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Academia. See also Alumni;
Colleges; Education; Faculty;
Higher education; Students;
Universities

as influencer, 123
marketing of education by, 205,

206–207
in measuring relationships with

communities/neighbors, 148
Academics, impacts and benefits of,

142
Access tool, in measuring

relationships with influencers,
130

Accountability:
fear of, 13
of nonprofit organizations, 192

Accountability Principle, crises and,
164

Accurate data, 19
ensuring, 26–29

Accurate results checklist, 29–31
Active engagement level, 82–83
Active publics, 140
Activity, measuring nonprofit

organization, 198–200
Admissions departments, in higher

educational environment,
215

Advertising, 73
redefining, 71–73

Advertising campaigns, consistency
in, 186–187

Advertising Club of St. Louis, 154
Advertising messages, consistency

in, 186–187
Advertising value equivalency/

equivalent (AVE), 97–98, 224
Advocates, 6, 79, 94, 137, 149, 199,

215
Affinity, customer–brand, 106,

109–110
Agree-or-disagree statements, 58
Alumni, in higher educational

environment, 211, 212–213,
215, 217. See also Academia;
Colleges; Education; Higher
education; Students;
Universities

Amazon, 103
Kindle and, 138

American Coaster Enthusiasts,
in Sea World case study, 132

Analysis. See also Automated
content analysis; Automated
sentiment analysis; Computer
analysis; Content analysis
entries; Data analysis;
Demographic analysis; Internal
message analysis; Local media
analysis; Manual content
analysis; Media analysis; Media
content analysis; Message
analysis tools; Message content
analysis; Multivariate analysis;
Sentiment analysis; Social
media content analysis;
Statistical analysis; Tone
analysis; Traffic analysis; Trend
analysis

in higher educational
environment, 213–217

in measuring nonprofit
organization success, 203

missing variables in, 26–27
of sales communications, 185, 188

Analyst relations (AR) programs, in
measuring relationships with
influencers, 128–129

Annual surveys, 55
Arthur Anderson, loss of trust in,

171
Asynchronous relations, between

organizations and publics, 139
ATCOM @comcastcares Twitter

account, 71
Attendees, at events, 106–107,

110–111
Attendee surveys, in measuring

nonprofit organization success,
201

Audience(s):
in crisis management, 170
in crisis planning, 177–178
defining, 36
in higher educational

environment, 207–209,
210–212

identifying, 86
influences on, 22
in measuring relationships with

influencers, 129
for nonprofit organizations,

195–196
priorities of, 20–21
relationship with, 88
surveying, 34

Audience priorities, in measuring
relationships with
communities/neighbors,
143

Audience satisfaction, measuring,
144, 145

Authority, 50
of a social media writer, 95

Auto manufacturer, measuring
sponsorship effectiveness for,
119–120

Automated content analysis, 49
Automated sentiment analysis,

28–29, 77
Awareness, 27, 39

measuring, 46, 55
as primary objective, 109

Background, understanding, 24
Background homework, 29–30
Bad data, reasons behind, 26–29
Bad news, in measuring

relationships with
communities/neighbors, 146

Bad relationships, good
relationships versus, 138, 142

Balanced tone, 51
Baseline, 224. See also Benchmarks
Behavior:

in crisis planning, 181–182
measuring in higher educational

environment, 217
seven steps in measuring crises

and trust and, 176–182
Behavioral metrics, 61–62

in measuring nonprofit
organization success, 201–202

Benchmark audits, in evaluating
employee-organization
communication, 152
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Benchmarking, 224
Benchmarks, 34, 104, 224

in crisis planning, 178–179
deciding upon, 111
defining, 38, 86
determining, 37
in higher educational

environment, 213
in measuring employee attitudes,

156–157
in measuring nonprofit

organization success, 196–197
in measuring relationships with

communities/neighbors,
141–142

in measuring relationships with
influencers, 129

Benchmark studies, 14, 19, 34, 224
Benchmark surveys:

in measuring relationships with
communities/neighbors,
143–144

for sales communications, 185
Benchpoint, 115
Big picture issues, consensus on, 29
BizRate, 103
Bloggers, 90, 96

authority of, 95, 96
in crisis planning, 181–182
in Dell Hell crisis, 166
as influencers, 124–125
in public relations, 139
in Sea World case study, 132
verifying importance and

influence of, 126–127
Blog Grader, in finding favorable

blogs, 127
Blogosphere, negative comments in,

79
Blogs, 43, 69, 72, 76, 89, 90

in communication difficulties
with employees, 151

in Dell Hell crisis, 166
influential, 75
in higher educational

environment, 215, 216
in measuring nonprofit

organization success, 198–200
monitoring, 158
searching for favorable, 126
in Sea World case study, 132
survey results and, 161
verifying importance and

influence of, 126–127
Blue Cross Blue Shield of New

Hampshire (BCBS-NH), case
study of, 189–190

Booths. See Event booths
Brand(s):

customer affinity with, 106,
109–110

events and engagement with,
107–108, 109–110

reputation and, 163

Brand advocates, 79
Brand awareness studies, 39
Brand engagement:

increasing, 85
as a measure of success, 87

Brand loyalty, increasing, 85
Brand monitoring, 71
Brand tracking, 51
Brand visibility, 50–51

determining, 91–93
Brogan, Chris, 69
Budget allocation, 8
Budget argument, 25–26
Budgetary dollars, asking for, 43
Budgets, 6, 62. See also Marketing

budget; Marketing program
budget

in crisis planning, 180–181
effective, 14
in higher educational

environment, 211–212, 213
Bullshit (BS), trust and, 174–175
Bush, George W., 205
Business. See also Businesses

connecting employees to, 155
employee morale and, 149
as influencer, 123
“Martians” and “Venusians” in,

223
measurement in, 3–4
of nonprofit organizations, 191
virtual, 105

Businesses. See also Companies;
Corporate entries;
Corporations; Nonprofit
organizations (“nonprofits”);
Organizations

opportunities for, 17
what matters to, 6

Business objectives, understanding,
20

Business Objects, 131
Business processes, tracking and

evaluating, 16
Business strategies, measurement of,

33
Buy-in, 23
Buzz, as measurement tool, 116

Campaigns, 227
Campus opportunities, in

measuring relationships with
communities/neighbors, 148.
See also Academia; Alumni;
Colleges; Education; Higher
education; Students;
Universities

Casual engagement level, 81–82
Categorization, as measurement

tool, 115
Caterpillar Inc.,

employee-organization
communication at, 154

Causal relationship, 224

Census, 224
Channel partners, measuring

relationships with, 183–190
Channels:

for employee-organization
communication, 153–154

in higher educational
environment, 216

Charitable work, 140
Charts, 41
Chief executive officer (CEO), 7,

16, 22, 37, 108, 129, 138,
178

Chief financial officer (CFO), 8
Children, communication with,

153–154
Churchill, Winston, 33
Circulation, 224
Clickers, 115
Clipping organizations,

commercial, 63
Coaster enthusiasts, in Sea World

case study, 132
Cocktail party, 10, 74, 124
Colbert-Goes-to-Baghdad

program, 12, 35
Colgate Palmolive, 113
Colleges. See also Academia;

Education; Higher education;
Students; Universities

marketing of education by, 205,
206–207

in measuring relationships with
communities/neighbors, 148

Columbia/HCA Healthcare Crisis,
volume of coverage of, 168,
169

Column inches, 224
Commercial services, 28
Commitment:

in Grunig Relationship Survey,
234-235

as a measurable relationship
component, 57

obtaining, 43
Committed engagement level, 83
Common ground, in relationships

with salespeople, 186–187
Communal relationships, 82

in Grunig Relationship Survey,
236-237

as a measurable relationship
component, 57–58

Communication(s). See also Key
messages; Messages; Sales
communications

by Blue Cross Blue Shield,
189–190

bullshit versus lies by, 174–175
corporate, xxiii
in crises, 164-165
with employees, 149–151
future of measurement and,

220–221
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Communication(s) (Continued)
in higher educational

environment, 215, 217–218
improved, 87
in overseas expansion, 185–186
key to, 41
“Martians” and “Venusians” and,

223
from nonprofit organizations,

195–196
ROI of, 14–15
seven steps in measuring crises

and trust in, 176–182
successful, 10
trust as based on, 173

Communications audits, 224
Communications professionals,

questions for, 20–23
Communications programs,

123–124
measuring, xxv

Communications technologies, xxv
Communities:

crisis communication and,
164–165

in crisis planning, 182
in higher educational

environment, 206–207
influencers in, 124–125
measuring relationships with,

137–148
nonprofit organizations in, 191,

197–198
Community outreach programs, in

public relations, 138–139
Companies. See also Businesses;

Corporate entries;
Corporations; Nonprofit
organizations (“nonprofits”);
Organizations:

measuring of marketing efforts
by, 16–17

relationships with, 5
Company spokespeople, 39
Competence, trust and, 172
Competition, 37

analyzing, 96
benchmarking against, 141
for Blue Cross Blue Shield,

189–190
in measuring relationships with

influencers, 129
nonprofit organization, 196–197
searching for, 126
strengths and weaknesses of,

102–103
in successful publicity programs,

188
tracking, 27
understanding, 8–9

Competitive positioning, 104
Computer analysis, 48–49
Consensus, 140

on big picture issues, 29

Constituencies:
in higher educational

environment, 210–212
relationships with, xxv

Constituency surveys, in measuring
nonprofit organization success,
201

Consumer behavior, tracking,
61–62

Consumer data, in measuring
long-term crisis effects, 175

Consumer decision making, 71–72
Contact manager, as measurement

tool, 116
Contacts, 107
Content:

finding, 91
random sampling of, 64

Content analysis, 89–91, 91–96,
224. See also Media content
analysis

common elements in, 49–53
in crisis planning, 180
inaccuracy of, 28–29
for measuring nonprofit

organization success, 198–200
in measuring relationships with

influencers, 130
Content analysis system, 55
Content analysis tools, 116–117
Content providers, 28
Content relevancy, 27–28
Control mutuality, in Grunig

Relationship Survey, 233-234
Conversation(s):

categorizing, 91
listening in on, 99
listening to, 103
in the marketplace, 84
participating in, 76–77
as a source of information, 90
tool to measure, 89–91
tracking, 104

Conversation Index, 101
finding favorable blogs and, 127

Conversation type, in content
analysis, 52–53

Corporate awareness, as primary
objective, 109

Corporate blogs, in internal
communications
measurement, 159

Corporate communications,
redefining, 71–73

Corporate communications
manager, 150

Corporate goals, strategic, 34–35,
36

Corporate politics, in
communication difficulties
with employees, 152

Corporate relationships, xxiii
Corporate reputation,

understanding, xxvi

Corporate social responsibility
(CSR) programs, in public
relations, 138–139

Corporate vision, in internal
communications program
goals, 155–156

Corporations. See also Businesses;
Companies; Nonprofit
organizations (“nonprofits”);
Organizations

expansion overseas, 185–186
trust in, 171

Correlation, 224
Cost avoidance, 42
Cost-effectiveness:

in crisis management, 170
in measuring nonprofit

organization success, 199–200
in nonprofit organizations,

195–196, 196–197
in successful publicity programs,

188
Cost per attendee, in measuring

nonprofit organization success,
202

Cost per contact, as metric, 114
Cost per contribution, in measuring

nonprofit organization success,
202

Cost per customer acquisition, as
metric, 114

Cost per donor acquired, in
measuring nonprofit
organization success, 202

Cost per lead:
estimating, 107
as metric, 114

Cost per message communicated
(CPMC), 10, 224

Cost per minute spent with
customer, as metric, 114–115

Cost per qualified lead, as metric,
114

Cost per thousand (CPM), 224–225
in measuring nonprofit

organization messages,199–200
Cost per volunteer acquired, in

measuring nonprofit
organization success, 202

Costs. See also Financial entries
in calculating event ROI, 118–119
of events and sponsorships, 107

Cost savings, 42
Counting, 5
Counting tools, 115
Country Music Television (CMT),

measuring sponsorship
effectiveness for, 120–121

Coverage, 27, 43. See also Crisis
coverage; Media coverage;
Share of coverage

in crisis planning, 179
in measuring relationships with

influencers, 130
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in measuring relationships with
communities/neighbors, 146

by successful publicity programs,
187

Credibility, 26
Crises:

follow-up research on, 175–176
long-term effects of, 175–176
measuring, 163–182
nonprofit organization, 203
public communication principles

during, 164–165
reputation and, 164

Crisis coverage:
controlling volume of, 166–169
in crisis planning, 179

Crisis management, measuring
effectiveness of, 169–170

Crisis measurement, seven steps in,
176–182

Crisis mitigation, 42
Crisis response, 71
C-suite, 86
Cultural roots, of trust, 172
Customer behavior indicators, 103
Customer/brand relationship, 60
Customer engagement, 23–24, 79
Customer loyalty metric, 93
Customer relationship management

(CRM), 41
Customer relationship management

system
as measurement tool, 116, 117
sales cycle and, 115

Customers:
affinity with brands, 106,

109–110
impacts and benefits of, 142
listening to, 103–104
measuring relationships with,

111–113
metrics for measuring event

impact on, 114–115
monitoring what they say,

165–169
reaching new, 106, 110
relationships with, 6
salespeople and, 183–184
trust of, 166, 170–175
using numbers to get closer to,

99–104
valuable, 21

Customer service, 71
Customer turnover, 43
Cymfony, 103

Dashboard, 225
Data. See also Accurate data

as a challenge, 19
drawing actionable conclusions

from, 95–96
easily available, 13
future of measurement and, 221
gathering, 45

in higher educational
environment, 208–209

qualitative and quantitative, 15
as a reason to say “no,” 12
to support event decisions,

106–108
up-to-date, 41

Data analysis, 40
in higher educational

environment, 217–218
in internal communications

measurement, 160–161
in measuring relationships with

communities/neighbors,
145–146, 146–148

Data availability, in measuring
nonprofit organization success,
203

Data-based decision making, 12
Database packages, in internal

communications
measurement, 160

Databases, in measuring
relationships with influencers,
128

Data collection, 40, 61
in higher educational

environment, 213–217
for internal communications

measurement, 157–160
Data-driven decision making, 7–8
Data gathering, online, 77
Data management, crises and, 166
Data mining, 16
Decision making, 4

crises and, 164–165
data-based, 12
data-driven, 7–8
new stages of, 72
paradigm shifts in, 72

Definitions, clear, 23
Dell computers, reputation of, 166
Dell Hell crisis, management of,

166
Demographic analysis, 225
Demographic data, 225
Departments, buy-in from, 23
Dependability, trust and, 172
De Pree, Max, xxiii
Dictionary of Public Relations

Measurement and Research,
223

Direct mail, in measuring nonprofit
organization success, 202

Disclosure Principle, crises and, 164
Disney, as internal communications

benchmark, 157
Distance learning program, in

higher educational
environment, 209–210

Distributors, 4, 150
Dominance, 92

in content analysis, 51
Domino’s Pizza, YouTube and, 186

Domino’s viral video, 70–71
Donations, 83

crises in, 177
to educational institutions,

206–207
generating, 12
in higher educational

environment, 213
in measuring relationships with

communities/neighbors, 147
for nonprofit organizations, 198,

202
Dozier, David M., 123, 139

on crises, 164
Duflo, Esther, 105
Durham, New Hampshire, as

community, 140–141, 145–146
Dynamism, of trust, 173

Earned media, 225
Editorial media, 225
Editors, 6, 61–62, 69, 110, 126,

127, 154
letters to, 198, 214

Education. See also Academia;
Alumni; Colleges; Higher
education; Universities

as a marketing goal, 35
marketing of, 205, 206–207
measuring success in, 205–218

Educational institutions:
in finding benchmarks, 142
marketing of education by, 205,

206–207
Effectiveness. See also

Cost-effectiveness
of crisis management, 169–170
of events and sponsorships, 117
measuring sponsorship, 119–120,

120–121
of sales communications,

184–185
Eiler, Tracy, 131
Elected officials, impacts and

benefits of, 142. See also Politics
Eliason, Frank, 71
E-mail:

effectiveness of
employee-organization,
152–153

in higher educational
environment, 216

surveys and, 200–201
E-mail surveys, 60, 89

for internal communications
measurement, 159

Employees:
existing perceptions of, 155
in internal communications

program goals, 155–156
measuring attitudes of, 149–161
relationships with, 6
survey results and, 161
trust of, 171
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Employee turnover, 156, 157, 171
Employer of choice, being, 147
Employers, trust in, 171
Engagement:

future of measurement and, 221
importance of, 79
increasing, 85, 87
internal communications

program goals and, 156
measuring, 60, 78–84, 146
in measuring relationships with

communities/neighbors, 146
phases of, 81
with social media, 77
types of, 80–84
value of, 73
of visitors, 78
ways to measure, 84

Engagement level, 121
increasing, 83

Enron, loss of trust in, 171
Entrepreneurs, in relationships with

salespeople, 186
Environment:

defining, 36
higher educational, 207–209

Ethnography, in crisis planning,
180

Evaluation, in measuring nonprofit
organization success, 203

Event booths:
calculating ROI for, 118–121
in measuring nonprofit

organization success, 201
Events:

attendees at, 106–107
brand engagement via, 107–108,

109–110
costs of, 107
data supporting decisions relayed

to, 106–108
goals of, 105–106
measuring impacts of, 105–121
seven steps to measure, 108–117
social media and, 107
sponsored by auto manufacturer,

119–120
tools to measure, 111–113,

115–117
virtual, 107

Excellence, key ingredient of, 16–17
Excellence model, 75
Excellent Public Relations and Effective

Organizations (J. E. Grunig,
L. A. Grunig & Dozier), 139

Excel spreadsheet:
for finding favorable blogs,

126–127
in internal communications

measurement, 160
in measuring relationships with

influencers, 130

Exchange relationship(s), 81
in Grunig Relationship Survey,

237
as a measurable relationship

component, 57
Existing research, inventorying, 29
Expenses, in calculating event ROI,

118
Expertise, in higher educational

environment, 207–208
Exposure, in measuring nonprofit

organization success, 199
Eyeballs, measuring success via,

75–76

Facebook, xxiv, 7, 60, 70, 78, 82,
179

in higher educational
environment, 214, 215, 216

influencers on, 123, 124
Faculty, in higher educational

environment, 211, 212–213,
217. See also Academia

Failures:
in higher educational

environment, 217
in measuring nonprofit

organization success, 203
Fairness, trust and, 172
Fakery, bullshit as, 174–175
Fallout, controlling crisis, 166–169
Falsehood, bullshit versus, 174–175
Federal Express (FedEx), trust in,

171
Feedback:

from e-mail marketing
customers, 72

in measuring nonprofit
organization success, 201

Feelings, turning into numbers and
metrics, 103–104

FileMaker, as measurement tool,
116

Financial analysts, 4, 24, 52, 124,
138

Financial community, trust of, 171
Financial health, trust and, 170–171
Financial outcomes, tools to

measure, 88–89
Financial performance, 77
Flickr, 113

in Sea World case study, 132
Focus group methodology, 225
Focus groups, 65

in crisis planning, 180
for internal communications

measurement, 158
survey results and, 161

Followers, 15, 76, 81, 82, 95, 102,
123, 156

Follow-up research, on crises,
175–176

For-profit organizations, nonprofits
versus, 192

Fortune, 154
Franchisees:

measuring what matters to,
188–189

visibility via publicity programs,
188

Franchises, measuring relationships
with, 183–190

Frankfurt, Henry G., on bullshit, 174
Frequency, 225
Friedman, Milton, 191
Friends, 15, 51, 52, 71, 72, 75–76,

79–82, 83, 93, 123, 124, 146,
149, 151, 166, 196, 201, 206

Galilei, Galileo, 19
General Electric (GE), as internal

communications benchmark,
157

Global community, in relationships
with salespeople, 186

Global recession, 4
Glossary, xx, 223–229
Goals. See also Corporate goals;

Objectives
agreement on, 9
in crisis planning, 177, 179
defining, 34–35, 84–85
in higher educational

environment, 207–209
of internal communications

program, 155–156, 157
in measuring relationships with

communities/neighbors, 140
in measuring relationships with

influencers, 128–129
Good relationships, bad

relationships versus, 138, 142
Goodwill:

for nonprofit organizations, 191
in successful publicity programs,

188
Google, 28
Google AdWords, 42, 100

results from, 72
Google Alerts, 91, 100, 103

crisis communication and, 165
as measurement tool, 116

Google Analytics, 61, 78, 88
as measurement tool, 116

Google Feedfetcher, for finding
favorable blogs, 126

Google News, 83, 200
for finding favorable blogs, 126

Government institutions, measuring
relationships with
communities/neighbors, 148

Graphs, 41
Gray, John, 223
Gregg, Hugh, 133
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Gross rating points (GRP), 225
Groups. See also Focus groups

crisis planning and, 177–178, 179
influencers in, 124–125

Grunig, James E., xxi, 56, 75, 139,
140, 231

on crises, 164
on trust, 172

Grunig, Larissa A., xxi, 56, 139
on crises, 164

Grunig Relationship Survey, 56–57,
60, 84, 89, 112, 160, 200,
231–237. See also
Questionnaires

advantages of, 59
in higher educational

environment, 216
in measuring relationships with

communities/neighbors,
143–145

in measuring relationships with
influencers, 130, 131

Guidelines and Standards for
Measuring the Effectiveness of
PR Programs and Activities
(Lindenmann), 29

Guidelines for Market Research,
55

Guidelines for Measuring
Relationships in Public
Relations (Hon & J. E.
Grunig), 56–57, 59, 231

Habitat for Humanity:
long-term effects of crises on,

175–176
objectives of, 194

Hashtags, in measuring event
impact, 113, 116

Higher education. See also
Academia; Alumni; Colleges;
Education; Students;
Universities

five steps to measuring success in,
210–218

measuring success in, 205–218
Hits, 75
Hoffer, Eric, 163
Hon, Linda Childers, 56, 231

on trust, 172
Hopper, Grace Murray, 45
Humane Society, 113
Human resources (HR), 8, 155
Human resources department, in

communicated by employees,
150

Huyse, Kami, 132

Image making:
by Blue Cross Blue Shield of

New Hampshire, 189–190

public relations and, 139
in successful publicity programs,

188
Impressions, 226
Improved relationships, as a measure

of success, 87–88
Independent readers, media analysis

by, 187
InFlow system, 152
Influence buying, 43
Influencers, 52, 71

building custom lists of,
125–127

described, 123
impacts and benefits of, 142
measuring, 123–135
measuring relationships with,

127–135
new, 123–127
in New Hampshire case study,

132–135
Influentials, 24
Information:

communicated by employees,
149–151, 152–155

in higher educational
environment, 207–209,
214–215

organization-related, 20
in sales communications,

184–185
Initial benchmark study, for

evaluating
employee-organization
communication, 152

In real life (IRL), 105
Insights, from crisis planning,

181–182
Instant store, 107
Institute for Public Relations (IPR),

223, 231
Institute for Public Relations

website, 56–57
Integrity:

measuring, 144
trust and, 172

Intel Pentium Crisis, volume of
coverage of, 167

Internal blogs, in internal
communications
measurement, 159

Internal communications, seven
steps toward evaluating impact
of, 151–161

Internal communications
measurement, benchmarks and
statistics in, 156–157

Internal communications program,
goals of, 155–156, 157

Internal measurement projects,
151–152

Internal message analysis, 152–155

Internal politics, in communication
difficulties with employees,
152

International Public Relations
Research Conference
(IPRRC) of 2006, on trust,
173

Internet explosion, 3
Intranet log files, in internal

communications
measurement, 159

Intranet sites, survey results and,
161

Inventory, of existing research, 29
Investment, defining, 36–37
Investors, 36, 127–128, 150, 171,

178. See also Stakeholders
Israel, Shel, 70, 179

Jack Morton Worldwide, 108
Job-related measurement tools,

46–47
Journalism, 7
Journalists, 10, 63, 76, 77, 127, 133,

135
on New Hampshire, 135

Journey to Atlantis campaign, 132
Justice, trust and, 172

Kay, Alan, 219
Key audience, in crisis

management, 170
Key influencers, measuring

relationships with, 132–135
Key issues, positioning on, 94–95
Key messages, 14, 226

articulating, 21
communicating, 10
consistency in, 187
in crisis planning, 179
in higher educational

environment, 214
measuring exposure to, 111
in nonprofit organizations,

195–196, 198, 199
in social media, 48
tracking, 52
in Web content, 117

Key performance indicators (KPIs),
34

defining, 37–39
for defining success, 87–88
in higher educational

environment, 208–209
in measuring relationships with

influencers, 130
Key spokespeople, educating,

123–124
Keyword statistics, 100
Keyword suggestion tool, 100
Kindle, 107

Amazon and, 138
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Knowledge, internal
communications program
goals and, 156

Kodak’s Layoffs crisis, volume of
coverage of, 168, 169

Kreb, Valdis, 152

Launching new products, 105–106
as primary objective, 109

Layoffs, at Kodak, 168, 169
Leadership, measuring, 123–135
Leads, at speech pages, 107
Length of sales cycle, as metric, 115
“Level of engagement,” 121
Levi Strauss Crisis, volume of

coverage of, 168, 169
Liars, trust and, 174
Lies, trust and, 174–175
Lindenmann, Walter K., 29
Line workers, management versus,

155
Listening:

to customers, 103–104
to the marketplace, 99–103

Listening program, 90–91
Listening tools, for finding favorable

blogs, 126
Little, Arthur D., 149
Local communities, measuring

relationships with, 137–148
Local community outreach

programs, in public relations,
138–139

Local e-mail lists, in measuring
relationships with
communities/neighbors,
145–146

Local festivals, in measuring
nonprofit organization success,
201

Local franchisees, visibility via
publicity programs, 188

Localized communications support:
in higher educational

environment, 206–207
in overseas expansion, 185–186

Local media:
impacts and benefits of, 142
monitoring, 158

Local media analysis, in measuring
relationships with
communities/neighbors,
145–146, 146–148

Log files, in internal
communications
measurement, 159

Long-term effects, of crises, 175–176
Long-term trust, 173
Lovemarks (Roberts), 108
Lovemarks, 108
Loyalist engagement level, 83–84
Loyalty:

in internal communications
program goals, 156

long-term effects of crises on,
175–176

Loyalty Builders, in measuring
long-term crisis effects, 175

Lurking engagement level, 80–81

Mail surveys, 55, 60
Management:

communication with employees
and, 149–151

in crisis communication,
164–165

data-driven, 19
future of measurement and, 220
line workers versus, 155
salespeople, channel partners, and

franchises and, 183–190
Managers, in crisis planning, 178
Manual content analysis, 49
Market hot buttons, 102
Marketing:

changes in, xxiii
future of measurement and, 221
in higher educational

environment, 215
impact on audience preference,

56
redefining, 71–73
role of, 73

Marketing budget, 16
Marketing efforts, measuring,

16–17
Marketing gains, 85
Marketing goals, categories of, 35
Marketing measurement, formal,

17
Marketing program budget, 37
Marketing programs, common

element of, 39
Marketing success, defining, 69–70
Marketplace:

conversations taking place in, 84
insight into, 76
listening in on, 90–91
listening to, 99–103
top 100 influencers in one’s,

125–127
Marketplace position, determining,

102–103
Market share, 35, 36, 85, 102, 109,

124, 177
“Martians,” 223
McDonald’s, trust in, 171
Measurable objectives

choosing and reaching consensus
on, 24–25

Measurable objectives:
defining, 23–25
developing, 20
prioritizing, 25

Measurement:
affordability of, 45–65
allocating resources to, 16
in business, 3–4

as a business tool, xxi
as a comparative tool, 37
as a continuous improvement

process, 40
cost of, 25–26
of crises, 163–182
in dealing with salespeople,

channel partners, and
franchises, 183–190

defined, 5
of distance learning success,

209–210
of employee attitude, 149–161
expense of, 14
future of, 219–222
of higher-education success,

205–218
of impact of events, sponsorships,

and speaking engagements,
105–121

important qualities for, 138–139
of long-term effects of crises,

175–176
maximally effective, 15
as more work, 13
myths of, 12–16
for nonprofit organizations,

191–203
politics and, 19
project budget for, 62
as punishment, 13
qualitative and quantitative data

in, 15
reasons for, 6–12
as a reason to say “no,” 12
seven steps in crisis and trust,

176–182
of success, 110–111
of successful publicity programs,

187
true value of, 16
of what is believed about oneself,

169–170
of what is said about oneself,

165–169
Measurement criteria, in crisis

planning, 179
Measurement mavens, 17
Measurement objectives, for

nonprofit organizations,
193–194

Measurement programs, 13
advantages of, 7–12
changes resulting from, 22–23
complementary, 23
drawing conclusions from, 95–96
goals of, 9
seven steps to, 33–44

Measurement resources, 239–240
Measurement results, leveraging,

43–44
Measurement systems, xxv, 14
Measurement tools, 4. See also

Metrics; Tools
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advancement of, 45
choosing, 45–65
in crisis planning, 180–181
goal-related, 47
in higher educational

environment, 213–217
job-related, 46–47
in measuring employee attitudes,

152, 156–157, 157–160
in measuring relationships with

communities/neighbors,
143–146

in measuring relationships with
influencers, 130–131

nonprofit organization success,
196–197, 198–203

selecting, 39–40, 111–113,
115–117

Measuring Public Relationships
(Paine), 219

Media:
in building and defending

reputation, 171–172
changes in, xxiv
communication with employees

via, 149–151
content analysis of, 40
in higher educational

environment, 211, 214–215
as influencers, 123, 124
in measuring nonprofit

organization success, 198–200
monitoring, 158
nonprofit organizations and,

192
public relations people and, 183
“reflexive trust” in, 173–174

Media analysis, 11
in higher educational

environment, 214–215
in measuring relationships with

influencers, 128
Media channels, 50
Media content analysis, 47–53, 90

books on, 239
controlling the cost of, 63–64
manual versus automated, 49
in measuring relationships with

communities/neighbors,
145–146, 146–148

Media coverage, for nonprofit
organizations, 198

Media monitoring report, 165–169
Media outlets, cost of, 63–64
Medium-term trust, 173
Member behavior, in measuring

nonprofit organization success,
201–202

Membership, in nonprofit
organizations, 195–196

Men Are from Mars, Women Are from
Venus (Gray), 223

Mentions, 101
for nonprofit organizations, 198

in successful publicity programs,
187

Merchants, impacts and benefits of,
142

Message(s). See also
Communication(s)

categorizing, 94
in crisis planning, 179
effectiveness of

employee-organization,
152–153

future of measurement and, 221
market for, 74–75
as a marketing goal, 35
in nonprofit organizations,

195–196, 198–200
in relationships with salespeople,

185–186, 186–187
Message analysis tools, for internal

communications
measurement, 158

Message content, 226
Message content analysis, 226
Message control, top-down,

123–124
Messages communicated, in content

analysis, 52
Message strength, 226
Messaging, in Web content, 117
Metrics. See also Measurement

entries; Tools; Web metrics
behavioral, 61–62
defining specific, 114–115
future of measurement and, 221
in higher educational

environment, 207–209,
212–213

investment in, 17
for nonprofit organizations, 192,

193–194, 195, 197–198,
199–200

as a priority, 3
for program objectives, 47
reporting, 37–39

Military, 27
Mindshare, 110, 196
Minneapolis, measuring

relationships in, 141
Mission, defining, 20
Mistakes, dissuading managers from

repeating, 44
Mixed messages, in relationships

with salespeople, 185–186
Mixed objectives, in relationships

with salespeople, 185–186
Model building, in crisis planning,

180
Monitoring, of what is said about

oneself, 165–169
Monitoring services, free, 91
Morale, employee, 149
Multidimensionality, of trust,

173
Multilevel nature, of trust, 172

Multivariate analysis, in crisis
planning, 180

Music concerts, measuring
effectiveness of sponsoring,
120–121

Mutuality control, as a measurable
relationship component, 57

Nabisco Chocolate Chip Crisis,
volume of coverage of, 167,
169

Name collecting, 62–63
Negative comments, 79, 96
Negative messages, in crisis

planning, 179
Negative talk, 76
Negative tone, 52
Neighbors, measuring relationships

with, 137–148
Net Promoter Score, 93
Networks, communication with

employees via, 149–151
Neutral tone, 51
New Communications Forum, 74
New customers, reaching, 106,

110
New England, educational

institutions in, 206–207
New Hampshire:

Blue Cross Blue Shield in,
189–190

case study of, 132–135
as community, 140–141
higher educational environment

in, 208
New Hampshire Political Library

(NHPL), in New Hampshire
case study, 133–135

New markets:
penetrating, 10
reaching, 106, 110

New media. See Media entries;
Social media entries

New products, launching, 105–106,
109

Newsgroups, crisis communication
and, 165

No Child Left Behind legislation,
205

Noncustomers, impacts and benefits
of, 142

Nongovernmental organization
(NGOs), impacts and benefits
of, 142

Nonprofit measures, 191–203
in measuring relationships with

communities/neighbors, 147
Nonprofit organizations (and

“nonprofits”)
in finding benchmarks, 142
higher educational institutions as,

209
relationships with donors, 79–80

Now, redefining, 70–71
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Obfuscation, bullshit as, 174–175
Objectives, 226. See also Goals;

Measurable objectives
defining, 34–35, 109–110
in higher educational

environment, 212–213
mixed, 35
for nonprofit organizations,

193–194, 198
relating conclusions to, 41
in relationships with salespeople,

185–186
understanding, 20

Odwalla E. coli Crisis, volume of
coverage of, 167, 169

Official wannabees/candidates,
impacts and benefits of, 142

Olympic Games computer crisis,
management of, 170

Omnibus survey, 226
Omniture, 61, 78, 88

as measurement tool, 116
On Bullshit (Frankfurt), 174
Online donations, generating, 12
Online measurement program,

building, 77–78
Online publications, in measuring

relationships with
communities/neighbors,
145–146

Online searches, 72
Online sites, influential, 50. See also

Web entries; Website entries
Online surveys, 54, 60

in higher educational
environment, 216

measuring event impact with,
112

On-site surveys, measuring event
impact with, 112, 113

Opinion leaders
impacts and benefits of, 142
in measuring relationships with

influencers, 129
Opinion research, 53–60
Opportunities:

acting on, 17
campus, 148
in higher educational

environment, 215
Opportunities to see (OTS),

226
Opportunities to see (OTS)

messages, in measuring
nonprofit organization success,
199–200

Opportunity cost, 36–37
Organic search results, 72
Organization, basic information

about, 20. See also
Organizations

Organizational objectives,
understanding, 20

Organizational relationships, xxv

Organizations. See also Businesses;
Companies; Corporate entries;
Corporations; Nonprofit
organizations (“nonprofits”);
Organization

bullshit versus lies by, 174–175
communication between

employees and, 149–151
crisis communication principles

for, 164–165
in good versus bad relationships,

138
long-term effects of crises on,

175–176
measurement for nonprofit,

191–203
measuring employee attitudes

toward, 149–161
measuring public relations of,

138–139
monitoring what is said about,

165–169
public trust in, 172–173
relationship of reputation to,

163–164
sales communications from,

184–185
in setting audience priorities, 143
seven steps in measuring crises

and trust in, 176–182
uses of events and sponsorships

to, 105–106
Outcome measurement tools, for

internal communications
measurement, 158–159

Outcome measures, 38
Outcomes, 34, 46, 158, 226.

See also Financial outcomes
agreement on, 9
from crises, 177

Outlets, verifying, 101–102
Outlook, as measurement tool, 116
Output measurement, 48
Output measures, 38
Outputs, 46, 227
Outreach methods, events among,

107. See also Community
outreach programs

Outside help, obtaining, 43
Outtake measures, 38
Outtakes, 46, 227
Overseas expansion, of

corporations, 185–186

Paarlberg, William T., xix
Page, Arthur, 137, 163
Paine, Katie Delahaye, xix–xxi, 219
Paine, Ralph Delahaye, 154
Paper surveys, 54

for internal communications
measurement, 159

Paradigm shifts, 7
in decision making, 72

Passive publics, 140

Past performance, 37
Peer organizations, 86
Peers:

in finding benchmarks, 141–142
in measuring relationships with

communities/neighbors, 146
in measuring relationships with

influencers, 129
Penetration, of nonprofit

organization messages, 200
People, inherent capriciousness of,

154
People for the Ethical Treatment of

Animals (PETA), Sea World
and, 138

Performance indicators, in
measuring relationships with
influencers, 130

Personnel time, 36
Phone surveys, 54–55, 60

for internal communications
measurement, 159

Pilot measurement program, 19
Planet Money blog, 125
Planning:

for crises, 177
strategic, 9

Politics:
in communication difficulties

with employees, 152
measurement and, 19
New Hampshire case study and,

132–135
“reflexive trust” in, 173

PollDaddy, 201
Polling, in measuring nonprofit

organization success, 201
Polls, 227

in crisis planning, 180
in measuring relationships with

communities/neighbors, 148
Positioning, 227

in higher educational
environment, 215

as a marketing goal, 35
in measuring nonprofit

organization success, 199
in measuring relationships with

influencers, 130
in Web content, 117

Positive press, 11
Positive tone, 51
Post-show surveys, measuring event

impact with, 112–113
Post-surveys, 53–54
Preference, measuring, 56
Preliminary studies, 34
Preparation, seven steps in

measuring crises and trust and,
176–182

Press conference, 11
Press tour, 11
Pre-surveys, 53–54
Primary research, 40
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Primer of Public Relations Research
(Stacks), 55

Principles, in public crisis
communication, 164–165

Print reporters, impacts and benefits
of, 142

Priorities, 5
of audiences, 20–21
in measuring relationships with

communities/neighbors, 143
unclear, 12

Prioritization:
in crisis planning, 178
in higher educational

environment, 210–212
for nonprofit organizations,

195–196
Problems, underlying cause of, 88
Processes, measurement of, 5
Productivity, in internal

communications program
goals, 156

Product launches, 105–106
as primary objective, 109

Product mentions, in Web content,
117

Product reviews, analysis of, 103
Products:

customer engagement and, 79
distributing, 22
motivation to buy, 21

Product sales, as primary objective,
109

Profit margin, in calculating event
ROI, 118

Program objectives, metrics and
tools for, 47

Programs, 227
Projects, ROI of, 14–15
Prominence, 92–93

in content analysis, 51
in Web content, 117

PR professionals, future of
measurement and, 221. See also
Public relations (PR)

PR program, 27
PR results, 55
PR staff, 8
Psychographics, 227

in higher educational
environment, 210–211

Public affairs, 8, 205, 209, 217
Public approval, in community

relationships, 137
Publications, influencers in, 128
Public interest, crisis

communication and, 164–165
Publicity programs, measuring

success of, 186–187, 187–188
Public opinion, in measuring

relationships with
communities/neighbors, 147

Public permission, in community
relationships, 137

Public relations (PR). See also PR
entries

benchmark study of, 14
books on, 239
bullshit versus lies in, 174–175
events in, 107
future of, 219–222
Glossary and, 223
in higher educational

environment, 206–207
long-term value of, 56
measuring, 138–139
in measuring nonprofit

organization success, 199–200
new rules for, 74–77
for nonprofit organizations, 191
redefining, 71–73
seven steps in measuring crises

and trust in, 176–182
Public relations people, xxiv

salespeople and, 183
Publics, 227

communication with, 164-165
defining, 140–141
effect of social media efforts on,

86
identifying, 86
measuring relationships with,

138–139
in measuring relationships with

communities/neighbors,
140–141

reputation and, 163–164
trust of, 172–173

Public safety:
as a marketing goal, 35
crisis communication and, 164

“Pulse check” surveys, 55–60
Purchase intent, measuring, 113

Qualitative data, 15
Qualitative Methods for Assessing

Relationships between
Organizations and Publics
(Grunig), 58, 231

Qualitative research, 65, 227
Quantitative data, 15

in calculating event ROI,
118–119

Quantitative research, 65, 227
Questionnaires, 62, 228. See also

Grunig Relationship Survey;
Surveys

in higher educational
environment, 216

for nonprofit organizations,
193–194, 201

Questions:
for communications

professionals, 20–23
in internal communications

measurement surveys, 159–160
Quiz, for internal communications

measurement, 158–159

Quotes:
from influencers, 126–127, 128,

130
in Web content, 117

Radio, impacts and benefits of, 142
Random sampling, 64
Rawlins, Brad, on trust, 174–175
Reach, 228
Reach demographics, 228
Real estate prices, in higher

educational environment, 206
Recommendations:

crisis planning and, 181–182
employee, 149
from influencers, 127–128, 129,

130
Recruiting costs, 6, 42, 140, 149,

156, 180
Recruitment, 42, 53, 192, 202, 215

internal communications
program goals and, 156

Redelmeier, Donald A., 99
Reflexive trust, 173–174
Relationship-building, in crisis

planning, 181–182
Relationship components

measurable, 57–58
questions to measure, 58

Relationship metrics, 88
Relationship Principle, crises and,

164
Relationships. See also Social media

causal, 224
with channel partners, 183–190
with companies, 5
crisis mitigation and, 42
crisis planning and, 177–178, 180
between customers and brand, 79
with customers and employees, 6
with franchises, 183–190
future of measurement and,

219–222
good versus bad, 138, 142
in Grunig Relationship Survey,

236-237
in higher educational

environment, 210–212, 216,
217–218

importance of, xxv, 73
improving, 85
improving New Hampshire,

132–135
with influencers, 123–127,

127–135
with local community, 137–148
maintaining in nonprofits,

191–203
measuring, xx–xxi, xxv, 21,

56–60
between organizations and

publics, 56
in public relations, 219–221
quality of, xxiii
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Relationships (Continued)
reputation and, 163–164
with salespeople, 183–190
satisfaction and trust in, 83
seven steps to measuring with

communities/neighbors,
139–148

six steps for measuring nonprofit,
193–203

tool to measure, 89, 111–113
transactions driven by, xxiv

Relationship surveys:
conducting, 59–60
in measuring relationships with

influencers, 130–131
Reliability, trust and, 172
Reno, Steve, 208
Reporters, 6, 50, 126–127, 133, 214

Habitat for Humanity and,
175–176

impacts and benefits of, 142
Reporting schedule, 41
Reports, 22
Report schedules, in data analysis,

161
Repper, Fred, 140
Reputation(s), 6

crises and, 164
of Dell computers, 166
described, 163–164
of educational institutions,

206–207
improving, 85
measuring, 140, 141
measuring crises and, 163–182
of nonprofit organizations, 191
with the public, 15
in the social media environment,

71
tool to measure, 89
trust in building and defending,

166, 170–175
Request for proposal (RFP), 62
Research:

books on, 239–240
customized versus syndicated, 63
in higher educational

environment, 207–209, 213
on key messages, 21
need for, 15–16
qualitative versus quantitative, 65

Research information, acting on, 22
Research results, reviewing, 31
Research universe, identifying, 30
Research workers, determining,

30–31
Resource allocation, 9

to measurement, 16
Resources, xix

directing, 13
measurement, 239–240

Response rate, 228
Results:

analyzing and using, 117, 181–182

comparing with goals, 7
nonprofit organization, 196–197,

203
tracking, 37

Return on engagement (ROE), 23
Return on investment (ROI), xx,

23, 96–97
for event booths, 118–121
measuring, 14–15, 41–43
in measuring nonprofit

organization success, 202
of social media efforts, 16

Revenue, 15, 41
Revenuetionships, 15
Reviewers, 27–28
Right questions, in internal

communications measurement
surveys, 159–160

Roberts, Kevin, 108
Russell, Bertrand, 3

Saatchi and Saatchi, 108
Safety, crisis communicationand,164
Sales, 14, 35, 36, 38, 41, 61–62, 79,

85, 88, 98, 109, 113, 114, 118,
120, 177

as a marketing goal, 35
as a measure of success, 87
as primary objective, 109
communications activity and, 36
crises in, 177
increasing, 85
influencing, 132
success in, 87

Sales communications, money spent
on, 184–185

Sales cycle, 24, 109, 115
SalesForce, as measurement tool, 116
Sales force, 4
Sales leads, 110
Salespeople:

customers and, 183–184
measuring relationships with,

183–190
measuring what matters to,

188–189
public relations people and, 183

Sales rebound, 14–15, 16
Sales representatives, 21, 72, 115,

150, 178
Sales tracking tools, 116
Samples, 228
SAS software, 89, 95, 103
Satisfaction:

in Grunig Relationship Survey,
235-236

as a measurable relationship
component, 57

Satisfaction:
measuring, 144, 145
in relationships, 83

Scoble, Robert, 70, 179
Searches, 72

electronic, 27–28

Search firms, 77
Search rankings, 42
Search strings, 100
Sea World:

case study of, 132
PETA and, 138

Segments, in data analysis, 160
Self-education, 45–46
Senior citizens, impacts and benefits

of, 142
Senior management, in internal

communications program
goals, 155–156

Sentiment, measuring toward
nonprofit organizations,
198–200

Sentiment analysis, 28–29, 93–94
Services, distributing, 22
Shareholders, in crisis planning, 178
Share of conversation, 8–9, 31, 90
Share of coverage, 39, 179
Share of ink (SOI), 8, 128, 228
Share of quotes, 39, 129, 130
Share of recommendations, 128,

130
Share of voice (SOV), 8–9, 228
Share of wallet, 8–9, 35, 37, 147,

192, 196
Shaw, George Bernard, 183
Short-term trust, 173
Site visits, 107
Six Sigma, 7
Skype, for employee-organization

communication, 153
Social capital, 42
Social community, response of, 75
Social media, xix, xxi, 3, 36, 43

benefits of, 99
in building and defending

reputation, 171–172
in communication difficulties

with employees, 151
communication with employees

via, 149–151
community and, 4–5
content analysis of, 90–91
cost savings via, 42
events and, 107
in higher educational

environment, 215–216, 217
impact of, xxiii
importance of, 69
influencers in, 123–127
management of, 74
measuring, xxv
new rules for, 74–77
nonprofit organizations and, 192
proliferation of, 7
relationships and, 73–74
in relationships with local

community, 137
two worlds of, 78–96

Social media campaigns, active, 42
Social media content, measuring, 48
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Social media content analysis,
conducting, 91–96

Social media disasters, 90
Social media efforts:

effect on publics, 86
measuring the ROI of, 16

Social media engagement, financial
performance and, 77

Social media program, goals of, 9
Social media revolution, 69–74
Social media success, measuring, 77
Social media tools, selecting, 88–91
Social Mention, 83, 91
Society, relationship of reputation

to, 163
Society for New Communications

Research website, 46
Software, 10. See also Excel

spreadsheet; SAS software;
Spreadsheets; SPSS software

future of measurement and, 221
Sources mentioned, in content

analysis, 52
Spammers, bloggers versus, 124
Speaking engagements:

attendees at, 106–107
costs in accepting/rejecting, 107
measuring impacts of, 105–121
seven steps to measure, 108–117

Speech pages, total views at, 107
Spin, trust and, 174
Sponsorships:

costs of, 107
goals of, 105–106
measuring impacts of, 105–121
seven steps to measure, 108–117

Sports arena projects, in higher
educational environment,
206–207

Spreadsheets. See also Excel
spreadsheet

for finding favorable blogs,
126–127

using event data in, 106–107
SPSS software, 89, 95
Stacks, Donald, 55, 223
Staff allocation, 8
Stakeholders, xx, 4

in crisis planning, 179
described, 137
in higher educational

environment, 208
in measuring relationships with

communities/neighbors,
140–141

in nonprofit organizations, 195
relationship of reputation to,

163–164
relationships with, 73
in setting audience priorities,

143
social media efforts and, 86

Standardization, in data analysis,
160–161

Starlight Starbright Children’s
Foundation, 113

Statistical analysis, 88–89
Statistics:

in higher educational
environment, 208–209

in internal communications
measurement, 156–157

Stock prices:
crises in, 177
in measuring long-term crisis

effects, 175
Stoker, Kevin, on trust, 174–175
Strategic corporate goals, 34–35, 36
Strategic direction, in internal

communications program
goals, 155–156

Strategic planning, 9
Strategic timing, 43
Strengths, revealing, 9–12
Students. See also Academia;

Alumni; Colleges; Education;
Higher education; Universities

impacts and benefits of, 142
in higher educational

environment, 209, 211, 212,
214, 215, 217

in measuring relationships with
communities/neighbors, 148

relationships with, 141
Success:

defining, 85, 87–88, 109
determining measurable criteria

of, 110–111
of distance learning, 209–210
in internal communications

measurement, 157
measuring, xxiii–xxiv, xxvi, 7
measuring in higher education,

205–218
of nonprofit organizations,

193–194
of publicity programs, 186–187,

187–188
quantifying, 73–74
specific criteria of, 37–39,

110–111
standard definition of, 25
understanding, 15

Survey budget, 64
Survey design, 160
SurveyMonkey, 89, 115, 200

in higher educational
environment, 216

Survey research options list, 55
Surveys, xx, 27, 34, 53–60, 89, 228.

See also Annual surveys;
Attendee surveys; Benchmark
surveys; Constituency surveys;
E-mail surveys; Mail surveys;
Omnibus survey; Online
surveys; On-site surveys; Paper
surveys; Post-show surveys;
Post-surveys; Pre-surveys;

“Pulse check” surveys;
Questionnaires; Relationship
surveys; Telephone surveys;
Trade show surveys

awareness, 55
cost of, 62–63
in crisis planning, 180
as fact providers, 65
in higher educational

environment, 216
for internal communications

measurement, 158, 159–160,
161

measuring event impact with,
111–113

in measuring nonprofit
organization success,
200–201

obtaining responses to, 63
in Sea World case study, 132

Survey tools, 115
comparison of, 54

Symmetrical Communication
Principle, crises and, 164

Synchronous relations, between
organizations and publics,
139

Talent pool, 147
Target audience, 10, 27, 228

behavior of, 61
defining, 20
influences on, 22
in measuring relationships with

influencers, 129
Targeted gross rating points

(TGRP), 228
Technorati, 95
T.E.E.N. Diaries blog, 125
Telecommunications companies,

internal communications
benchmarks for, 157

Telephone surveys, 54–55, 60
for internal communications

measurement, 159
Television, impacts and benefits of,

142
Thought leaders:

new, 123–127
tracking, 93

Thought leadership, measuring,
123–135

Thought shifting, in the social
media revolution, 70–74

Time management, 43
Timing, in crisis planning, 179
Tonality:

in higher educational
environment, 214

in measuring nonprofit
organization success, 199

Tone, 228
in content analysis, 51–52

Tone analysis, 93–94
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Tools. See also Measurement tools;
Metrics

in crisis planning, 180–181
for evaluating

employee-organization
communication, 152,
156–157, 157–160

listening, 126
for measuring nonprofit

organization success, 196–197,
198–203

for measuring success in higher
educational environment,
213–217

Top-down message control,
123–124

Total contacts, 107
Total leads, at speech pages, 107
Total views, at speech pages, 107
Town staff, impacts and benefits of,

142
TQM (Total Quality Management),

7
Tracking analysts, in measuring

relationships with influencers,
131

Trade shows, seven steps to
measure, 108–117

Trade show surveys, measuring
event impact with, 112–113

Traditional media, 22, 40, 48, 52,
116, 195, 198

Traffic analysis, 61
Traffic counting, 75
Transactions, as driven by

relationships, xxiv
Travel budgets, in calculating event

ROI, 118
Trend analysis, 228
Trivial Pursuit-type quiz, for

internal communications
measurement, 158–159

Trust:
in building and defending

reputation, 166, 170–175
in employee-organization

communication, 153
in Grunig Relationship Survey,

232-233
high levels of, 171
as a measurable relationship

component, 57
measuring, 144
nonprofit organizations and, 198
relationship of reputation to,

163–164
seven steps in measuring,

176–182
types and characteristics of,

172–174
Trust research, books on, 240
Truth, blurring, 174–175

Tucker, Andrea, on trust, 173
Turnover, 6, 158

customer, 43
employee, 156, 157, 171

Twazzup, 91
TweetDeck, 91
Twestival, 107
Twitalyzer, 95

in finding favorable blogs, 127
Twitter, 7, 28, 42, 60, 69, 81–82,

83, 179
crisis communication and, 165
for employee-organization

communication, 153
in higher educational

environment, 214, 216
influencers on, 123, 124
internal communications

program goals and, 156
as measurement tool, 116
in measuring event impact, 113
sales communications via,

184–185
virtual events on, 107

Twitter account @comcastcares, 71
Twitterers, in public relations, 139
Twitter hashtags, 82
Twitterville (Israel), 70
TypePad, 78

United Airlines “United Breaks
Guitars” music video, 48

Universities. See also Academia;
Alumni; Colleges; Education;
Higher education; Students

future of measurement and,
220–221

marketing of education by, 205,
206–207

in measuring relationships with
communities/neighbors, 148

University of New Hampshire, 140,
141, 142

URL (Uniform Resource Locator),
as measurement tool, 116

Valuable customers, 21
Variables, incomplete assessment of,

26–27
Venusians, 223
Views, at speech pages, 107
Virtual business, 105
Virtual communities, described,

137
Virtual events, 107
Visibility, 39. See also Brand

visibility
in content analysis, 50–51
in measuring relationships with

communities/neighbors, 146
of nonprofit organizations, 199

from publicity programs, 187,
188

in Web content, 117
Visitor behavior, tracking, 62
Visitor ratio, 81
Visits, to websites, 107
Vizu, 201
Volunteering, 83
Volunteerism, for nonprofit

organizations, 191, 194, 198,
202

Volunteers, in measuring
relationships with
communities/neighbors, 147

von Herder, Johann Gottfried,
223

Wall Street, as influencer, 123
Watson Wyatt Worldwide, 156
Weaknesses, revealing, 9–12
Web. See also Online entries

in communication difficulties
with employees, 151

in higher educational
environment, 212–213

Web analytics, 40, 41, 45, 60,
61–62, 88–89, 104

Web analytics systems, 78
Web analytic tools, 116, 117
Web metrics, 78–84, 88
Website(s), 240

as a data source, 61
measuring, 78–79
in measuring nonprofit

organization success, 202
registration on, 83
in sales communications,

184–185
total views at, 107
total visits to, 107

Website activity, tracking, 96
Website traffic, in measuring event

impact, 113
WebTrends, 61, 78, 88

as measurement tool, 116
Women, in higher educational

environment, 215
Word-of-mouth programs, brand

engagement via, 108
wordtracker.com, 100

YouTube, 7, 60, 81–82, 98
in building and defending

reputation, 171–172
crisis communication and, 165
Domino’s Pizza and, 186
in Sea World case study, 132

Zoomerang, 89, 200
in higher educational

environment, 216
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