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Richard Bagnall  

AMEC Chairman 



Why we did it 
Why it matters 
Where it came from 
How it’s being used 

AMEC’s Integrated Evaluation Framework: 



The media has changed 

PR has changed 

Why it matters: 



Volume 
Publication 
Audience reach 
Tonality / Favourability 
Messages 
Journalists 
Spokespeople 
Issues 
Key mention  
Position on page 
Images 
Media type 
Article type 
Competitors 
Topics 

Why it matters: PR measurement must change too 



Volume 
Publication 
Audience reach 
Tonality / Favourability 
Messages 
Journalists 
Spokespeople 
Issues 
Key mention  
Position on page 
Images 
Media type 
Article type 
Competitors 
Topics 

Why it matters: PR measurement must change too 
Shares 
Likes / unlikes 
Retweets 
Pins 
Comments 
Tags 
Replies 
Time on page 
Hits 
Clicks 
Posts 
Visits 
Followers 
Mentions 
Favourites 



Outputs Out-takes Outcomes 

Why it matters: How to Prove Value 



How we got here today: 

Barcelona 2010 

Barcelona Principles 



Barcelona Principles – summarised: 

Importance of PLANNING & SETTING TARGETS 

Measure OUTCOMES, not just OUTPUTS 

Link to ORGANIZATIONAL OBJECTIVES 

Use QUANTITATIVE & QUALITATIVE methods  

AVE is an INVALID METRIC 

INTEGRATE social media   

TRANSPARENT, CONSISTENT, VALID methodologies 

 
 



How we got here today: 

2010: Barcelona Principles 

2011: Valid Metrics Frameworks 

2013: Social Media Measurement Frameworks 

2016: Integrated Evaluation Framework 

BARCELONA 

LISBON 

MADRID 

LONDON 
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Jeroen Scholten 

Founder Publistat  
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Tough Case Scenario 
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Focus on proving 

Knowing 
Monitoring/daily analyis 

Showing 
Descriptive analysis 

Proving 
Integrated analysis 
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Not everything is a campaign 
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Long term perspective 
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Integrated = complicated 

Probability 

distribution 

Regression analysis 

Causality 

 

Confidence interval 
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No need to prove yourself all the time 

Knowing 
Monitoring/daily analyis 

Showing 
descriptive analysis 

Proving 
Integrated analysis 

Improving 
Actionable/predictive analysis  
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Very interesting, but … 
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Let the client do the math 
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Deflate the Bubble 
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Keep the end in mind 
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Kristina Fritsvold Nilsen 

Vice President, Retriever 



• Bullet one 

• Bullet two 

• Bullet three 

• Bullet four 

Title 



Retriever has embraced the Integrated 

Evaluation Framework by Amec. Our goal 

is that all our clients will know about it, 

and that as many of them as possible will 

use it.  



Information articles in 
news letters and         
in own channels 

Dialog with clients on 
personal level 

 

Breakfast seminars in 
our different offices 

 

In-depth full day 
courses  

 

What Retriever has done to promote the 

framework 



We want to introduce 
a better alternative to 

ad-value  

 

It gives us credibility in 
the market 

 

A more professional 
client is a more 

valuable client for us 

 

Because is a high-
quality tool for the 

client  

 

Why Retriever promote IEF so vigerously  



Title 

Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, sed 

do eiusmod tempor incididunt ut 

labore et dolore magna aliqua. Ut 

enim ad minim veniam, quis 

nostrud exercitation ullamco 

laboris nisi ut aliquip 



INPUTS ACTIVITY OUTPUTS OUTTAKES OUTCOMES IMPACT 

 
 
 

Previous  media 
analysis showed 
that  the media 
coverage was 
mainly critical 

 
Previous 

population 
surveys  showed 

that the 
impression of our 
ability to defend 

Norway and 
safeguarding 
Norwegian 

sovereignty had 
decreased 

 
Chief goal in our 
communication 

plan was to show 
how valuable the 

F-35 is in our 
future defence 

 

 
 
 
 
 

Magazine 
distributed 

directly to 600,000 
households  

 
Digital distribution 

at Forsvaret.no 
 

Social media 
activity 

 
Documentary on 
TV channel Max 

 
Information to 
employees on 

intranet 
 

Events:  
The arrival of the 

F-35 and the 
ceremony with 

prominent guests 
 
 
 
 

Over 500 articles 
the first two weeks 

in November 
 

The documentary 
was seen by 

100,000 people 
 

Articles about the 
F-35 were among 
the most read at 
Forsvaret.no  in 

2017 – The most 
read article had 

70,000 views 
 

Facebook post 
about Innsats 

reached 250,000. 
That is 100,000 
more than the 

average for 2017 

Facebook created 
general interest in 
the F-35 through 
articles, images 

and videos 
 

Facebook post 
about Innsats got 

3,000 likings, 
comments and 

shares, and 22,000 
link clicks, on 

average. This is 
significantly more 
than the average 

for 2017 
 

Employees used 
intranet to get 

information about 
the F-35 

 

 
Magazine reader 
test showed that 

out of the 35 
percent who 

started reading the 
magazine, 70 

percent read at 
least half of it 

 
Increase in the 
coverage of the 

capabilities of the 
aircraft and its 
contribution to 

Norway’s defence 
 

One third of the 
articles were 

positive in tone - a 
significant  

increase compared 
to earlier media 

analysis 

 
 

Education 
applicants doubled 

 
Population survey 

showed: 
 

5 percentage 
points increase in 
overall impression 
of the Norwegian 

Armed Forces 
 

Four percentage 
points increase in 
impression of our 

ability to 
safeguarding 
Norwegian 
sovereignty 

 
Three percentage 
point increase in 

our ability to 
defend Norway 
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Gemma Moroney 

Head of Strategy, 

Mischief 
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Improving 

effectiveness 

Using the framework 

to benchmark success 



• AMEC double GOLD award winner 2017 

• Using the framework to integrate & 

improve 

• Making the framework work for you 

• Today you can… 

Five minutes Mischief 
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BRIEF 
#LOVETHECOAST 

 

Context 
 

COASTAL CONNECTION ALL 

TIME LOW  

 

LOW AWARENESS OF 

TRUST’S COASTAL 

CONSERVATION  

 

INSIGHT 
 

COASTAL EMOTION  

 

THE IDEA 
 

THE NATION’S ODE  

TO THE COAST 

STRATEGY 
 

775 MILES OF MEMORIES 

 

OBJECTIVES 
 

AWARENESS 

AFFINITY 

ADVOCACY 

ACTION 
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MAY 

 

Neptune launch 

stunt 

 

NT launch 

coastal priorities 

 

 
 

 

 

JULY/ AUGUST/ 

SEPTEMBER 

 

Experiential activity  

& sound mapping. 

Release academic study on benefits  

of coastal walking. 

Continued #lovethecoast engagement  

via PR & social. 
 

 

 

 

 

JULY 

 

 

Announce Nation’s Ode to 

the Coast 

 

#lovethecoast engagement 

 

 
 

 

 

 

OCTOBER 

 

Coastal pathways 

fundraising 

LAUNCH UNVEIL 

OCTOBER 

 

PR, social digital 

media activity 

unveiling Ode 

 

Fundraising email 

ask 
 

 

 

 

 

PARTICIPATE CELEBRATION ASK 
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Metrics vs. campaign phase, channel role, industry benchmarks 

LAUNCH UNVEIL PARTICIPATE CELEBRATION ASK 
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Awareness 
 

Best known charity 

in coast by the 

end of our 

campaign 

 

69% audience reach 
 

 

 

 

 

Affinity 
 

82% key message 

delivery (+25%) 

 

84% content 

retention (+52%) 

 

 

 

 

 

Advocacy 
 

18,000+ 

contributions  

 

Support from Bear 

Grylls to Jamie 

Oliver 

 

 

 

 

Action 
 

32% considering 

m’ship, 27% 

donation, 24% 

volunteering 

 

£396,000  donations 

IMPACT: Best ever year for membership acquisition 
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2015 2016 2017 

Increasing effectiveness  
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Make the framework part of where you start 

1. OBJECTIVES 

(commercial & 

communications) 

PROBLEM 

2. INPUTS 

Look at behaviour 

Ask how we’ll earn 

attention 

3. ACTIVITY 

Where we are playing 

4. OUTPUTS 

You’ll know we’ve done 

it when 

5. OUT-TAKES 

You’ll know we’ve done 

it when 

6. OUTCOMES 

You’ll know we’ve done 

it when 

7. IMPACT 

You’ll know we’ve done it when 
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3/8 things everyone can do today 
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