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DOES DATA 
SCARE YOU? 



I T ’ S  A  M I N D S E T ;  Y O U  C H O O S E  Y O U R  R E A C T I O N

THIS IS ELM STREET!



F R E E  R E S O U R C E  W W W. A M E C O R G . C O M

▪ Setting measurable goals is an absolute prerequisite to communication 

planning, measurement, and evaluation

▪ Measurement and evaluation should identify outputs, outcomes, and potential

impact

▪ Outcomes and Impact should be identified for stakeholders, society, and the

organization

▪ Communication measurement and evaluation should include both qualitative 

and quantitative analysis

▪ AVEs are not the value of communication

▪ Holistic communication measurement and evaluation includes all relevant 

online and offline channels

▪ Communication measurement and evaluation are rooted in integrity and

transparency to drive learning and insights

http://bit.ly/BPSUPPORT



START WITH A 
MEASURABLE 

GOAL:



Do you know 
your Business 

Goal?

VISION

▪ Guides and inspires, tells what the future could be like

BUSINESS GOAL(S)

▪ The overall goal of the organisation – usually transforming 

or evolving from situation A to situation B

OPERATIONAL OBJECTIVES

▪ Breaks down the business goal into manageable tasks by 

outlining which steps we need to take to get from A to B

STRATEGY

▪ How we plan to achieve our operational objectives









B A S I C  T E N A N T S  O F  M E A S U R E M E N T  – C O N S I L I D AT E D  F R O M  A M E C  M E M B E R S





2 0 1 8  e x e c u t i v e  m e a s u r e s  o f  e v e n t  s u c c e s s



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :

• WE HAVE 100% INCREASE IN REGISTRATIONS THIS MONTH



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :

• 27% OF ATTENDEES ARE REPEAT REGISTRANTS

• WEBSITE VISITORS SPEND LESS THAN 45 SECONDS ON 

OUR INFORMATION PAGE

• WE HAVE NO FULL PAID REGISTRATIONS

• WE HAVE NO ORGANIC TRAFFIC



VANITY 
METRICS



A V O I D  V A N I T Y  M E T R I C S



MEASURABLE 
KPIs



U N D E R S T A N D Y O U R A U D I E N C E A N D M E T H O D O L O G Y :



PLANNING



F R A M E W O R K S  A N D  S U C C E S S











THIS WILL HELP YOU WHEN WORKING WITH 
INTERNAL TEAMS AND CLIENTS 

INPUTS What you need in preparation for your event.1

ACTIVITIES2

OUTPUTS3

OUT-TAKES4

OUTCOMES5

IMPACTS6

Things you do to plan and produce your event.

What you put out that is received by your target audiences.

What audiences do with and take out of your event.

Effects that your event has on the audiences.

The results that are caused, in full or in part, by your event.



DEE

DEEPER INSIGHT ON PLANNING AND OBJECTIVES

▪ What has planning got to do with it?

▪ Getting started with planning

▪ The importance of SMART(ER) objectives

▪ Misguided objectives and how to avoid them



via the right 

channels 

with the right 

messages 

reach the right 

people 
At the right 

time 

To achieve a 

specific goal



HOW 

MUCH?

BY WHEN?

WHO?

WHAT?

• Reach – What portion of the target 

audience do we reach, how many times?

• Awareness – What new message do you 

want them to hear/see?

• Attitude – What do you want the audience 

to believe/feel?

• Behavior – What actions do you want the 

target to partake in?

From Business…to Communications



AMEC can help…





A quick tour: using the 

IEF to plan 

events/campaigns

Starting at the end: Defining the 

why

On this page we ask you to 

consider where you want the 

campaign to end; what are the 

desired results?



A quick tour: using the 

IEF to plan 

events/campaigns

Starting at the end: Defining the 

why

What is the business impact  

you're trying to achieve, and 

how can communications 

realistically contribute towards 

it? 

What is the business imperative you’re

trying to support?



A quick tour: using the 

IEF to plan 

events/campaigns

Starting at the end: Defining the 

why

What is the human problem 

you’re trying to solve? Or  

phrased another way, why is 

this communication plan 

needed?

What is the (human) problemyou’retrying to solve?



A quick tour: using the 

IEF to plan 

events/campaigns

Research, audience targeting and 

planning

On the second page, you will 

provide the summary of any 

research you’ve done to answer 

questions about your target 

audience, and your key insight 

about them. You’ll then summarise 

your strategy using the 

GET/WHO/TO/BY framework.



A quick tour: using the 

IEF to plan 

events/campaigns

Research, audience targeting and 

planning

Describe your target audience. 

Be specific and go beyond 

demographics.

Target Audience



A quick tour: using the 

IEF to plan 

events/campaigns

Research, audience targeting and 

planning

Insights are at the heart of all 

planning exercises. There are 

two tasks for you to address 

here: first, understanding the 

insight(s) which are likely to 

unlock the ‘why’ for your 

audience, and second, 

understanding the unique 

position the brand or 

organisation plays.

What are the human and business 

insights?



A quick tour: using the 

IEF to plan 

events/campaigns

Research, audience targeting and 

planning

It’s time to summarise the 

strategy. How will you use the 

information and insights you’ve 

gathered thus far to solve the 

problem in the first step? There 

are a few common ways to 

phase these statements, but 

perhaps the most common is: 

Get [target audience] / 

Who [consumer problem] / 

To [desired response] / 

By [one message/action]

What is your strategy?



A quick tour: using the 

IEF to plan 

events/campaigns

Aligning objectives and activities

Finally, you will check that your 

campaign aligns across strategy, 

objectives and activities.



A quick tour: using the 

IEF to plan 

events/campaigns

Aligning objectives and activities

Consider your objectives: are 

they SMART(ER)? 

Does the strategy you’ve just 

written align with them?



A quick tour: using the 

IEF to plan 

events/campaigns

Aligning objectives and activities

Ensure your tactics (developed 

after the strategy) support both 

the strategy and the objective.























AI IS SEXY, BUT WHAT DOES IT REALLY MEAN?



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :

Achieve minimum of 85% 5-star ratings from verified buyers. 



Achieve minimum of 85% 5-star ratings from verified buyers. 

C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



Achieve minimum of 85% 5-star ratings from verified buyers 

for an average of 4.7 rating in Value, Sturdiness and 

Weatherproof.   

C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



Achieve minimum of 85% 5-star ratings from verified buyers for 

an average of 4.7 rating in Value, Sturdiness and Weatherproof.   

C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



Achieve minimum of 85% 5-star ratings from verified 

buyers for an average of 4.7 rating in Value, Sturdiness and 

Weatherproof and include at least one key message.

KEY MESSAGES:

Superior Durability & Protection

Anti-Pick Technology

Weather resistance

C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



C H O O S E  Q U A N T I T AT I V E  A N D  Q U A L I T AT I V E  M E T R I C S :



W H AT  E L S E  C A N  Y O U  L E A R N  F R O M  D AT A ? :



A I  A N D  H U M A N  E V A L U AT I O N :



U N D E R S T A N D  T H E  M A R K E T :



Where are you on your journey?

F R E E  R E S O U R C E

F R E E  R E S O U R C E  W W W. A M E C O R G . C O M



W H AT  Q U E S T I O N S  C A N  W E  A N S W E R ?

Johna Burke, AMEC

Email: Johna@amecorg.com

Phone: +1 (602) 319-6726

Twitter: @Gojohnab

LinkedIn: Johna Burke

Jammy

The Couch

mailto:Johna@amecorg.com

