative Acquisition rnte 

Conversion aim 

r,~·p reviews 
'\lo on Mail count 
i, se rate Cali rate 
c.ngag · Chat count 
1 . ement rate Average resolution ome 
<..ead Voi Subscriber rate . , ume Amplification rate 
•~et Pro Brochure download rate 11 -ct· ll1oter score Unsubscribe rate d 1 
\C ire Average or er va ue J> ct rate Negative reviews 
age p Sales per channel So . er session Abandoned rate 
C1a1 l11edj Sales per visi ts 

Map of a reach infl uence Negative comments Conversation rate/ socia! media share rate 
tone __________ ~C~o~st~p~e=r~l~e~ad~--------------------So,. ~ree- A. . Uthors. 
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Box 25.2 Automated ROI Calculation 

The Cenrer for Sales Strategy, for instance, has published a digita] ROI calculator, as illus-
trated in the follmving Figure 25.4 . . 

Return on Investment is calculated by taking into account the tota! investment per digitai 
campaign , the cost per thousand of impressions, the CTR, the conversion percentage, and 
tl1e projected revenue per conversions. Similarly, Hubspot.com has developed a digitai ROI 
calculator (Figure 25.5). 

The second example takes into account the number of visitors, the number of leads, the 
nurnber of customers, and the sales price per customer. As mentioned before, there is no a 
standard to calculate the socia! media ROI but it can vary according to specific aims and costs. 

Digitai ROI Calculator 

Enter the variables of your digitai campaign in the green cells: 

Tota! lnvestment 

Cosi per Thousand (CPM) 
Tota! lmpressions 

Click Through Rate (.1 %, .2%, etc.) 
Tota! # of Clicks 
Cost Per Click 

Conversion Percentage (5%, 10%, etc.) 
Number of Conversions 
Cosi Per Conversion 

Projected Revenue Per Conversion ($250, $500, etc.) 
Tota! Revenue from Ali Conversions 
Retum on lnvestment 

$I 

$J 

$ 

I 

$ 
$J 
$ 
$ 

150.00 

1.50 
100,000 

5.00% 
5,000 

0.03 

- ~4 % 
200 

0.75 
250.00 

50,000.00 
49,850.00 

Figure 25.4 An example of a digital ROI calculator. Source: http:/ /olc.thecenterforsalesstrategy. 
com/resources/digiral-roi-calculator, 2017. 

ROI CALCULATOR 

This calculator simulates the potential return on investment that your 
could realize by conduct1ng 1nbound marketing with HubSpot 
software. 

Enter your current metrics to calculate your potential results 
then scro/1 down to view them. ' 

Monthly Visitors 1,0000 @ 

Monthly Leeds 1,2 f) 

Monthly Customera Q4 & 

Monthly Sales Price per Customer ~45 

Figure 25 .5 An example of a digitai ROI calculator. Source · https·// 1 b / • I ·ulat · • www. 1u spo t com ro, -ca l 
or?monthlyVisitorsChart= I 0000&rnonthlyLeadsChart= l 2&monthl e Cl . 14& rhly 

I 145 2017 Y ustorncrs 1art- inon 
RevenueC 1art= , . 
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e,,sion aim. Media relations could stim 1 CotiJJ . di . l KPI fì u ate real and 3 . case main gita s ocus on: increasi concrete action by digital users In 
th1S ' · f I d ng newslette b • . · . 11owers; generaaon o ea s; or growing dow I r _su scnpuons or the number of 
:ochures, or documents). n oad of informative materiai (coupons, 

k
·ng into account invest111ents and costs th . nv ra i 'th f' I . , e vanous soc· I d ' I v,_de practitioners w1 use u tools for automatica!! . 1 • • •a me . 1a p atforms have tried to pro"' Y l:a culatmg soc1al media ROJ (Box 25 .2 ). 

Conclusions 

ti 
·ontemporary media scenario, assessing the effì . . 

111 
1e L ecuveness of a med· J • h ·te complex. On one side publi . 1a re at1ons strategy as 

b 
-
0
n,e qui ' c compames have m · · cc I time what impact their media I . h ore opportumty to understand 111 

oear rea - d dii ail bi e 
1
. re auons ad, thanks to the fact that metrics are more 

. kly an rea y av a e 1or on me and socia] m d. 0 th qu1c . l d di e ia. n e other side interdepe.ndencies 
g convenaona an new me a are creating 11 h Il ' a01on . ew c a enges for evaluation practices. 

This c~apter stl?1m~zed the :ommonly used metrics to assess the leve! of v1sibili ry that 
organizano~s receive 111 lhe media, ~e so-called publicity. Then the effects of publicity on 
various audiences and the consequent rmpact on organizational goals were discussed . 
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