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,Pokud nejste schopni merit své vysledky,
nemuzete ani nic zlepsovat.”

Barry Leggether

Asociace pro mereni a evaluaci komunikace



Meéreni PR (PRAM Consulting, 2008)

* Hlavni kritéria v minulosti
* mnozstvi vystupu a pokryti v tisténych médiich
e typ a ton zminky (pozitivni X neutralni X negativni)
» davéryhodnost a popularita zdroje
* srovnhani s konkurenci

* Nejcastejsi metrika AVE (Advertising Value Equivalency)
* Prepocet redakcniho prostoru na inzertni hodnotu
* PR je ekvivalentem reklamy X nesrovnatelnost ucinku PR a reklamy



Vychodiska pro méreni PR

e Barcelonskeé principy (2010)
1. Stanoveni cili méreni
. Vhodnéjsi je mérit spise vysledky, nez vystupy
. Vliv na obchodni vysledky by meél byt méren, kdykoli je to mozné
Meéreni médii musi byt kvalitativni i kvantitativni
AVE nevyjadruje hodnotu PR
Socialni média Ize mérit a méla by se meérit

N o U R W N

Pro seriozni méreni je nutna transparentnost a opakovatelnost



Vychodiska pro méreni PR

* Lisabonska konference (2011)
 Méreni PR aktivit pomoci navratnosti investic (ROI)
* Vytvorit a osvojit si standardy pro méreni socialnich siti
* Méreni a vyhodnocovani je nedilna soucast PR



Nekteré metriky

* PR zminky
e Pocitani publikaci
* Posouzeni kvality
 Viralni dopad — pres do online prostredi

* Metriky pro socialni sité
* Engagement vs. pokryti — kvalita vs. kvantita
* Rozvoj komunity

* Vysledky PR
* Vliv na chovani u zdkaznikt — koupé, doporuceni, reakce, navstévnost...
* Rust — prodeje, sluzeb, navstévnosti, odbérateld...



PIl model (Cutlip, Center & Boom, 1993)

Social and Cultural Change

Number who repeat behaviour

Number who behave as desired

IMPACT

Number who change attiindes

Number who change opimions

Number who learn message content

Number who attend to messages and activities

Number who receive messages and activities

IMPLEMENTATION

Number of messages placed and activities implemented

Number of messages sent to media and activibies designed

Cuality of messages and activity presenfafion
PREPARATION Appropnateness of message and activity confent
Adequacy of background informafion base for designing program
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Pyramidovy model (Macnamara, 2002)

OUTCOMES Number

{Functional &

organisarional
evaluartion)
OUT-TAKES
(Proposed az a 4" stage of MNumber who understand

ication in some modelz) Number who retain messages ..

Mumber who consider messages ___°
OUTPUTS MNumber & type of messages reaching ta
Number of messages in the media ._......

(Process & program Number who received messages ...
evaluation) Mumber of messagessent ... " - - UUUUUUO

INPUTS

(Formative
research)

Cuality of message presentation ... ... ...

Appropriateness of message comtent . ...
Appropriateness of the medium selected ... .. A

How does target audience prefer to receive information? ......
What does target audience know, think, feel? What do they needrwant'-" ............

Applicable Methodologies:

Quantitative surveys (large scale structured)
Sales; Voting results; Adoption rates; Observation

Focus groups; Surveys (targeted) (eg Customer, Employee
or Shareholder Safisfaction); Reputation studies

Focus groups; Interviews; Complaint decline; Experiments
Interviews; Focus groups; Mini-surveys; Experiments
Response mechanisms (1800, coupons); Inguiries

Media Content Analysis; Communication Audits

Media Monitoring (clippings, fapes, transcripfs)
Circulations; Event attendances; Web visits & downloads
Distribution statistics; Web pages posted

Expert analysis; Peer review; Feedback; Awards

Feedback; Readability tests {eg. Fog, Fesch); Pre-testing
Case studies; Feedback; Interviews; Pre-testing (eg. PDFs)

. Academic papers; Feedback; Interviews; Focus groups

Observations; Secondary data; Advisory groups; Chat rooms
& online forums; Databases (eg. Cusfomer complaints)



PRE proces (Macnamara, 2011)

s (Stanoveni
kﬂﬂﬁ
by
PRE

proces

Strategie
a plan

Prubézne

méreni

Audit — aktualni situace — analyza existujicich dat,
aktudlnich komunikacnich kanall a proces Ci
postoje verejnosti

Stanoveni cilli — propojeni se strategickymi cily
organizace

Strategie a plan — stanoveni konkrétni strategie,
taktiky, zptsobu méreni vystupd, vlivu na verejnost a
celkovych vysledku

Prubézné méreni — kontrola celkového pribéhu za
pomoci analyz medidlniho obsahu, anket, prizkumu,
interview atd.

Vysledky a hodnoceni — hodnoceni celkovych
vysledku, ziskané zkuSenosti a poznatky, zhodnoceni
strategie a feedback na prtubéhu procesu



Rekapitulace — co maji obsahovat projekty
(detailné v predchozich prezentacich)

Analyza soucasného stavu organizace
* Corporate identity
* Marketingovy mix
* Prvky reklamy
* Prvky komunikac¢niho mixu
* Grafické vyjadiovani klubu/organizace

Analyza konkurence a postoje verejnosti (hodnota znacky z pohledu zakaznika)
Stanoveni strategickych cilt a stanoveni cilt pro komunikaci a public relations

Vymyslet novou formu propagace

e Dle vdmi zvolenych komunikacnich kanald

e Digitalni marketing — klicova slova do vyhledavani, clanky na web, socialni sité
Priloha 1: tiskova zprava

Priloha 2: mediaplan
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