
pr ac tic al suggestions for media professionals from B u r r e l l e sLuce

 1.  Measure, so that you can profit. the only way to credibly demonstrate the success of your media 
relations efforts—and reasonably expect adequate funding in the future—is to measure the results 
of those efforts.

 2.  Think about the whole package. When strategically integrated into your overall pr program, 
measurement offers insights that can help you increase the effectiveness of your media planning 
and monitoring activities.

 3.  Get in sync. to ensure public relations’ relevance within your organization, align the goals of the 
measurement program with those identified by your counterparts in marketing and sales.

 4.  Count your bull’s eyes, not your shots. cranking out tons of releases is useful only if your 
messages are received by your target audiences. to determine whether you’re having an impact, first 
decide whom you’re trying to reach and how you’re going to reach them.

 5.  Educate your provider. if you’re using the services of an outside measurement firm, tell the 
provider exactly what your needs are. the provider should be prepared to design a program that 
meets your specific requirements, not force you into a one-size-fits-all mold.

 6.   Budget for three stages of measurement.  
the most accurate way to assess your impact is to acquire data at three points in a public relations 
campaign: baseline (pre-campaign), interim, and post-campaign. Budgeting for all three stages isn’t 
a luxury; it’s fundamental to a well-run pr initiative.

 7.  Be multidimensional. Your measurement program should provide data on the delivery of key 
messages, the mention of company spokespersons, the tone of the coverage, and other benchmarks 
beyond impressions and media value. Qualitative measures allow you to gain the deepest 
understanding of the pertinent news coverage and user-generated content.

 8.  Drive audience action. one practical means of establishing a direct connection between your pr 
efforts and the generation of sales leads is to insert a special Web url or toll-free phone number in  
a news release, then count the resulting hits or calls.

 9.  Remember, you’re just one influencer. dig down to see why audiences think as they do. pr alone 
can’t overcome poor financial reports, bad products or unsatisfactory service.

 10.  Report your success up the line. You’ve done a good job and have the numbers to prove it. use 
your results to make sure you and your boss get the credit.

focus: 
MEDia MEasuREMEnT

BoTToM linE: Measurement is good business. sales, finance 
and manufacturing all report on their results, and measuring impact can 
make communicators more successful.

75 east northfield road livingston, nJ 07039  www.burrellesluce.com

For a free consultation call 866.330.2768 or visit burrellesluce.com/measuretp
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