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Epilogue
Whither Measurement?

“The best way to predict the future is to invent it.”
—Alan Kay

Four years ago in Measuring Public
Relationships, I wrote on the question of “whither measurement?”
Back then, no one had heard of Twitter, Hulu, or the iPhone. Face-
book was just for students, and there were about 1,000 more news-
papers and magazines on the market. PR was mostly about pitching
stories to top-tier media and managing the message. Automated con-
tent analysis was still in its infancy and dashboards were all the rage.

At the time I predicted that:

The future of public relations lies in the development of relation-
ships, and the future of measurement lies in the accurate anal-
ysis of those relationships. Counting impressions will become
increasingly irrelevant while measuring relationships and repu-
tation will become ever more important. Smart communicators
are already pushing beyond measuring outputs and outtakes and
learning to measure the feelings, perceptions, and relationships
that they generate. What people think of you, how they perceive
your actions, and what they do as a result of those perceptions
are truly the metrics of the future.
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Which goes to prove that my philosophy of life still holds true:
You’re never wrong, you’re just early.

So, to approach this epilogue in a truly social way, I posed the
“wither measurement?” question to my merry band of Twitter fol-
lowers. Here are a few of the responses:

� From @HTOsborne: “It goeth on to answer the question ‘so
whatith?’. . .?”

� From @aliciakan: “Wither goes measurement? To universities
where the course Communications ROI is required, not elective,
for all marketing majors.”

� From @ellenhoenig: “Measurement as valuable and relatable as
content itself?”

They are all right.
@HTOsborne’s point is the most important. If PR pros just use

measurement to justify their existence and not to answer the question
“So what?” measurement will die a long, slow, and painful death in
their organizations. Management is not going to pay for anything
that only justifies but instead will pay for research that helps them
figure out how to make their programs better—and that necessitates
an answer to the “So what?” question.

And the corollary is @ellenhoenig’s point that measurement has
to be seen as critical to the enterprise. Measurement and the data it
produces can and should shape the content and the actions and the
strategies formulated by every organization. All you creative types
out there take note. I’m not saying that creativity won’t be valued,
but creativity should be shaped at least in part by what the customer
wants and needs, and this reality will increasingly shape content going
forward. It’s been happening in the online advertising world for years;
now it’s just going to move over into PR.

And @aliciakan is dead-on when she suggests that universities are
the key to measurement’s future. (and PR’s as well, for that matter).
Universities are already turning out communications professionals
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who understand correlations and the math and theory behind web
analytics. And when those graduates hit the marketplace they are
going to look at the antiquated measurement practices of their bosses
and cry, “OMG WTF!”

The next generation of PR professionals is going to expect to
use data to make better decisions, and they will understand how to
interpret it. They will approach measurement from the assumption
that integration is possible, and sooner or later they will replace those
who see PR as a siloed ivory tower that needs to be defended.

If anything, with the advent of one-on-one connections between
PR people and customers in the social media space, relationships will
continue to be more important than ever. More and more organiza-
tions are pinning results to engagement—which is just another way to
say “building relationships.” The problem is that the developers who
drive our industry aren’t focused on real relationship metrics based
on proven components of relationships. Instead, they are cooking
up engagement simulations and wasting our time trying to translate
friends, followers, and retweets into “engagement.” Perhaps they’ll
succeed, eventually. In the meantime, I think the biggest change in
measurement will be the increasing reliance on web metrics as a way
of showing that we actually get our stakeholders to do something.

Will we see a time, as I predicted four years ago, when:

. . . increased sophistication in text-mining software, and natu-
ral language programming . . . will mean that we will soon be
able to pull meaning out of that big bucket o’ words called new
media, and communicators will be able to automatically deter-
mine whether their messages are going out and just how they
are being positioned.

Yes, we will see that time, but not in the next few years. Developers
of those automated systems are too focused on getting sentiment right,
which I predict they will do, but not to a degree to which their results
can’t be challenged by a CMO.
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In the meantime, humans who can tell you the “so what?”—who
can shape the questions, interpret the data, and make the decisions—
will still drive both measurement and the communications industry.
Let’s face it, who will find trust, commitment, or satisfaction in
communal relationships with a computer?

KDP


