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AMEC Non-Profit Group was formed in November 2013 to create a unique networking forum for communications 
leaders working in non-profit organizations.  

Leaders 

• Arturo Romboli, Strategic Planning and M&E Specialist, UNICEF 

• Eileen Sheil, Executive Director of Corporate Communications, Cleveland Clinic  

 

Mission 

• Champion the importance of strategic communications in Non-Profit organizations  

• Encourage higher standards of accountability through using effective measurement, research and insights 
programs  

 

2017 Goals  

• Redefine value proposition to recruit new members 

• Conduct 2nd annual survey on the state of NGO Communications Measurement 

 

Who We Are 



Small But Growing Globally 



91% recognized the importance of measurement in driving their organization's mission 

 

 BUT  
 

“We are at full stretch dealing with our mission and programs – we do not have time to do measurement.”  

 

“My organization does not have a culture of using research or measurement in its work.”  

 

“I'm a communications & public relations (PR) person, not a measurement & numbers person.” 

 

 

Last Year… 

Surveyed NGOs to benchmark perceived importance of communications measurement and understand barriers 



  Surveyed 323 NGO communications/PR professionals around the world 

  

Goals  
Assess how the importance of communications research/measurement is changing 

 Explore how NGOs are managing disruptive changes in the industry  

This Year… 



Three-quarters (71%) believe 
measurement/evaluation of 

communications is  
non-negotiable today, and it is 

more important today than five 
years ago (75%).  

 

Communications Measurement is  
Non-Negotiable Today 



Top leadership is not only highly supportive of communications measurement but also 

expecting it from employees today. 

 

• 80% state their CEO/Chairman is a believer that measurement is important 

 

• 73% say top leadership (c-suite) regularly reviews communications measurement data 

 

• Top leadership relies on communications research and measurement when deciding 
how to allocate funds in about seven-in-ten (70%) organizations 

 

Expected by Top Leadership  



Still room for improvement in what NGOs are measuring and how –  
Diverse, inconsistent set of metrics tracked, not enough innovation 

Only about half or fewer NGOs say they track key specific metrics, such as:   
• Outputs: social media mentions, website activity, volume media placements   
• Outcomes: target audience awareness, key message penetration of social media 

mentions, perceptions among target audiences  
• Business results: amount of money donated 
• Societal results: improvement of health outcomes, economic returns, crises resolved  

 

45% state that their organization is conducting or experimenting with innovative research 

and measurement.  
 

Need for More Innovative, Consistent 
Measurement  



Innovative Research at Cleveland Clinic 

FOR SUPERIOR ACHEIVEMENT 
IN MEASUREMENT & 

EVALUATION 



Proving Impact of Communications In 
Closing Gaps With Competitors  



Three Years of Tracking Research to Develop 
Optimal Communications Strategy  



Determining Right Channels:  
Linking Traditional Media Outputs to Business Results 



Determining Right Channels 
Linking Social Media Outputs to Business Results 



Power of Innovative Research/Measurement 



Power of Innovative Research/Measurement 

U.S. Patient Volume : 

+7%  

Over last three years, significant improvements in: 
• Brand Awareness  
• Likelihood to Travel to Clinic for Care  
• Likelihood to Refer to Clinic as Leader  



Thank You & Next Steps  

Developing full report of survey results to distribute amongst  AMEC members 
and externally during Measurement Month  

 

Continuing to grow! For more information about joining the Non-Profit Group 
please contact: 

 
Barry Leggetter, CEO, AMEC 

barryleggetter@amecorg.com  

 

mailto:barryleggetter@amecorg.com

