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MEANINGFUL MEASUREMENT 

WITHOUT HUGE INVESTMENT
While most communicators agree that research and measurement on communication 

outcomes is important, why aren’t more actually doing it? Angela Sinickas offers some 

simple ways to meaningfully measure without devoting too much time or money.

   ANGELA SINICKAS

Three simple 

approaches to 

measuring your 

campaign

Angela Sinickas, ABC, IABC Fellow, is president of Sinickas Communications, Inc., 

an international communication consultancy specializing in helping corporations 

achieve business results through targeted research and practical solutions. For more 

information visit: www.sinicom.com

In June 2010, a group of communicators 
met in Barcelona for the second 
European Summit on measurement and 
developed a draft of research principles1. 
Even though some of these focus on 
media relations measures, there are 
important implications for employee 
communication. 

Asking the right questions early

There are so many ways we can build 
in outcome measures into our work 
without spending a lot of time or money. 
It just requires that we ask ourselves 
and our management contacts some 
simple questions before we develop 
our communication plans to deliver 
the communication tactic or awareness 
campaign they originally ask us to create:
•	 What	makes	you	believe	there	is	

a need for this communication? 
What	are	you	observing	that	makes	
you believe there is a problem this 
communication can solve?

•	 If	this	communication	is	successful,	
what will you see happening 
differently in the organization? 
Which	employee	groups	will	be	
changing the way they do their jobs?

•	 What’s	the	cost	of	the	business	
problem	you’ve	been	observing,	or	
the potential revenue or cost-savings 
from the solution we develop?

Probing for potential outcomes during 
our first discussion with management 

clients can completely change our 
communication approach. Many of the 
key messages or preferred channels our 
clients initially request are quickly seen 
to be irrelevant, or even wrong. 

Once we start with a desirable 
outcome, we simply have to find out 
who within our organization is already 
measuring that outcome – such as call 
center productivity, workplace accident 
rates, staff turnover, benefits enrollment 
or usage statistics – so that we can begin 
tracking improvements in those outcomes 
against our new communication inputs. 
While	one	effective	way	to	track	the	
correlation of our work with business 
outcomes is by using surveys, many other 
techniques are easier to use. 

Build in action steps

First, it helps to build action steps into 
communication,	whether	that’s	a	call	
to	action	at	the	end	of	an	executive’s	
webcast	or	town	hall,	or	if	it’s	a	URL	
or phone number to use for requesting 
more information or taking the first 
step toward the ultimate desired 
behavior	change.	For	example,	if	you’re	
communicating to managers, a preferred 
way of conducting performance reviews, 
you	could	include	two	different	URLs	for	
accessing the online training module, one 

in the story you write for the employee 
newsletter and a different one in the 
monthly toolkit you send to managers. 
Then simply look at the intranet usage 
statistics to see how many managers 
accessed the training through the generic 
URL	already	on	the	intranet	versus	the	
two	unique	URLs	provided	through	your	
two communication methods. 

A second way is to track the timing 
of behavior changes or other outcomes 
against the dates you launch different 
stages of your communication campaign. 
Seeing sharp improvements immediately 
after each communication builds a 
strong case for cause and effect for your 
contributions, in comparison to any other 
non-communication factors that might 
be driving overall improvement over 
time, especially if those other factors had 
no connection to the dates of observed 
improvements. 

Pilot and control groups

A third approach is to do purposeful 
pilot	and	control	groups.	With	this	
technique, you launch your campaign in 
only some locations (saving you money), 
making sure that the groups represent 
a similar mix of characteristics to those 
that are part of your control group. Then 
you	look	at	the	organization’s	outcome	
measurements related to the purpose of 
your campaign. You can take credit for 
any positive difference between the results 
in the pilot and control groups because 
all other multiple factors that might have 
affected the outcome would, on average, 
have been the same at all locations. 

You can even do a retrospective 
analysis of “accidental” pilots you may 
have experienced when not all locations 
or managers used your full campaign in 
the past. Even though you had intended 
the campaign to be launched everywhere, 
actual experience created pilot and 
control groups unintentionally. The 
results are just waiting to be harvested.

None of these three approaches is 
either expensive or time-consuming. 
All they require is for us to plan for 
measurable behavior change upfront and 
build that into our campaigns before they 
launch.

1.  Visit  http://www.amecorg.com/newsletter/

BarcelonaPrinciplesforPRMeasurementslides.pdf


