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Impact of Coronavirus pandemic

Business affected by COVID

Vendors

Independent

PR Agency &%

In-house 11% 22%

B More than 50% halted/interrupted
B Up to 50% halted/interrupted
m Not changed/ business activity unaffected

M Business activity increased
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Type of impact

m Slight disruption

B Moderate or severe disruption

Sales and business development* 78%

Office-based work activities 71%

Client/stakeholder communication 22%

Supplier communication

Supplier service delivery 13%
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Additional areas of impact

0% 20% 40%

Reduced business volumes/ business cancelled
Business postponed/ delayed
Adapting to remote working practices

Business uncertainty going forwards

Increased operational barriers/ difficulty of working in
lockdown

Payment/invoicing delays
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NO NEED OR DEMAND

NO BUY IN

TOO DIFFICULT / COMPLEX

LACK OF STANDARDS

LACK OF TIME

TOO EXPENSIVE

TOO SIMPLISTIC

INABILITY TO INFLUENCE ORG’S OBJECTIVES

AVE & IMPRESSIONS SUFFICE

FEAR THE RESULTS
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Barcelona Principles 3.0

| SET GoALs

| LINK OUTPUTS, OUTTAKES & OUTCOMES

| OUTCOMES AND IMPACT SHOULD BE RELEVANT
| USE QUALITATIVE AND QUANTITATIVE ANALYSIS
| AVEs ARE NOT THE VALUE OF COMMS

| MEASURE COMMS ON AND OFFLINE

I MEASURMENT MUST BE TRANSPARENT

@ BARCELONA PRINCIPLES 3.0


https://amecorg.com/resources/barcelona-principles-3-0/

“A grave mistake that’s
done more to undermine
PR than any other.”

“The IPR Journal” 1949
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@ 22 Reasons to say NO to AVEs


http://www.bit.ly/saynotoaves
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HOME

INTEGRATED
EVALUATION

FRAM E\I“

amecorg.com/amecframework

WELCOME

Welcome to the resource centre for AMEC's new Integrated Evaluation Framework. This new special section of AMEC's website has been put
together to answer the most common challenges and pressures faced by communicators today as they look to prove their value in a rapidly

evolving media landscape.
INTEGRATED EVALUATION FRAMEWORK


http://www.amecorg.com/amecframework/
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A
4 M3.amecorg.com

Welcome

Welcome to M3, a measurement and evaluation planning tool developed by AMEC
to help PR professionals better plan and resource their measurement and

evaluation programmes.

m3.amecorg.com


https://m3.amecorg.com/
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@ m3.amecorg.com


https://m3.amecorg.com/

ST I IOl L IS, I =", I miiiBEERRREIRR RIS, Imm———
AMEC CURRENT STATE THE PERFECT MEASUREMENT CASE STUDY IMMEDIATE THE GOOD NEWS FINAL THOUGHT
STORM? PRINCIPLES CONSIDERATIONS

() Bit.y/6PRInsights


https://www.bit.ly/6PRInsights

BENCHMARKS

COMPETITORS

TARGETS

PAST PERFORMANCE METRICS

BEHAVIOURS

TIME FRAMES

VELOCITY



Be Nimble

PLANS

STRATEGY

TACTICS
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Reputation: Your license to operate

| REPUTATION: DEFEND, PROMOTE & ENHANCE
|ETHICS

ITRUST

I CLARIFY PURPOSE

I MONITOR & EVALUATE



Measure Better
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BE RELEVANT TO ORGANISATION

VELOCITY
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The good news: Relevance of Metrics 2020

: 82%
Reputation .

. 72%
Key Message Penetration 206

Audience insights/demographics 2% 69%

. 62%
Sentiment 8%

I 50%
10%

A" 43 m Very relevant
10%

. . T 1% Not very/at all relevant
Website Traffic 6%
TR 35%
24%

P 25%
29%

Attribution

Social Amplification

Volume

Impressions

AVEs (Advertising Value Equivalents) % 84%

0% 50% 100%



Tips for success

OBJECTIVES, COMMS PLAN, ACTIVITY AND MEASUREMENT SHOLD ALL BE CO-ORDINATED

DON’T RELY ON AUTOMATION & DASHBOARDS

CHART PORN & DATA PUKE MAY NOT BE RELEVANT OR MEANINGFUL
IMPRESSIONS, ENGAGEMENT # KNOWLEDGE, AWARENESS, AFFINITY ETC
SMART OBJECTIVES AND TARGETS - ADVANCED BUY IN

TAKE THE TIME & EFFORT REQUIRED - DON’T TRY TO OUTSOURCE THINKING

TELL A MEANINGFUL MEASUREMENT STORY



“It’s not a nice to have. It’s an integral part of comms”

Alex Aiken



