

















Proving Your Worth: 10 Ways to Measure the Impact of Your Communications

10. Quantifying and qualifying your

results effectively?

So you got a story in USA Today. How many eyeballs did
you reach? Media results in terms of audience share and
readership can be measured — the bean counters at the
TV networks and newspapers do it all the time to entice
advertisers to buy space. The online world has its own
easy-to-track benchmarks.

e Measure print impact: The Audit Bureau of
Circulations provides independent, third-party
circulation audits of print circulation, readership
and Web site activity. Some of the information
is accessible for free on their Web site:
www.accessabc.com

e Measure broadcast impact: Check the Web site
for the outlet and click on the section targeting
advertisers. There you will often find something
called a “media kit" which often includes information
about the station’s viewers and listeners.

e Measure online impact: An array of services can
help you measure success, depending on your goals.
For tracking online news coverage, traditional search
engines like Google and GoogleNews do a great job
of covering online media journals, as well as the Web
sites of mainstream news sources. You can pick up

stories that appear on their online editions but didn't run
in print or broadcast.

Sites such as www.technorati.com and www.blogpulse.com
allow you to track which blogs are covering your issues,
how popular these blogs are, and the traction your issue
is getting within the blogosphere.

For meaningful results tracking activity on your Web site,
we recommend that you track how many unique visitors
are accessing your site, where they're coming from, and
what percentage are “converting” (i.e., taking you up on
your call to action).
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Tool: comprehensive evaluation grid

To get results, you have to intentionally plan from the beginning. Below is a grid to help. Not all categories will apply,
but this should get you started.

COMPREHENSIVE EVALUATION GRID

Planned for pre-campaign

Evaluated post-campaign

Results

Advocacy Impact

Change Behavior

Raise Money

Grow Membership/
Email List

Reframe

Build Skills

Build Relationships

Lexicon

Brand Power

\_ Quality + Quantity
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About FENTON Communications

For more than 25 years, FENTON Communications
has partnered with nonprofit clients to make

social change. We work to protect the environment,
improve public health and advance human rights
and social justice. This guide is one in a series

that we've produced to help build the strategic
communications capacity of the nonprofit sector.
To download a free copy of this and other FENTON
guides, visit www.fenton.com.

Contact Us

Questions? Comments? \We welcome your
thoughts and ideas.

New York

Lisa Witter, Chief Operating Officer
(212) 584-5000

Lisa@fenton.com

Washington, D.C.

Ira Arlook, Managing Director
(202) 822-5200
lra@fenton.com

San Francisco

Parker Blackman, Managing Director
(415) 901-0111
Pblackman@fenton.com
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