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hiect:

» Discuss possible
approaches to
measurement

» Focus on
communication
metrics

» Potential analytical
approaches
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It is a Data-
Crunching World!
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Metrics Today

» Organizations devote significant time, energy and
resources to measuring their performance in
achieving strategic goals

» A recent survey found that only 35% of
organizations rated their systems of metrics as
effective or very effective

» Today’s measurements bear a remarkable
resemblance to those from years ago while
organizations, media and communication
technology have transformed dramatically




How to Develop New Metrics

» Depends on what is
important to the strategy

\ S » Measurement
- New vision:

> Valid
o Enterprise problems? - Reliable
- Community issues? » Measures
» Where is the leverage? > Lag
- Bang for the buck > Lead

- Where you have

expertise or local - Coincident
knowledge » What is most difficult?

> Inflection points What are the
- trade-offs?




Examples from the World Bank

Table 7. Types of Communication Intervention Qutcomes
Number of

Type of Qutcome Studies Evaluated
Behavior change 22

Change in knowledge and attitude 25
Empowerment and capability building 9
Coalition building and partnership 8
Resource development 5

WORLD BANK WORKING PAPER




Strategic Communication

*There are many measures of performance but fewer measures

that help with preliminary analyses. Similarly there are not many
assessment measures.

Analysis Assessment

e Intelligence Preparation Qualitative/quantitative

of the Environment analysis

» Identify audience(s) e Are we achieving our

e Understand internal/ objectives?

external audience(s) e Are we achieving our effects?
e Identify information e Are measures correct?

needs and effective tools * Reassess assigned plans/

e Develop assessment tasks

methodology e Recycle back to policy

development
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Common Methods

» Surveys » What is most in use
» Content analysis of now?
documents, interviews, » What needs the most

_ : e _ R
media stories significant investment:

» Communication
instruments/tools

» Online metrics
» Time series analysis




Surveys

» Panel surveys vs. cross-sectional
» Random vs. convenience sample
» In-person vs. mail vs. internet

» Original vs. secondary data

-



When surveys are useful
- I. .

» Determining target » Baseline and post-
audience intervention surveys on

» Determining appropriate target measures
intervention methods » Examples:

> Understanding knowledge > La Benevolencija in Rwanda
levels, behaviors,
attitudes

» Examples:

o Fondation Hirondelle in DRC
o Frelaria?




Content Analysis

» A quantitative research instrument for the
systematic description of content
- Highly selective and structured method
o Utilized on visual, aural or print media or text
content
- The rules of analysis are standardized to ensure a
high degree of reproducibility
» One objective of the content analysis is to examine
large amounts of content with statistical methods.

» Content analysis reduces the complexity of content
as it brings out the central patterns of the coverage

» Software can make it semi-automated; media
tracking




When content analysis is useful

Understanding your

e Monitoring & Evaluation
» Understanding media » Baseline and post-
frames and narratives intervention analyses
» Assessing media » Examples:
landscapes > La Benevolencija in Rwanda
» Understanding terms of > Internews in Bosnia
a debate / stakeholder
positions
» Examples:

> La Benevolencija in Rwanda
Frelaria?




» FOocus groups
» Narrative analysis

» Discourse analysis
» Twitter analysis

twitterd

Follow your interests

Instant updates from your friends, industry experts, favorite celebrities, and

what’s happening around the world.

SSSSSS



Web Measures

Search Volume index Goaogle Trends
» Google trends
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Website Analytics/KPIs

> Trac ing via Ale S Pa e views per visit ratio
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Foé\k}—namsg Sé?%%' after search?

» Bounce rate—how long to
get to page designated?

» Frequency and recency of
high use visitor




Power Curve

Random Distribution Power Law Distribution
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Network Measures Questions

» What processes occur » How do cultural

over time to create and background and national

change networks? identity influence the

> What leads to the membership, structure and
emergence of different evolution of networks?

organizational forms?

- What types of communication
networks form in the early,

- Do these imported structures
and patterns facilitate

middle, and ending phases of community, or contribute to
the community? divisiveness and conflict in
» How do communication the emerging global
networks predict community?
interaction and other - Do males and females create
types of networks (e.g., different network structures
exchange or financiaf);? or patterns of language use?




A more robust network

Disquised example of leading provider of outsourcing and T-consulting services, before and after
initiative to improve connections, eliminate bottlenecks

Network measures 2005
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Social Network Analysis




Movie Studio Networks




» Can include transcripts of interaction (e.qg.,
White House study)

» Links to demographic data (e.g., gender)

» Identification of networks from patterns of
Interaction

» Tools
o Network analytical techniques (UCINET, p*)
o Automated content analysis
> Bot tracking

- Speaker identification, linking speakers across
multiple dialogs, detecting expertise, tracking
speaker's opinions, emotions




Network Qutcomes

» HIV/AIDs Networks
o Studied the evolution of

» Network comprised of
radio stations, record

AIDS NGOs over a 15
year period

Found the birth and
death of NGOs and the
shape of the overall
network were linked to
IGO policies and changes
in IGO populations

The addition and deletion
of nodes in the networks
was related to media
frames and coverage

companies, and
independent promoters

(e}

Independent promoters
broker relations

across “holes” in the
network between record
companies and radio
stations.

Explains the durability of
the institution in the
face of resistance from
both record labels and
radio stations



Why Mobile Social Network Analysis
Has An Important Future

» People are rarely far from their phones

» Workplace networks that are now office
PC based will increasingly become
mobile

-




Possible Measures/Metrics

BT TR

What measures do you already have?
What measures will you need to create?

What measures will be the greatest
challenge?

at are your final metrics of success?
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