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This workshop
• The most widely agreed fundamentals of evaluation worldwide
• The latest models and approaches – which industries and sectors do it best

• Getting beyond models to applied evaluation

• 10 informal and 30 formal research methods you need to think about
• Getting to the next level – showing VALUE



Basis of the following recommendations
• Involved in evaluation since 1992 – IPRA Gold Paper on Evaluation in 1994
• Founder and CEO of CARMA International (Asia Pacific) (1995–2006)

• MA by research (1993); PhD (2004)

• Chair, Academic Advisory Group to AMEC (2015–)
• Advisor on development of the UK GCS Evaluation Framework in 2015–16

• Member of the UK GCS Evaluation Council in 2016

• Member of the IPR Task Force on Standards for Evaluation since 2015
• Designed evaluation framework for the NSW Government 2015–17 

• Commissioned by Routledge to write Evaluation Public Communication



Why look at other fields, and where?
• Evaluation was not invented in PR or communication
• Evaluation has been extensively practiced and developed in:

• International development
• Education
• Project management
• Performance management

• Widely used models and frameworks date back to the early 1970s

• These are often ignored in PR and communication
• ‘Reinventing the wheel’
• Misapplying or bastardising evaluation theory and best practice



Program theory and program logic models
• Basic program model evolved since the 1970s (Kellogg Foundation, 2004, p. 1)



Program theory and program logic models
• Program logic model developed by the University of Wisconsin University 

Cooperative Extension Program (UWEX) (Taylor-Power & Henert, 2008, p. 5)



End to end evaluation
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“Evaluation: 
The Alpha and 
Omega of 
Strategy)

(Tench, Verčič, D., 
Zerfass, A., Moreno, 
A., & Verhoeven, P. 
(2017)



Which sectors/industries do it best?
• Advertising – NOT

• Focus on reach; recall, impressions

• Digital marketing/communication – YES, TO A POINT
• Mainly focussed on auto-generated metrics – clickthroughs, views, likes, follows, shares

• International development (Aid programs; UNICEF, WHO, etc.)

• Health communication
• Theory based
• Extensive use of quantitative and qualitative research
• Major focus on formative research

• PR – definitely not
• Predominantly focussed on outputs – e.g., volume and tone of media publicity, AVEs



Where does PR evaluation sit?

Resources/ 
Inputs Activities Outputs Outcomes Impact



Lindenmann’s PR Effectivenes Yardstick
Measuring:
Behaviour change
Attitude change
Opinion change

ADVANCED

Measuring:
Retention
Comprehension
Awareness
Reception

INTERMEDIATE

Measuring:
Target audiences
Impressions
Media placements

OUTPUT

LEVEL #3

LEVEL #2

LEVEL #1

PU
BL

IC
 R

LE
AT

IO
N

S 
EF

FE
CT

IV
EN

ES
S 

YA
RD

ST
IC

K

Outcomes

Outgrowths

Outputs



Results of
Communication Processes

Output

Outcome

Outflow

Internal Output

Process Efficiency
Quality of Works 

Product

Budget Compliance
Throughput Times

No. of Shortcomings
Readability/Fogg-Index
Satisfaction of Internal 

Clients 
…

External Output

Media Coverage
Content

Clippings
Visits

Downloads
Impact Ratio

Share of Voice
…

Direct Outcome

Perception
Util ization
Knowledge

Awareness
Unique Visitors
Session Length

Reader per Issue

Recall
Recognition

…

Indirect Outcome

Opinion
Attitudes
Emotion

Behavioral Disposition
Behavior

Reputation Index
Brand Image

Strategic Awareness of 
Employees

Purchase Intention
Leads

Innovative Ideas
Project Participation

…

Ressources
Employee Assignment

Financial Expenses

Personnel Costs
Outsourcing Costs

…

Input

Value Creation

Impact on
Strategic and/or 
Financial Targets

(Value Chain)
Impact on

Tangible and/or
Intangible Assets

(Capital Accumulation)

Sales
No. of Project 
Agreements

Cost Reduction
Reputation Capital 

Brand Value
Employee Performance

…

Outflow

ORGANISATION

Communication ProcessesInitiation of Communication Processes

MEDIA/CHANNELS STAKEHOLDERS ORGANISATION

    
    

    
    

Communication controlling
(DPRG/GPRA, 2000; DPRG/IPV, 2009)



UK Government model (GCS, 2016



10 political priorities

Communication 
objectives

Activities Relevance Output Outtake Outcome

Recall indicators 
measuring the extent 

to which the 
communication 

activity is likely to 
have satisfied, 

captured the attention 
of audiences, or raised 

knowledge and 
awareness focussing 

on the audience 
directly reached

Political match
Of the communication 
activities undertaken 
with the 10 political 

priorities

• Organising events
• Providing 

information
• Working with 

information 
networks and desks

Reach indicators 
measuring the extent 
to which extent the 

communication 
activity is likely to 

have reached the right 
target audience 

quantitatively and 
qualitatively

Engagement Trust 
indicators measuring 
the extent to which 
the communication 

activity led to either a 
discernible action 
being taken or the 

desired change in the 
target audience’s 

perception

Inputs                                                                                                    Results

Did the activity match the 
10 priorities?

Did the activity reach the 
target?

Was the message received?

Did the activity meet the 
expectations of the target 
audience?

Did the action lead to the 
expected result?

Did the action change the 
perception of the EU?

Q.

European Commission evaluation model



“I couldn’t understand why PR needed to stand apart 
from the dominant approach to performance alignment 
and management adopted by the majority of functions 
one might find in a typical organization”

Philip Sheldrake
The Measurement Standard, December 8, 2015, para. 6 

http://www.themeasurementstandard.com/2015/12/a-new-balanced-scorecard-for-communications-a-critique/






Taxonomy of evaluation
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Key features of this model
• Classic five-stage program logic model

• But shows stages as overlapping spheres *

• Applies to companies, government, NGO, NFPs
• Stakeholders, publics, and society are included *
• Communication objectives align to organisation objections – and to 

stakeholders, publics, and society *
• Simple explanations of each stages in the model
• Feedback loops
• Impact evaluated in terms of organisation and stakeholders, publics, and 

society – intended and unintended *
• Recognises context as factors to be evaluated *





The push to outcomes and impact

COST CENTRE VALUE ADDING CENTRE



Methods (informal)
• Secondary data – existing research including literature review
• Database records
• Readability tests (Fog, Dale-Chall, etc.)
• Advisory and consultative groups
• Feedback (e.g., ‘contact us’)
• Media monitoring
• Tracking online comments and reviews
• Response mechanisms (coupons, 1800/800 numbers, etc.) 
• Diaries
• Informal interviews and discussion groups



Methods (formal) – Quantitative 
• Audited circulation statistics
• People meters
• Physiological testing – Eye movement tracking to brain pattern analysis
• Experiments including random controlled trials (RCTs)
• Observational trials 
• Surveys
• Structured interviews
• Content analysis (quantitative)
• Case studies (multiple)
• Return on investment (ROI)



Methods (formal) – Quantitative 
• Econometrics
• Benefit cost ratio (BCR) / Cost benefit analysis (CBA) 

• Cost effectiveness analysis (CEA)

• Social network analysis (SNA)
• Customer journey mapping
• Market mix modelling
• Attribution modelling
• Behavioural insights
• ‘Big data’ analysis



Methods (formal) - Qualitative
• In-depth interviews
• Focus groups
• Content analysis (qualitative)
• Textual, narrative, and thematic analysis
• Case studies (in-depth)
• Ethnography (observation)

• Direct observation; Video ethnography; Autoethnography; Netnography

• Ethnomethodology
• Conversation analysis
• Action research / participatory action research (PAR)



Conclusions
• Standards are important and necessary

• Eliminate confusion in terminology, models, practices
• Do not prevent innovation

• Base standards on common / best practice
• Don’t ‘wing it’ or ‘reinvent the wheel’
• Need to be transdisciplinary – look at best practice in other fields

• Need to broaden approaches/models
• Consider context; stakeholders and society as well as organisational objectives
• Evaluate unintended as well as intended impacts

• There are many informal and formal methods available
• Grounded in social science – reliable, trustworthy, credible
• Practitioners need to be, or hire, methodologists and data analysts 



The book
• Evaluating Public Communication: 

Exploring New Models, Standards, and Best Practice
Jim Macnamara, 2018 (Routledge, UK)
• www.routledge.com/9781138228573

http://www.routledge.com/9781138228573
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