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Executive Summary
There’s a reason many PR pros and their clients dislike talking about measurement. The subject is rife with confusion, 
and no widely accepted standards exist.

Sixty-six percent of industry professionals cite the lack of a standard as the biggest problem with PR measurement, a 
new Ragan/NASDAQ OMX Corporate Solutions survey reveals. 

That may be hard to solve considering the survey also found 62 percent of pros don’t think there should be one 
widely accepted standard because “PR programs vary and have unique goals.” Leaves you scratching your head, 
doesn’t it? 

The online survey of 1,467 PR pros portrays an industry that is serious about grappling with the topic. But the findings 
may disappoint those who yearn for a more consistent approach to measurement.

The industry has a long way to go before consistent standards emerge. Only 25 percent of PR pros are confident they 
understand return on investment (ROI), and most are unfamiliar with the Barcelona Principles, the industry’s first real 
attempt to standardize PR measurement.

Thankfully, most respondents said outcomes were more important than outputs. Progress is being made.

The Ragan/NASDAQ OMX survey dug deep to find out what the roadblocks are, where confusion stems and what PR 
professionals are measuring. It assessed the size of staffs and asked about budgets, which mostly fell below $5,000.

Respondents reported they worked in PR firms, hospitals, universities, government agencies and other organizations. In 
size, their organizations varied from one-person consultancies to global brands with more than 1,000 employees (these 
constituted 28 percent). Some 26 percent had fewer than 25 employees, and another 10 percent were self-employed.

In annual revenue, those reporting less than $1 
million amounted to 20 percent. More than $1 
billion totaled 13 percent. 

Survey respondents were scattered globally, with 
the largest concentration—63 percent—in the U.S. 
Of those, most were in the Midwest, followed by 
the Northeast, and the Southeast. Among foreign 
respondents, Europe as a whole dominated, with 
10 percent, followed by Canada, with 8 percent.

Titles of those taking the survey ranged from 
deputy press secretaries in regional government 
offices to corporate CMOs and CEOS.

How many people do you employ?

10% 

26% 

8% 
7% 

14% 

7% 

28% 

Self-employed 

Fewer than 25 

25-49 

50-99 

100-499 

500-999 

1,000+ 
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No single standard. Nearly everyone, it seems, thinks measurement is crucial to PR. The trouble is, there is no 
widely accepted standard; 66 percent of respondents cite the lack of a standard as the biggest problem with PR 
measurement. Thirty percent are dissatisfied with how they measure.

Murky satisfaction. Nearly a quarter of respondents are very satisfied or satisfied with their measurement. The 
largest group—47 percent—rated themselves a tepid “somewhat satisfied.” Some 20 percent are “somewhat 
unsatisfied,” while 10 percent aren’t satisfied at all.

Barcelona Principles. Sixty-six percent are unfamiliar with the Barcelona Principles, which attempt to set 
measurement standards for the industry. Some 17 percent said they knew about the standards, while another 17 
percent “don’t know how they apply to PR metrics.”

AVE still used. Thirty-two percent of respondents measure the controversial Advertising Value Equivalency (AVE), 
though not always willingly. Clients often demand it.

Big Data: Big question mark. The emerging field of analyzing 
terabytes of information about consumers and others has 
yet to make much of a stir in the industry. More than half of 
respondents—54 percent—said they hadn’t heard of Big Data, 
while only 14 percent make use of such information. A total of 
32 percent said they do not use Big Data. 

Measurement still integral. Despite the lack of common 
standards, a wide majority—89 percent—agreed 
measurement is integral to PR. Just 12 percent disagreed.

Spending. Budgets, excluding staff salaries, are slim for 
most organizations. A plurality—45 percent—spend under 
$5,000. Just 10 percent report budgets of more than 
$100,000. And 50 percent of respondents said their PR 
measurement budget won’t increase in 2013. Only 15 percent 
are looking at an increase, while the rest don’t yet know.

79% 

21% 
Yes

No

Do you measure your PR e�orts?

Major Findings in Seven Key Areas
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The State of PR Measurement

MOST MEASURE 
THEIR EFFORTS
If measurement is crucial, then a majority are on the 
right track, even if they aren’t always happy with their 
results. Most respondents—79 percent—measure 
PR. Only 21 percent say they don’t.

But the roadblocks are familiar to harried PR pros. 
Equal numbers—56 percent each—cite a lack of 
manpower and lack of time as the main problems 
(multiple choices were allowed on some questions). 
Fifty-two percent answered, “We don’t know which 
tools to use.”

Thirty-six percent said they don’t know how to 
measure. One stated, “Most of my work is in social 
marketing and it’s hard to know how to best measure 
attitudes and what impacts behavior.”

“Clients are unwilling to spend 
money on measurement. If they 
get sales leads from my work, 
then they know what we’re doing 
is working. If not, we try 
something different.”

13%

17%

36%

37%

39%

41%

52%

56%

56%

The tools available aren’t 
adequate for our needs 

It’s too confusing and 
overwhelming 

We don’t know 
how to measure 

It’s not a priority 

We don’t know 
what to measure 

Lack of money 

We don’t know
 which tools to use

Lack of time 

Lack of manpower 

What are the roadblocks to measuring PR?

MEASUREMENT’S LARGELY DONE IN-HOUSE
Our survey respondents are a hands-on bunch: Eighty-five percent measure in-house, 25 percent with an outside agency or 
consultant. Some 20 percent use a measurement vendor or supplier.

Some use in-house proprietary tools, while others mentioned options such as Harvest, Cision, Vocus and Meltwater.

One respondent spoke for many who work for small agencies: “Most of our clients don’t have the budget to use an outside 
vendor and don’t have the know-how to do the measurement themselves.”
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“It is important to have a neutral 
third party to do some key 
measurement so that we can 
demonstrate transparency to 
our board of directors and 
other stakeholders.”

20%

25%

85%

Measurement
 vendor/supplier

Outside agency
or consultant

In-house team

Who measures PR for your organization?

MOST SATISFIED, BUT 
UNHAPPINESS REMAINS
While many are satisfied with their measurement 
to one degree or another, others are at best tepid 
or at worst unhappy. 

Nearly a quarter of respondents are very satisfied 
or satisfied with their measurement. The largest 
group—47 percent—rated themselves a tepid 
“somewhat satisfied.” Some 20 percent are 
“somewhat unsatisfied,” while 10 percent aren’t 
satisfied at all.

“We do not have adequate staff 
to conduct thorough campaign 
or routine news measurement. 
Generally, we throw out news releases and informally measure how much 
coverage we gained, which tier level of media reported on our news item, the 
tone of the reporting, whether the report includes our principal’s key message, 
and the tone of reader comments.”

Are you satisfied with how your
organization measures PR?

6% 

17% 

47% 

20% 

10% I am very
satisfied 

I am satisfied 

I am somewhat
satisfied 

I am somewhat
unsatisfied 

I am not satisfied
at all 
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TOOLS NEED 
SHARPENING
Of those who expressed dissatisfaction, 64 
percent agreed with the response: “We’re only 
able to measure outputs, not outcomes.” 

But tools may be a bigger problem. A combined 
total of 86 percent stated that they don’t know 
which tools to use or don’t like the tools available.

Many respondents mentioned budget constraints. 
One didn’t like the tools the parent company has 
chosen, and another commented, “Need to link 
outcomes to tangible business results.”

11%

34%

52%

64%

We don’t believe
PR can be measured.

We don’t like the
 tools available.

We don’t know which
 tools to use.

We’re only able to measure 
outputs, not outcomes. 

Why aren’t you satisfied?

KNOWING 
WHAT’S WORKING
Of those who are satisfied, the benefits of 
measurement were clear. About 68 percent 
answered, “It tells us what is and isn’t working.” A 
close second—“We can determine how effectively 
our efforts met our objectives”—drew 67 percent.

And 66 percent also “can make decisions based, 
or informed by, data.” But one expressed 
skepticism about the whole field, calling most 
measurement “worthless.”

“How do you measure the impact of a one-
sentence blurb on page 1 of The Wall Street 
Journal, compared to a six-paragraph story in the 
B section on page 42?” he wrote.

“We are a nonprofit. Our 
‘sales’ are measured in 
donations. They go up when 
we get press/airtime.”

What is most satisfying about
PR measurement?

17%

34%

47%

47%

51%

66%

67%

68%

It helps us get a
bigger PR budget. 

It makes decision-making
and budgeting easier. 

We can tie PR efforts
to the bottom line.

We’re able to prove
our department’s worth

to senior execs.

Metrics makes it easier
to persuade senior execs

to do what we need.

We can make
decisions based,

or informed by, data.

We can determine how
effectively our efforts

met our objectives.

It tells us what is
and isn’t working.
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MOST CALL
THEIR SKILLS
 INTERMEDIATE
Most respondents are modest about their skills: 
Fifty-eight percent described themselves as 
“intermediate.” Only 6 percent feel theirs is 
a well-run machine; 36 percent saw themselves 
as beginners.

One respondent preferred the answer, “We’re 
a well-run machine,” but apparently didn’t 
want to get cocky, adding, “there’s always 
room for improvement.”

“We have access to hundreds of numbers and figures, and we’ve been able to 
drill down to what we think are some of the more important ones. However, as 
we look one to three years down the road, it’s about changing those numbers 
into additional opportunities.”

Which of the following describes
your measurement program?

6% 

58% 

36% 
Advanced. We’re a
well-run machine. 

Intermediate. We measure, but 
there’s room for improvement. 

Beginner. We're still 
getting our feet wet. 

CONFIDENCE IN ROI
Our question about ROI allowed three answers: 
yes, no and “sort of.” This last category drew the 
largest number of votes. 

Thirty-nine percent selected, “Sort of. I 
understand our company’s ROI standard, but 
it may differ from others,” while 36 percent 
preferred the answer, “No, everyone defines 
it differently. It’s confusing.” Just a quarter 
answered “yes.”

“Here’s the crux: Our job is to 
get placements in whatever 
format is relevant. We can’t 
make people take action after 
they read, view or hear 
something and that’s what the 
client doesn’t get. Our job is 
done when the word is out. 
Action is a whole other situation.”

Do you feel confident in your
understanding of ROI?

25% 

36% 

39% 

Yes. It's an accounting
term with only
one definition. 

No, everyone defines it 
differently. It's confusing. 

Sort of. I understand our 
company's ROI standard, 
but it may differ
from others. 
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PR Reputation Measurement 

IS ONE STANDARD 
NEEDED? 
Nearly everyone, it seems, thinks measurement is 
crucial to PR. The trouble is, there is no broadly 
agreed-upon standard.

When asked, “Should there be one, widely 
accepted standard to measure PR?” 62 percent 
answered no, while 39 percent answered yes.

One respondent said such a standard would be 
ideal, “but not all PR goals are created equal!” 
Another suggested that instead of a single 
standard, the industry should adopt a set of 
standards or metrics to leverage and compare 
the success of campaigns.

“A baseline standard should be set, with college students receiving a specialization 
in PR, leaving school with knowledge in the data analytics arena, no exceptions.”

Should there be one, widely accepted
standard to measure PR?

39% 
62% 

Of course! 

No, it’s impossible.
PR programs vary and
have unique goals.  

THE BARCELONA 
PRINCIPLES
The survey revealed that the Barcelona Principles, 
which attempted to set measurement standards 
for the industry, are not widely known. Sixty-
six percent are unfamiliar with the Barcelona 
Principles. Some 17 percent said knew about the 
standards, while another 17 percent “don’t know 
how they apply to PR metrics.”
 
One commenter remarked that few marketers 
and communicators know the principles exist, 
“and their eyes glaze over when you try to explain 
them.” Another said that “rather than positioning 
PR as a leader in measurement ... [the 
principles] come across as extremely defensive 
and basic to the point of being outdated.”

Are you familiar with the Barcelona Principles?

17% 

66% 

17% Yes 

No 

Heard of them, but 
don’t know how they
apply to PR metrics. 
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FLYING BLIND?
Asked whether measurement is integral to PR, 
a wide majority—89 percent—agreed with the 
answer, “Yes, you’ll fly blind without it.” Just 12 
percent disagreed.

One respondent said measurement should be 
carried out on all public relations programs, 
because “an organization may lose focus if it 
does not measure PR programs.”

Do you believe measurement is integral to PR?

89% 

12% 

Yes, you’ll fly blind
without it. 

No, it’s not crucial. 

PROBLEMS WITH 
MEASUREMENT
In a choice that allowed multiple clicks, 66 percent 
agreed that the biggest problem is that “there is 
no standard.” That drew far more than the next 
highest selection, “Not enough people measure” 
(39 percent).

Close behind, 32 percent agreed that “PR pros 
measure the wrong things,” while 22 percent liked 
the answer, “Are we still talking about AVEs?!” 
An “other” option sparked comments, with many 
citing expense.

What are the biggest problems
with PR measurement?

14% 

22% 

32% 

39% 

66% 

Other

Are we still talking
about AVEs?!

PR pros measure
the wrong things.

Not enough
people measure.

There is no standard.
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OUTPUTS OR 
OUTCOMES?
Are you trying to rack up the output figures—
the impressions, media mentions and social 
media mentions—or are you striving for 
outcomes, or behavioral change?

Precisely half of respondents see outcomes 
as more important. Only 10 percent placed 
outputs first. Forty percent say the categories 
are of equal importance.

“It’s a mistake to dismiss outputs, especially if you don’t have the bucks to truly 
measure behavior change directly tied to your efforts. Just because I don’t know 
the number of lumens a light bulb puts out doesn’t mean I don’t know the room 
got brighter when I flicked the switch.”

Which is more important: outputs or outcomes?

10% 

50% 

40% 
Outputs (impressions, 
media mentions, social 
media mentions) 

Outcomes (behavioral 
change) 

Can’t pick, they’re equal. 
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What PR Pros Measure and Monitor

MEDIA MENTIONS 
TOP THE LIST 
Media mentions topped the list of what PR pros 
measure, at 86 percent, which raises questions about 
what the rest of them are doing. Web traffic and page 
views followed, earning 79 percent. Despite all the talk 
about impressions out in the industry, blog mentions 
came in third, at 61 percent, while 56 chose impressions.

Surprisingly, 32 percent are still measuring 
Advertising Value Equivalency (AVE), a much-
debated practice in which column inches are 
multiplied by the medium’s ad rates. A European 
respondent who measures this added that as 
a former senior news editor of a national TV 
newsroom, “personally I do not like it at all.”

Another was even more blunt: “AVE is total BS, like 
comparing baseball to the Kentucky Derby.”

Several added that they measured other factors 
beyond the choices our survey offered. One 
respondent also measures “marketing dollars earned 
from our partners against marketing need.”

Others cited cost-benefit analysis, systematic 
tracking, PR-dollar value, net impact value, 
measurement of progress toward strategic 
objectives, and support of organizational mission.

Organizations tend to measure the same things, 
despite widely different budgets. In spending 
levels, our study found two bumps: those who spent under $5,000 (45 percent) and those in a range of $10,000 to $49,999 
(20 percent). But for both, media mentions rank first, and others are similar. The greatest difference is “share of voice/
conversation,” with more deeper-pocketed organizations tracking this as compared to those with smaller budgets. 

6% 

26% 

27% 

28% 

29% 

30% 

31% 

32% 

33% 

36% 

47% 

56% 

61% 

79% 

86% 

Anecdotal evidence
is sufficient

Conversions 

Customer service inquiries 

Sales 

Message penetration 

Share of voice/
conversation 

New leads 

Advertising Value
Equivalency (AVEs)

Positioning vs. the 
competition 

Awareness of new
products or services

Brand reputation/
public opinion

Impressions 

Blog mentions/
blog comments

Web traffic/page views 

Media mentions (traditional
and blog mentions)

Which of the following do you measure?
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FACEBOOK AND 
TWITTER DOMINATE
Social media are a top priority for PR pros. Asked 
if they measure social media engagement and 
interaction, 84 percent answered yes. 

How does that break down? Perhaps it’s no 
surprise that Facebook, at 94 percent, just edges 
out Twitter, at 92 percent. YouTube follows, at 60 
percent.

For all its search-engine power and attempts to 
nudge out Facebook, Google+ lags in importance 
for PR pros. It draws less than a third of the votes 
that Facebook and Twitter get, with 27 percent.

Several respondents also mentioned international 
social channels, among them Chinese Sina Weibo, 
Sina blogs and Youku/Tudou.

“We track all social media and 
do a combined assessment 
while also specifically tracking 
Facebook, Twitter and YouTube 
for their key metrics as they 
have additional influence over 
search and buzz.”

Which social media platforms do you measure?

1% 

5% 

7% 

8% 

9% 

12% 

25% 

27% 

45% 

60% 

92% 

94% 

Quora 

Tumblr 

Vimeo 

Foursquare 

Flickr 

Instagram 

Pinterest 

Google+ 

LinkedIn 

YouTube 

Twitter 

Facebook 

MEDIA RELATIONS TOP MEASUREMENT AREA
Asked which areas they measure, respondents overwhelmingly chose media relations, with 86 percent.

But this compares to 80 percent for social media, demonstrating how digital communications have become essential 
in many organizations. Events drew 48 percent, while marketing closely trailed at 46 percent. 
 
Other areas emerged in the comments, including investor relations, church and minister relations (for a Christian 
denomination), and sentiment analysis.
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“I don’t like the touchy-feely 
kinds of imprecise measurements, 
such as ‘thought leadership,’ and 
I see little value in corporate 
social responsibility. I’m a bottom-
line kind of guy.”

Which areas of your PR
program do you measure?

1% 

3% 

9% 

19% 

23% 

29% 

46% 

48% 

80% 

86% 

None of the above 

Other 

Investor relations 

Corporate social
responsibility 

Thought leadership 

Public affairs 

Marketing 

Events 

Social media 

Media relations 

DRAWING A BLANK 
ON BIG DATA
While some dream about big-time number 
crunching as a part of PR measurement, Big Data 
aren’t part of most strategies. More than half of 
respondents—54 percent—said they don’t know 
what Big Data is, while only 14 percent make use 
of such information. A total of 32 percent said 
they do not use Big Data.

Our question on the topic (suggested by a leading 
communications guru we consulted) drew a few 
raised eyebrows in the comments. “The term is so 
broad it is meaningless,” wrote one respondent, 
and another added, “Bizarre question.”

Is Big Data a part of your measurement strategy?

14% 

32% 54% 
Yes 

No 

I don't know
what this is 



14

“We in public affairs/public relations/marketing don’t spend much time with big 
data measurement, but our company does. We generate lots of big data that 
many other value-added service/product companies use in their own proprietary 
ways to provide data analysis.”

MONITORING ONE’S 
ORGANIZATION
A total of 92 percent monitor what’s being said 
about their organization, while only 8 percent don’t.

Of those who do, the largest percentage—96 
percent—monitor what’s being said about their 
organization in print and online. “What is being 
said in response to content we post” draws 80 
percent.

Industry news, trends and events also are the 
subject of monitoring for most, with 79 percent. 
Fifty-six percent monitor their competitors.

Again, little dif ference appeared according 
to budgets, with better-heeled organizations 
monitoring mostly the same matters as those 
with smaller budgets.

“My institution is working on reputation building, so we are very interested in 
learning if we’ve raised the bar.”

What do you monitor?

3% 

56% 

79% 

80% 

96% 

Other

What our competitors
do or say

Industry news, trends,
and events 

What is being said in
 response to content we

post (via comments)

What’s being said
  about our organization

in print and online
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WHY NOT MONITOR?
Budgets affect what companies can monitor. Of 
those who don’t monitor what’s being said about 
their organization, the biggest hindrances were 
lack of time (49 percent) and lack of manpower (47 
percent). Both of these factors emerged in answers 
to other questions as well.

Some cited lack of money, said it wasn’t a priority, 
or stated, “We don’t know what to monitor.”

“Frankly, while we gain profile 
for clients every day, we are 
only a little agency that is 
hardly if ever in the news itself. 
Maybe something to change 
for 2013!”

Why don’t you monitor what’s being
said about your organization?

1% 

11% 

15% 

25% 

29% 

33% 

40% 

47% 

49% 

We don’t like the
monitoring tools available

It’s too confusing and 
overwhelming 

Other 

We don’t know
what to monitor

It’s not a priority 

We don’t know which
tools to use

Lack of money 

Lack of manpower 

Lack of time 
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THE FREE TOOLS
More than half—56 percent—use both free and 
paid tools. Only 35 percent use free exclusively, 
while 9 percent use paid.

While Google+ still lags as a platform, the 
search engine’s free tools dominate. Google 
Alerts leads among free tools, with 85 percent, 
and Google Analytics follows, with 79 percent. 
Facebook Insights is strongly positioned, with 
55 percent. TweetDeck, HootSuite and YouTube 
Insights also do well.

In the comments, people mentioned Meltwater, 
Sysomos, Jetpack for Wordpress and others.

“I actually go through each 
newspaper in the country to 
establish who said what about 
which topic how many times. 
No fancy tools in place because 
organization doesn’t consider 
PR as a vital aspect of the 
company’s survival (it’s a bank).”

These are the free
measurement tools we use

1% 

3% 

10% 

10% 

14% 

19% 

19% 

26% 

27% 

31% 

32% 

40% 

55% 

79% 

85% 

Bottlenose 

Topsy 

Other  

TweetReach 

TweetDeck 

Excel 

Social Mention 

Bit.ly 

Unique URLs 

TweetDeck 

YouTube Insights 

HootSuite 

Facebook Insights 

Google Analytics 

Google Alerts 
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THE PAID TOOLS
Among paid measurement tools, most said 
they use “whatever our agency provides us.” 
(Roughly 41 percent listed a multitude of 
options under “other.”) 

Of the named tools, HootSuite came in first, 
with 17 percent, while CisionPoint (16 percent) 
and Vocus (16 percent) closely followed. 

In the comments, others such as crazy egg, 
Eureka and Juggle Torch won mentions.

“We have used the PR Web/ 
Vocus tracking tool and 
Business Wire tool, but they 
both have a lot of fluff and 
take credit for ‘hits’ that are 
not relevant to our business.”

These are the paid tools
we currently use

1% 
1% 
1% 
1% 
1% 
1% 
1% 
2% 
2% 
2% 
2% 
3% 
4% 
6% 

9% 
13% 
16% 
16% 
17% 
19% 

41% 

Attensity 

KDPaine & Partners 

ImpactWatch 

Crimson Hexagon 

NASDAQ OMX Media Intelligence 

Mediavantage 

Alterian SM2 

Social Baker 

ThomsonReuters/MyMediaQ

Wildfire 

Brandwatch 

HubSpot 

Sysomos 

Dow Jones’ Factiva 

LexisNexis 

Radian6 

Vocus 

CisionPoint 

HootSuite 

Whatever our agency 
provides us with 

Other 
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CAN’T GET NO 
SATISFACTION?
A plurality of 46 percent rated themselves 
“somewhat unsatisfied” with the measurement 
tools on the market. But a close second, 42 
percent, rated themselves “satisfied.”
 
Tool-makers, note: Only 4 percent ranked 
themselves “very satisfied,” and they were 
outnumbered by those who are “not satisfied at 
all” (8 percent).

“All of the tools that look 
somewhat interesting are really 
expensive and I can’t get the 
budget approved for it.”

Are you satisfied with the measurement
tools on the market?

4% 

42% 
46% 

8% 

I am very satisfied 

I am satisfied 

I am somewhat unsatisfied 

I am not satisfied at all 

WHAT DO YOU LIKE?
What’s to like about measurement tools? The 
highest share chose “They measure what we 
want,” at 47 percent. This was followed closely 
by “They meet our needs” (42 percent), “They 
provide us with insight” (40 percent) and “They 
are affordable” (40 percent).

Still, respondents didn’t see tools as magic 
wands you can wave for PR success. “It’s not 
the tools but how you use them,” wrote one.

“We have to use what is out 
there; we are small, so we do 
what we can with what 
we have.”

What do you like about the
measurement tools?

29% 

31% 

40% 

40% 

42% 

47% 

There are a lot of tools
to choose from.

They allow us to
customize our efforts.

They are affordable.

They provide us
with insight.

They meet our needs.

They measure
what we want.
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THE WEAKNESSES
Sticker shock is a problem. A majority (57 
percent) didn’t like the price, checking off 
“They’re too expensive.”

Many seem to feel the tools don’t live 
up to their promise. Equal numbers of 
respondents—46 percent each—agreed that 
the tools “don’t provide context” and “don’t 
integrate traditional and social media.” 

“The algorithms are good enough,” one wrote. 
“They provide positives when the stories are 
negative and vice versa. Way too expensive.” 
Another stated that “every tool needs a TON of 
human interaction to be useful.”

“There should no longer be 
patience with measurement 
tools that don’t tie traditional 
with digital.”

What are the weaknesses in
the tools available?

14% 

21% 

33% 

42% 

46% 

46% 

57% 

Other

They’re ineffective.

They’re too
complicated.

They don’t
provide insight.

They don’t
provide context.

They don’t
integrate traditional

and social media.

They’re too expensive.
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Staffing and Budgets

SIZE OF STAFF
Most staffs are small. Asked, “How many people are 
charged with PR measurement at your organization, 
or on average, for your clients?” 67 percent said they 
have one to two people. Under 8 percent had staffs 
of six or more, including 3 percent reporting staffs of 
11 or more dealing with PR measurement.  

“We are in the process of re-
creating our office with the 
addition of personnel (market 
research, social media coordinator) 
and a new director—with a 
mandate for measurement 
of our efforts.”

How many people are charged
with PR measurement at your organization,

or on average, for your clients?

67% 
26% 

4% 3% 

1-2 

3-5 

6-10 

11+ 

SIZE OF STAFF
Budgets, excluding staff salaries, are slim for most 
organizations. The majority—45 percent—spend 
under $5,000. Just 10 percent report budgets of 
over $100,000.

Between these extremes, there was a bump in the 
$10,000 to $49,999 range. Twenty percent reported 
they were spending this much, while 18 percent 
are spending from $5,000 to $9,999. Only a tiny 
fraction—0.3 percent—are spending more than $2 
million.

Budgets of under $5,000 largely correlated with 
smaller staffs. Among those with the smallest 
level of budgets, 78 percent reported staffs on 
which only one or two people are charged with PR 
measurement, while only 2 percent worked on staffs with 11 or more on the task . 

What is your measurement budget
(or average client budget)—excluding

sta� salaries and budgets?

45% 

18% 

20% 

7% 

7% 

1% 
1% 0.3% 

0.3% $0-$4,999 

$5,000-$9,999 

$10,000-$49,999 

$50,000-$99,999 

$100,000-$299,999 

$300,000-$499,999 

$500,000-$999,999 

$1-2 million 

More than $2 million 
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But there were some surprises. Eighteen percent of those smaller-budget cohort work on staffs involving three to five 
people in measurement. And even some teams with large human resources had budgets in the small-fry category: 2 
percent of those with PR measurement teams of more than 11 nonetheless had budgets under $5,000.

Among those with budgets of $10,000 to $49,999, 64 percent had measurement staffs of one or two people. And 4 percent 
reported staffs of more than 11. 

FEW BUDGET 
INCREASES IN 
THE OFFING
Hoping for a windfall this year? Most PR shops 
report they won’t see that. Nearly 50 percent 
said their PR measurement budget won’t 
increase in 2013. Only 15 percent are looking at 
a funding boost, while the rest aren’t yet sure.

While the skies aren’t raining dollar bills, the 
situation is at least better than that indicated 
by a Ragan/NASDAQ social media survey taken 
last fall. This previous survey showed that only 
36 percent of respondents were expecting a 
budget increase.

“Our nationwide program likely returns thousands of dollars for every dollar 
invested through positive media hits, from local, national and international media, 
to several documentary television series airing today. But there’s been very little 
change to our staffing strength, and our budget decreases each year.”

Will your PR measurement budget
increase in 2013?

15% 

50% 

35% Yes 

No 

Not sure yet 
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Reporting 

WHERE THE 
RESULTS GO
Measurement is only meaningful if the information 
goes to someone who can act on it. Most—85 
percent—report the results to supervisors or 
executives. 

Fewer—62 percent—make midcourse adjustments 
to communication efforts. Some also assess it 
against a baseline or the competition (41 percent), or 
“share it with my agency to discuss ways to improve” 
(40 percent).

In the comments, several respondents said they 
report the results to clients. One respondent 
“share[s] it with my staff to discuss ways to improve 
and to build illustrations of success/failure internally.”

“It would be better if we made more adjustments to our communications, but we are 
often hamstrung by our political masters in government.”

What do you do with your
measurement results?

40% 

41% 

62% 

85% 

Share it with my agency to
discuss ways to improve.

Assess it against a baseline
or the competition.

Make mid-course adjustments
to communication efforts.

Report it to supervisors
or executives.

FREQUENCY 
OF REPORTS
Most respondents—42 percent—compile PR 
measurement reports monthly. About 21 percent face 
this task quarterly, while 19 percent report weekly. A 
busy beaver cohort of 11 percent report daily.

One respondent said it varies “depending on 
client’s needs, so I employ pretty much all the 
options above. [The] majority are weekly reports, 
though.” Another said she reports after each 
campaign and major event. (Two commenters said 
they would have chosen “all of the above” had that 
been an option in our survey.)

How o�en do you compile PR measurement
reports of any kind?

11% 

19% 

42% 

21% 

6% 
2% 

Daily 

Weekly 

Monthly 

Quarterly 

Yearly 

Never 



23

WHO GETS 
THE REPORTS?
The survey shows that reports are delivered to 
a wide variety of recipients. Primarily, they go 
to senior executives or leaders throughout the 
organization, with 62 percent choosing that option.

A close second was “everyone on the PR team” 
(62 percent), followed by “my boss” with 58 
percent. Forty percent deliver results straight 
to the CEO.

In the comments, many listed “the client,” with 
scattered responses for stakeholders such as the 
board of directors.

“We offer the data via a microsite to more than 800 leaders across the company.”

To whom do you deliver measurement reports?

11% 

40% 

58% 

62% 

62% 

Other

The organization’s CEO 

My boss 

Everyone on the PR team 

Senior executives or leaders 
throughout the organization 

BEFORE, DURING 
OR AFTER?
Asked when they map out their measurement 
strategy, 54 percent of respondents said at the 
start. Another 26 percent plan during a campaign 
or initiative, measuring as they go and adjusting 
their actions accordingly. Only 14 percent measure 
after the fact. 

Again, several commenters said “all of the 
above.” One respondent in the Northeast 
said measurement is mapped out in corporate 
headquarters, and one honest PR director 
admitted, “We fly by the seat of our pants.”

When do you map out your
measurement strategy?

54% 
26% 

14% 

5% 

At the start. Measurement plans 
happen at the time we're 
planning the communication. 

During a campaign or initiative. 
We measure as we go along and 
adjust our actions accordingly. 

After the fact. Once the PR 
program/campaign/etc. is done, 
we determine how to measure 
results. 

Other
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NUMBER OF 
EMPLOYEES
Respondents reported they worked in PR firms, 
breweries, hospitals, universities, government 
agencies and other organizations. In size, their 
organizations varied from one-person consultancies 
to global brands with more than 1,000 employees 
(these constituted 28 percent). 

Ten percent were self-employed, and 26 percent 
had fewer than 25 employees. Another cluster—14 
percent—reported 100–499 employees.

How many people do you employ?

10% 

26% 

8% 
7% 

14% 

7% 

28% 

Self-employed 

Fewer than 25 

25-49 

50-99 

100-499 

500-999 

1,000+ 


