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Slide 2: Don’t Measure What’s Easy. 
Cartoon of a YouTube video of a person sitting in a chair under a sign that reads “Cat Shelter.” There are cats everywhere: on the back and the arm of the chair, his lap, the floor, coffee tables. The man says “Our cat adoption numbers tanked this quarter. But the important thing is, our YouTube views are waaay up”.
Slide 3: Measure What Matters. 
Cartoon of a woman lying on a couch holding a cat in the air and kissing it with the caption reading – “Who’s mommy’s little snugglebunny? You are! Who increased revenue 22.7% when we put his picture on the donation page? You did!”
Slide 4: Social Change is Increasingly Network-Centric. 
A series of pictures and logos: A picture of a group of men with signs in Arabic; one holds a sign with Arabic writing and the word “Facebook.” Another sign reads “Kony 2012.” A sign that reads “I’m cutting my support for Komen. Don’t Politicize Women’s Health.” Logos for Kickstarter; Wikipedia-The Free Encyclopedia; Occupy WallStreet- The revolution continues worldwide! A table with the heading “Representative Twitter Hashtags for Komen During Planned Parenthood Controversy.”  Hashtags include: 1 #signon, 2 #StandwithPP, 3 #RaceToStopChoice, 4 #Stopthinkingpink, 5 #badnews, 6 #DefundPlannedParenthood, 7 #notwithmymoney, 8 #supportplannedparenthood, 9 #WarOnWomen, 10 #boycottKomen, 11 #shameonyou, 12 #PeerPressure, 13 #learntoshare, 14 #corruptcharity, 15 #RaceForTheCrazy, 16 #prochoice, 17 #Abortionismurder, 18 #nobueno, 19 #Fail, 20 #nomoredonations, 21 #PinkStinks, 22 #ThinkBeforeYouPink, 23 #susangbully, 24 #ProLifeVictory, 25 #ourcheckbooksourselves, 26 #pinkwashing, 27 #shameonkomen, 28 #abo
Slide 5: 3 Trends That Will Impact Your Stakeholders
1. Increased emphasis on accountability and outcomes

· Shrinking budgets raise issues of effectiveness and efficiency

· Proliferation of options

· Corporate leaders moving to non-profit world
2. Big data raises expectations

· Social media makes it seem easy

· Assumes answers are just a matter of data crunching
3. Transparency

· Sharing in public

· Need for benchmarks 

· The Rise of the Networked Nonprofit 
Slide 6: Networked Non-Profits Effect Change From the Inside Out. 
On the left, images of 2 groups of stick people with lines linking them together, identified as “staff.” To the right is a stylized building labeled  “Institution.” To the right of the institution is another group of linked stick figures titled “networks.” To the right is an “equal” sign and on the far right is a green circle with the word “goal.”

With apologies to David Armano for hacking his visual! Source: The Micro-Sociology of Networks.
Slide 7: Important Numbers to Remember. 
Five rows in a column.
Top row is 1,000,000 = The average audience for a MyDrunkKitchen video

(http://www.youtube.com/watch?v=uSXQNred3is) 
The second row is 179,000 = Anderson Cooper’s average nightly audience.
The third row is $300,000 = The amount that Sodexo saved in recruitment using Twitter.
The fourth row is $650,000 = The amount HSUS (Humane Society of the US) earned from its first foray into Flickr.

The fifth and bottom row is 27 = The number of times per hour Digital Natives switch media—every 2.2 minutes. 

To the right is a picture of a woman pouring a glass of wine.

Slide 8: More Important Numbers to Remember. 
Six rows in a column.

The top, row one is 90% = The percent of conversation that happens OFF LINE.
The second row is 35-40% = The amount of conversations generated by bots, spammers and pay-per-click sites.
Row three is 10% = The percent of on-line conversations that are public,.
Row four is <5%  = The percent of Facebook & Twitter posts that are actually seen.
Row five is 80% = The Percent of Twitter users that have fewer than 10 followers; 
Row six, on the bottom, is 25% = The percent of emails send that never make it to an inbox.
A small cartoon on the right with two men looking at a computer screen that reads “get out of my face book” and one says to the other, “I’m launching a new anti-social network.”
Slide 9: Cartoon of a woman standing in front of a projection screen and a simple graph with Social Impact on the left side and Number of cute animals in your content on the bottom the graph indicating the more cute animals the better the social impact.  The caption reads - Our data analysis has uncovered a surprising correlation…
Slide 10: Big Numbers Don’t Mean Influence

· All influence is relative

· There are influencers and everyone else 

· A computer cannot tell you who matters most

· To be influential requires relevance, frequency & reach
A table has four columns: Column one titled “Celebrities,” Column two is “Facebook Fans,” Column three is “Core fans,” Column four is % Core Fans.
Number 1 is Eminem with over 41,500,000 Facebook fans, 575 Core fans (.001%)

Number 2 is Lady Gaga with over 39,000,000 Facebook fans, 1231 Core fans (.003%).
Number 18 is Selena Gomez with almost 22,000,000 Facebook fans, 1201 Core fans (.005%)
Slide 11: It’s all about measuring relationships. 
Cartoon of a bridal couple standing before an officient, who asks the bride “And you, Amanda: on a scale of 1 to 5, where 5 is “I do”, 3 is “Meh” and 1 is “Heck, no”…”
Slide 12: Reality: Eyeballs are not awareness (HELP)
4 images across the top row: a man reading a newspaper; a woman sitting at a computer; a Coca-Cola advertising logo; a collage of advertising images for detergents.
Below the images, a red arrow pointing to the right is separated into three sections:  MSM – Online – SocialMedia.

Below the red arrow is a brown arrow, also pointing to the right and separated into three sections: Eyeball counting – Hits – Outcomes. Two stick figures are in front of the Outcomes section.
Slide 13: Likes Are Not Engagement
Pictures connected with arrows titled Impressions (a woman being ogled by workmen), Likes (a man and woman in a bar), Followers (man and woman kissing), Trial/Consideration (hands with an engagement ring), Commitment (couple signing a marriage license) and Advocacy (old-time family portrait at a wedding). 
Slide 14: Good Relationships Are More Cost Effective

· Type “I love Zappos” into Google, and you find 1.19 million references 

· Type “Citibank” and you get 21,000 references. Citibank spends 100 times more a year on advertising than Zappos. 

· Cost per delegate acquired: 

- Obama: $6,024


- Clinton: $147,058


- Romney: $2,389,464

· The CEO of a hospital won a union battle via blogging
Pictures on the right of page include “I love Zappos!”; a picture of grumpy cat with the phrase, “Citibank, I hate it.” A picture of President Obama smiling; an ad for Hillary Clinton. An ad for California against Romney 2012.

Slide 15: The 6 steps To Measuring Engagement 
Step 1: Define your goal(s). 
What outcomes is this strategy or tactic going to achieve? 
Step 2: Define the parameters 
How do your efforts connect with the stakeholders to achieve the goal. 

Step 3: Define your benchmarks. 
Who or what are you going to compare your results to?

Step 4: Define your metrics. 
What are the indicators to judge your progress?

Step 5: Select your data collection tool(s). 
Step 6: Analyze your data. 

Turn it into action, measure again
An image of ascending steps on the right with arrows advancing up. The steps are: 1. Define the goal, 2. Understand the Parameters and Motivations, 3. Define Benchmark, 4. Define the Metrics, 5. Pick a Tool, 6. Insight and Action, with a green arrow pointing up from step 6.
Slide 16: Definitions 
· Monitoring – process by which data are systematically and regularly collected about a program over time.

· Measurement – a way of giving an activity a precise dimension, generally by comparison to some standard; usually done in a quantifiable or numerical manner; see also: data, scale

· Evaluation  –a form of research that determines the relative effectiveness of a public relations campaign or program by measuring program*
*IPR Dictionary of Measurement Terms, Dr. Donald Stacks www.instituteforpr.org
Slide 17: Step 1: Define the goals: Why engage? 

· What return is expected? – Define in terms of the mission.

· What problems were you hired to solve? 

· What difference are you expected to make? 

· If you are celebrating complete 100% success a year from now, what is different about the organization?
Picture on the right of a woman with question marks surrounding her head.
Slide 18: Goals, Actions and Metrics
A table with 4 columns and 2 rows
The column labeled Goals, Action, Activity Metric, and Outcome Metric

Row 1: Goal is Move volunteers along the path to sustaining donors; Action is Create an ambassador program; Activity Metric is % increase in brand ambassadors Volume of activity; Outcome Metric is  % increase in sustaining donors.

Row 2: Goal is Increase membership; Action is New website & newsletter; Activity Metric is Increase in % of members reading/using sites; Outcome Metric is % increase in membership.

Slide 19: Step 2: Understand the parameters.

· What are the stakeholders priorities?

· Who are you are trying to reach?

· How do your efforts connect with those audiences to achieve the goal? 

· What influences their decisions?

· What’s important to them?

· What makes them act? 
Pictures on the right: Goal: Get the cat to stop howling (picture of a cat). Strategy: Buy cat food (picture of an aisle in the grocery store), Options: Local? Cheap? Convenient? Arrows point to pictures: a sign with fruits and vegetables that says “Buy Fresh Buy Local;” a sale sign for rollback 2 for $6; a cup of Starbucks coffee; picture of a can of cat food.
Slide 20: Step 3: Establish benchmarks

Think 3

· Minimum 3 months of data 

· No more than 3 organizations
On the right a picture of a road construction trailer and hazard cones with a sign that reads “Caution! Local Market Benchmarks Next 5 Years” 
Slide 21: Step 4: Pick your Kick-Butt Index

The Perfect KBI

· Is actionable

· Is there when you need it

· Specific to your priority

· Continuously improves your processes

· Gets you where you want to go 

· You become what you measure, so pick your KBI carefully
On the right a picture of a woman doing a kickboxing kick
Slide 22: Standards for Engagement

· Engagement and Conversation types and levels are unique to specific channels but can be aggregated for cross-channel comparison. 

· Engagement should be measured by the percentage of your audience engaged by day/week/month; and the percentage of engagement for each item of content your organization publishes.

· Engagement = some action beyond exposure, and implies an interaction between two or more parties. Social media engagement is an action that typically occurs in response to content on an owned channel – i.e. when someone engages with you.
Slide 23: Standards for Engagement (cont.)

· Conversation = some form of online or offline discussion by customers, citizens, stakeholders, influencers or other third parties about your organization, brand or relevant issues.

· Any measure of Engagement and Conversation must be tied to the goals and objectives for your organization, brand or program.

· Engagement and Conversation both occur offline and online, and both must be considered if you intend to integrate your metrics with other marketing or communications efforts.
Slide 24: Useful Metrics to measure engagement

· Easy Google Analytics stats: 



- % of Pages per visit greater than 2 


- Time on site greater than 30 seconds 


- Ratio of repeat visitors to first timers 

· Easy Social Engagement metrics 


- % of shares + comments on Facebook relative to the total number of likes. 


- % of favorite + retweets on Twitter relative to the total number of followers 
Slide 25: Step 4: Matching Goals to Metrics 
Two columns labeled KBI and Metric, with three rows below.

Row 1. KBI: Increase on-message media presence; Metric: % increase in KBI (via media analysis). 

Row 2. KBI: Increase in volunteer engagement; Metric: % increase in engagement index.

Row 3. KBI: Increase awareness; Metric: % unaided recall of sponsorship, % increase in brand preference.

Slide 26: Step 5: Pick the right measurement tools 

· If you want to measure messaging, positioning, themes, sentiment: Content analysis
· If you want to measure awareness, perception, relationships, preference: Survey research 
· If you want to measure engagement, action, purchase: Web analytics
· If you want predictions and correlations you need two out of three
Picture on the right of the hands of a person pointing out data in a chart on an iPad.
Slide 27: Step 5: Selecting a measurement tool
Three columns headed Objective, KBI, and Tool, with three rows below. 
Row 1. Objective: Increase awareness/preference; KBI: % of audience understanding your messages; Tool: SurveyMonkey. 

Row 2. Objective: Engage Volunteers; KBI: % increase in engagement index; Tool: Facebook Insights, Convio, Google Analysis.

Row 3. Objective: Communicate messages; KBI: Total opportunities to see key messages, Cost per opportunity to see key messages; Tool: Media content analysis, Survey Research.

Slide 28: Step 6: Be Data Informed, not Data Driven

· Find your “Abby”

· Ask “So What” at least three times

· Rank order results from worst to best

· Move resources from what isn’t working to what is 

· Then look for exceptional success

· Make sure you know what the competition is doing 

· Compare to last month, last quarter, 13-month average
Picture on the right of a scene from the TV show NCIS, with Abby, a forensic scientist and McGee, the computer geek.

Slide 29: Step 6: Be Data Informed, not Data Driven graphic
- Ask “So What” at least three times
- Rank order results from worst to best

A graphic compares High Engagement Score and Low Engagement Score with High Resources and Low Resources. Other elements are Total Volume of Coverage (low, medium, high, very high), and Resource Use (very high, high, medium, low).

In the top left quadrant: High Engagement Score, Low Resources the features are: 

Community event – very high volume of coverage, medium resource use.
Road trip – high volume of coverage, low resource use.

Hashtag campaign – medium volume of coverage, medium resource use.

In the bottom left quadrant: Low Engagement Score, Low Resources the features are: 

Tweet Chat – medium volume of coverage, low resource use.

Google+ Chat – low volume of coverage, low resource use.

In the bottom right quadrant: Low Engagement Score, High Resources the features are: 

Vime Video – low to medium volume of coverage, high resource use.
Press Conference - medium volume of coverage, very high resource use.

Facebook App - medium volume of coverage, very high resource use.

In the top right quadrant: High Engagement Score, High Resources the features are: 

PopUp Store – very high volume of coverage, high resource use.

Media Day – high volume of coverage, very high resource use.

Slide 30: Ambassadors, Photos Drive Shares & Likes
A chart shows “Shares & Likes Over Time.”
The time covered is 12/1/2011 to 2/28/2012, by weeks. The red line shows average of post shares, beginning with 183 (12/1-12/7), a high of 234 (12/22-12/28), a low of 25 (1/19-1/25) and ending with 107 (2/23-2/28).
The blue line shows average of posts/likes, beginning with 968 (12/1-12/7), a spike to 1027 (12/8-12/14), and 914 (12/15-21) as a result of a David Beckham & Dierks Bentley Video. The low was 145 (2/2-2/8). Another spike to 510 occurred on 2/23-2/28 as a result of a picture of Mia Farrow holding a baby.
Slide 31: CNCS has learned which specific outreach has lead to the most visits to serve.gov
A bar graph depicts unique visitors and item counts from August 2011 to October 2012.
The highest number of unique visitors was 300,000 in August 2011. The lowest number was 100,000 in August 2012. The highest item count (3,000) corresponded to the month with the lowest number of unique visitors in August 2012. No visitor data for September-October 2012.
Slide 32: Remember These Points
1. It’s not about the media, it’s about the mission and your stakeholders.
2. It’s not about Big Data, but about how you use it.

3. You need to be data informed, not data-driven.
4. It’s not how loud you’re shouting it’s about relationships.

Slide 33: Thank You!

· For more information on measurement, read my blog: http://kdpaine.blogs.com/painepublishing
· For a copy of this presentation or to subscribe to our newsletter, email me at measurementqueen@gmail.com
· Follow me on Twitter: KDPaine

· Friend me on Facebook: Katie Paine 

· Or call me at 1-603-682-0735

Image of a Thank You card on the right.
