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Een stelling

Met een PR- budget van € 20.000 hebben we een 
mediawaarde gerealiseerd van € 60.000 en 500 
nieuwe fans op Facebook mogen verwelkomen.

Goed resultaat? 
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Seven Principles of PR Measurement

1. 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 to Sound Measurement
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Dus: 

1. stel vooraf vast wat je wilt gaan meten

2. meet het effect van de uitkomst, 

niet de uitkomst alleen…

3. het effect van ons werk op de business

kan gemeten worden….

4.  meetbaarheid gaat over kwantiteit en kwaliteit

5.  redactionele waarde is niet hetzelfde als PR-waarde

6.  social media kunnen we prima meten

7.  wees transparant in wat je meet en wat de uitkomsten zijn…
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Stel doelen vast voordat je gaat meten
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Measurable criteriaMeasurable criteria

Corporate goalsCorporate goals

Evaluation goalsEvaluation goals

Communication goalsCommunication goals

What is the overarching business goal that is to be supported 

by communications?

What are the desired (measurable) changes in the target 

group as the result of communications?

� Coverage: Number of articles in target group (media), 

penetration of messages

� Perception: Brand awareness, recollection of topics

� Comprehension: Credibility of content, connection to 

company

� Attitude: Brand loyalty, increased employee motivation

� Behavior: Purchase decisions, project involvement

Who? What? How much? By when? Goals should be defined 

as quantitative as possible

Communications vs. Evaluation Goals
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Dus…

1.1.
Stel doelen vast 

(wat, hoe, bij wie?)

Presenteer de resultaten 

Kies voor het juiste 

programma
2.2.

3.3.
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Meet kwantiteit en kwaliteit, geen mediawaarde!
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Mediawaarde vs. bereik onder de doelgroep

Mediawaarde € 31.200 

of

Bereik onder de doelgroep   3.488.000 personen (bruto bereik)   
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Social Media kan en moet gemeten worden
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Social Media:  Monitoring vs. Measuring

Monitor

• Look for issues to which your 

organization or brand might want to 

react 

• Identify trends in consumer opinion, 

desired content/features, etc.

• Provide a qualitative analysis of 

content

Measure

• Quantify reach, tone, 

recommendations, etc.

• Identify top users

• Benchmark in advance of interactive 

activity to track changes over time
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Uitkomsten, het effect, business-resultaat
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Outputs

Contact/response level

Reach, content

Outputs

Contact/response level

Reach, content

Business Results 

Business level
Added value

Outcomes

Perception/
behavioral level

Knowledge, opinions, 

attitudes

Outcomes

Perception/
behavioral level

Knowledge, opinions, 

attitudes

Frequency
Visits

Prominence

Reader contacts

Tonality

Message impact
Share of voice

Journalist inquiries

…

Frequency
Visits

Prominence

Reader contacts

Tonality

Message impact
Share of voice

Journalist inquiries

…

Awareness
Comprehension

Recollection

Recognition

Credibility

Image changes
Recommendations

Purchasing intentions

...

Awareness
Comprehension

Recollection

Recognition

Credibility

Image changes
Recommendations

Purchasing intentions

...

Revenue/turnover
Contracts closed

Reputation value

Brand value

Price-Effort Ratio

Market share
Stock price

Employee Retention

...

Revenue/turnover
Contracts closed

Reputation value

Brand value

Price-Effort Ratio

Market share
Stock price

Employee Retention

...

Het meten van resultaat op drie niveaus

Impact on 

media/channels

Impact on 

target groups
Impact on

organizations
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Het meten van de output

Het korte termijn resultaat van ons werk (output):

• aantal artikelen/verhalen/plaatsingen (volume)

• bereik onder de vooraf vastgestelde doelgroep

• aantal artikelen in vooraf vastgestelde key media

• totale exposure van het verhaal (de som van het bereik, views en 

luisteraars/kijkers)

• verschijning van de kernboodschap

• tone of voice van het artikel 

Vooraf bepaal je dus de doelgroep, het aantal plaatsingen, het bereik 
onder de doelgroep, de key media, de kernboodschap, de tone of 
voice!
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Het meten van de outcomes 

Outcomes zijn

• bewustwordingen

• percepties

• houdingen

• opinies

• intenties tot gedrag

• gedragingen

• ….

• belangrijk verschil met ‘output’: je hebt hiervoor de doelgroep nodig!

• online onderzoek, paneldiscussies, telefonische interviews, etc.

• breng dit onder de aandacht bij je klant!
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Seasonality

22%

Winter 

catalogue

6%

Summer 

catalogue

8%

Price

13%

Magazines

1%

TV 

6%
PR circulation

3%

Direct 

Mailings

7% Baseline

34%

Source: Center Parcs Germany, own calculations

PR 

circulation

30%

TV 

60%

Magazines

10%

Center Parcs – Effects on Sales (Bookings)

basic sales: 56%
(baseline + seasonality)

mass media: 10%
(Benchmark: 5 – 20%)



18

The 10 Golden Rules of Measurement

1. Establish written goals

2. Measure  the quantity and quality of media

3. Understand  the same principles apply to traditional and social media

4. Do not use AVE as the value of PR

5. Add PR questions to tracking surveys to easily capture outcomes

6. Collect media data in a manner usable for market mix modeling

7. Recognize that analytics is the future of PR measurement—ROI is the 

answer

8. Make sure all measurement is transparent

9. Use measurement to track progress and to design programs better

10. Realize that communications experts are not necessarily 

measurement experts
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Thank you! 


