Measuring & Communicating Digital Metrics

Joshua Wu, PhD
Senior Vice President, Analytics + Insights
/ Weber Shandwick

powell
Il tate



Measurement within the digital campaign lifecycle
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Balancing what is critical versus what is easy to measure
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affect Defining Establishing Observable KPIs

campaign measurement
objectives framework

Binary / lots of paths and POI |Cy
confounders that could affect E—

singular outcomes O u tCO mes

Audience interest

and engagement

Many ways to measure across
~ many channels (earned, social,
owned, web, etc)

" powell
tate



From KPIs to a unified measurement framework

Picking outcomes to Identifying
affect Defining Establishing Observable KPIs

campaign measurement
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Impact Value

Measuring campaigns through a customized impact measurement approach tailored to communications objectives associated with the target customer a

stakeholder journeys to generate a contextualized score
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Good people, not good tech, is key to effective measurement
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Tech and platforms are only as good as the

people using it
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1. What tools do we
currently have access
to?

tools to enable
consistent
measurement?

3. Can we maintain the

~

2. Who is currently
trained to use the tools?

Key

questions

4. Are the current mix of
people and tech
empowering the
measurement we

need? /
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Tradeoffs with in-house teams versus external partners

Balancing Optimizing Leveraging
costs and expertise and state-of-the-art Identifying
investment experience solutions

Establishing Observable KPIs
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Communicating actionable insights to key stakeholders

Te: David Price, Ashieigh Allsops inhane, :D i
" . z 7 i U Read Aloud 13 MyAnatics | +e
Lewis Painter, Mandie, | S L4 B A A byanabtics
[ Popou
To L b
=
Subject P Marketplace Buzz

Lucerme Company Gos’s Q1 - Qddocr |
B, apone con et

Chaek sut this decument to find the goals, ask @ Udia Halloway and @1
Lidia Holloway.
LicabDlucermepubind com
From: Pati Fesmander B\ Leecu
Sent: Friday, August 17, 2018 4:17 PM. Leatihipmepndinilcoin
To: Kathy Thompson <kathyt @lucemepubintl cam; Lee Gu <leeG@lur i, Lynne Robbins

<lidiaH@lucernepubintl com> ‘ LyrneR@hernepubinticom

Subject: Marketplace Buzs &J

Isaiah Langer
b Ghcemepabinticom
Grestings Team @. Q Johanna Lorenz

Jahannal Plucemapubint com
Top 11 results.

With the recent buzz in the marketplace for the XT Series of peoducts, it is imperative that we push deeper it

marksts. We have boes gain ground through radia and by engaging influences in the market

e to be able to pivot this into a global trend. Particularly Latin America where we have always been strong
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Defining what the data can and cannot tell us

Data can be noisy...
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