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Your experiences

» What value do we bring to our
organizations?
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» How do we know? ‘
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» What measures did you use to conclude

that? a
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> Meaningful measures




The World Today

‘ioese
‘bonds

The Tipping Point
Malcolm Gladwell

«Late 20t century post modernism
- rejection of objective truth and
cultural narrative
- acceptance of the elusiveness of
meaning and knowledge

«The 215t century search for truth
“In pseudo-modernism one
phones, clicks, presses, surfs,
chooses, moves, downloads. “
——— Dr Alan Kirby
Brian Solis FutureWorks PR
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Our world of communication today
» Chaos - the perfect storm

= Economic rollercoaster

What is changing?

» Focus on the outcomes

of what we do

» Our influencers are

friends, family, peers

Moy inmusrcars
» Engagement of people \ t

is success




What is working today?
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Source: Social Media Examiner
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What should we be measuring?

» Efficiencies of our communications
» Payback of our communications tactics

» Contributions to sustainability of our enterprise

Market share Customer retention

Price premium Perception of quality

Rate of growth in marketplace Share of wallet of consumer budget
Rate of new customer acquisition Unique value proposition

Average cost per customer Active customer ratio

Case study

Branding AIDS Vancouver
CEMTIEE o7 I ] |

s E x Arthur Yee

- Simon Fraser University communications grad.




Case study
Branding AIDS Vancouver
The need
» Poor internal communication channels
= no intranet or employee newsletter
= one central email list
= unorganized shared directory
= No internal communication coordination
» Geographically segregated between three physical sites

» Inconsistent look and feel in its branded materials

Arthur Yee
- Simon Fraser University communications grad

Case study
Branding AIDS Vancouver

Audiences

» Primary audience:

= Front-line employees and volunteers (200+ people)

» Secondary audience:

= Administrative and executive team (9 people)

Arthur Yee
- Simon Fraser University communications grad.
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Case study
Branding AIDS Vancouver

Goal

» Rebrand AIDS Vancouver to represent and emotionally engage its people.

Objective 1

» 80% of employees understand branding with infrastructure to properly
use the brand.

Measurement:

Frequency of brand standards package consultation

Result: 100% of use brand quide when

Increase understanding of branding and its importance to AIDS
Vancouver.

Result:100% of report being more

about

Arthur Yee
- Simon Fraser University communications grad.,




Case study

Branding AIDS Vancouver

Objective 2

» Portfolio of materials illustrates the principles of the brand and easily used
Measurement:

» Employees support consistency of AIDS Vancouver’s branded materials.

» Result:

= 100% of . say jals are more j in look and feel

Brand and content reused in other communication materials.

Result:

«  Material reprinted for all staff training and public events.

= Brand influenced the new agency website and library newsletter.

= Photos and written content featured in the volunteer newsletter.

Arthur Yee
- Simon Fraser University communications grad.

Case study
Branding AIDS Vancouver

Objective 3

» Engage employees in the communication process
Measurement:

» Employees’ content contributions to agency communications
» Result:

= Employees penned over 20 pages of content in the annual report

= Contributed/edited content for all other materials.
» Use of unique client stories/quotes in agency communications

» Result:

]7 unique client and volunteer success stories or interviews used Arthur e
rthur Yee
- Simon Fraser University communications grad.
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Case study

Salt Spring Coffee

NEED

» Salt Spring Coffee Company integrates social and
environmental responsibility in company values
and practices.

» Salt Spring Coffee wanted to encourage their
customers to reduce waste with travel mugs

instead of disposable cups.

+ GWL OF THE WORLO'Y FiRRYT -
C(ANBON NEUTRAL COFFEE NOASTERS

corree )
Melissa Chungfat
Simon Fraser communications grad
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Case study
%alll: Spring Coffee
oal:

» 60% of customers to use environmentally-
friendly travel mugs purchased in coffee

shops that sell Salt Spring Coffee instead of

using disposable cups

[5aLrspaing )
cofFEE Melissa Chungfat

Simon Fraser communications grad
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Case study
Salt Spring Coffee
Objectives
» Influence 60% of customers to bring reusable travel mugs to
coffee shops.
» Influence 25% of customers to switch to reusable corn mugs
Strategy
1. Mug loyalty card and customer education campaign

2. Promote corn mugs as environmentally sustainable
Results measured after eight months
— more than 60% of customers bringing own travel mugs
— More than 25% are using reusable corn mugs

Melissa Chungfzt
Simon Fraser communications grad

How are we communicating today ?

» Boomers Tttt Facemailing? &
- sticking with email i e e
= signing up on Facebook

» Xers use everything

» Millennials use social media
= Millennial influence ,

increasing

W TP E




A new era is dawning

» Excellence in communication = relationships

(Reference: IABC Foundation Excellence Study, 1991)

= Depends upon:

- sharing and collaboration

- virtual conversations,

- sharing and collaboration

- face-to-face and interpersonal conversa

~
Difficult using
traditional media

tions

= Social media enables relationship building through:

What is emerging?

» The connected company

and invitation

Design business
through
interactions

Work is creating,
enabling and
engaging

Best tools for best
results -no blocks

( Hires by network

Learning, growth ,
helping others
grow

N

What is emerging?

» New social business - P2P

Business
built on

Brand managers
are socio-cultural
designers

AN

y
Flexible, cross—
functional
, Project teams

Rl relationships |

IT becomes TE
“Technology

Social media
embedded in

L work processes

enabler”




What is emerging?

» Engagement is the critical success factor
= Audiences become communities
= Depend upon advocates of the truth we share

= Success built upon trust, sharing and collaboration

e It is technology that is N
A changing, not people /

What is emerging?

» Our role » Our skills
Story
Leader Maven Analyst
. teller .

.

Teacher

What is emerging?

» Communication will be:

Outcomes
oriented

-
Aligned with
business
goals

Driven by
shared
values




What is emerging?

Social media, trust and word of mouth matter

Source: Brendan Hughes Blog SocialMediaToday March 2010
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What is emerging?

Our Our strategic
reputation gains

Qur
foflowers

Meaningful measures - key elemenis
Credibility
Well
researched
+ =
Well
documented
results
-




Context for measurement

\

Insights into behaviors

lead to innovation

Technologies change -
humans do not

Human nature does not
change,
human behavior does

Improving our measures

» The Planning and Measurement Cycle

lr
Results ]Research l

Designing measurement strategies

Communication i Impacts on the organization
Goals 4

Communication e ] Outcomes of influence

=
Objectives

The Framework for the Tactical Plan

: { Messages |
X 4 Outputs of ‘stuff’
o

generated
Tactics =3 — 1 Channels |— Dy Implementation Plan
¥ ¥
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Meaningful measures - why measure?

Better planning
formed Focused
decision sirategies
Objective o Tracking
‘assessments change
A of
expectations

Meaningful measures - competencies

Define
bechmarks
Be clear
about
desired
results

Understand

Know how the
to interpret relationships
data you want
Know why
you are

collecting
- data

Context for measurement
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The anatomy of your organization?

» Case study: The Home Depot of Canada
= 33,000 associates; 175 stores

» Most associates have a strong sense of
= the Core Values of THDC;
= their contribution to the success of THDC

» How engaged are they in the business?

» How do they stay informed?

RBenchmarking - the communication audit

» Case study
Internal Communication at The Home Depot Canada

v Ongoing measurement [ Review v Existing survey data
v Outputs, outcomes and impacts v Channel and process inventory
existing data |

-

v Why? k v Leaders

v What should we do? | \in\[5i 1 l Qualitative v Managers

v How will we | IESELITES LB 4 udiences
measure success? ]

+ |

v'Managers & associates

. f v L
v Lacar/_uns Quantitative Channel ,ifgffgfzce
v Generations research | evaluation |t

THDC Information Flow Today
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Case study: ."_'| ALBERTA

MEDICAL Benchmark
The AMA \t | associaTion Surveys/ Track - Polling
Performance
Members ¥ VlE.'WS Report back Qualitative
Critical to the AMA Create context; Ask complex
11 th i
Tr(-nd.‘; OVET SEven years tell the story questions
Continue Adjust plan and
Tracking measurement

Engaging members

«Result is highly involved and engaged audience

«Positioned for resilience and effective action

37

Types of measures

Inputs
Measurement - Cost

- Measures - Time

- Tools - People
- Balance
sheet

What should we measure?

Impacts

Outcomes - ROI

- Attitudes - Changed
lives

Outputs
- Tallies
- Counts « Behaviour
- Visits

- Clients

« Influence
« Profit

- Trust

« Credibility

- Preference
- Surveys

- Score
Sheets

Feelings

Financials

1 1

What should we measure?

Behaviours

- Engagement

The results of using
social media

Source: Measurementcamp
http://measurementcamp.wikidot.com/what-are-
we-trying-to-measure

39
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Web analytics

» Track web traffic patterns
= Origins of visitors
= Browsing technology used
= How visitors interact with the site

= Measures used

Outputs Outcomes Impacts
«# of unique visitors  «Downloads «Goals reached
# of visits *Registrations *ROI
«# of page views *Subscriptions *Reputation

<Time on site *Orders «Conversion rates

Web analytics

v

Specific to public relations

= Metrics of engagement
«Direct traffic «Email campaigns | -Digital/banner ads | -Earned media
+Natural search +Paid search - «Search keywords Referrals

= Track how outputs affect business outcomes and impacts

= Compare effectiveness of social media with traditional media
= Directly measure customer behaviour

= Cost effective way to measure the contribution to business goals

Some social media measurement tools

wSlociable?

fil compete  Google Anaiyiic

tWitt\ur!)y fi\ twitrratr

Blog post mentians by day

#\ BoardTracker
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Competitive analysis

il compete

reatie Bayvcatecis  Chust Botoms  Mesounes —

PRSA.org

IABC.com

Brand visibility

HowsSociable?

(e oy 200 5

vy poon

Twitter analysis
/ J\ twitrratr
SEARCH
CPRS 9 127 1 137

B.57% POSITIVE 82 HNE
| % cra e b
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Measures of the future
Infegy - Social Radar

® socialradar”  \We store billions of conversations.

Web analytics

[ Outputs | [ Outcomes | | Impacts |

Sentiment \
N
g ..

Registrati

Volume

Messaging

Quoted

Web analytics

» Interpreting for strategy

Drives visitors

Drives
engagement

Opportunities Very effective

Missed

opportunities
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