
A

Access: to information, 14–15; to PR people,
128; to special events, increased, for jour-
nalists, 133

Accountability, 18–19, 38–40, 191, 193, 195
Accountability programs, 40
Action: guide for ensuring, 96; prioritizing,

structure for, 80; targeted, understanding
the motivation behind, 122

Activity bursts, 115, 116
Ad values, problem with using, 154,

156–158
Advanced statistical analysis, 73, 137–138.

See also Marketing mix modeling
Advertising, differentiating between public

relations and, 157
Advertising Age, 138
Advertising equivalency measures, warning

about use of, 154, 156–158
Advertising testing, 67–68
Advertising value, 155
Advertising-driven communication, influ-

ence of, 12
Ad.Visor Advertising Effectiveness Study,

173
Affordability, addressing concerns about, 198
Aided awareness, 87, 88
AIG, 37
Airballs, prospect of, 131
A-list journalists, treatment of, 128
A-list media, devoting resources to, 57
Allen, R., 174
American Airlines, 66
American Association of Advertising Agen-

cies, 7
American Bankers Association (ABA), 189
American Express, 16
“America’s Most Admired Companies,” 25,

32
Analyst relations, 151

Anecdotal observations, 193
Annual audits, 144–145
“Annual Corporate Survey,” 50
Annual press events, conducting, 182
Apples-to-apples comparisons, 65
Arbitron data, 156
Arno, A., 143
Argus, 60
Arthur Page Society, 39
Ashkenas, R., 184
Associated Press, 145
AT&T, 3–4, 12–13, 172–176
Atlanta media audit, 218–219
Attention, as a form of currency, 10
Attitudes, 86, 142, 143, 192
Attitudinal outcomes, objectives specified in

terms of, 84, 94
Attitudinal research, 87–91, 189
Audience identification, 97, 99–100, 142
Audience inflation, 154–155
Audience prioritization and targeting: prob-

lem conducting, 127; process of, 116,
117–119

Audience relationship, defining, 100–101
Audience targets. See Target audiences
Audits. See Executive Audit; Journalist

Audit; Media Demographic Audit
Auto industry. See Car entries
Avon, 16
Awards programs, 81–82, 112, 114, 115, 116
Awareness: consistent, reporting, 23; and

evaluation, 142–143, 152, 154; execu-
tive’s view on, 192; and measurement,
67, 69–70, 71, 73; and objectives-setting,
86, 87, 88, 97, 100

B

Bacon’s, 60
Balancing strategy and tactics, importance

of, 109

237
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Banks, protecting real estate businesses from,
example of, 188–190

Baseline measures, 88
Battery of questions, 87–89
“Beasty Graham” scenario, 97
Behavior, 67, 73, 86, 87, 142, 143, 152, 192
Behavior, corporate, greater scrutiny of,

29–32
Behavioral outcomes, objectives specified in

terms of, 84, 94
Below-the-radar media, 120
Benchmarking, 99, 143, 173, 193
Bender, H., 170
Bernays, E., 48, 49, 107
Best New Product Introduction, 115
Best Promotional Event of the Year, 114
Bias assessment, 151
Biased evaluations, avoiding, 160
BIGresearch, 10
Boston media audit, 219–220
Bowden’s, 60
Bridgestone/Firestone crisis, 187
Brown, K. C., 31
Budget limitations, doing more within,

179–187
Budgets, 24, 25, 54, 75, 127, 160, 168, 176,

193, 197, 198. See also Expenditures;
Resources and funding

Buick, 6
Bullock, W., 173, 174
Business objectives: meaning of, 192; trend

involving, 191–192. See also Organiza-
tional goals and objectives

Business results: real, creating, 167–190;
specifying, in objectives-setting, 95–96.
See also Return on investment (ROI)

Buy-in from top management: confirming,
103–104; ensuring, 101–103

C

“Cameron Cookie Company” scenario, 97
Campaign timing, 97
Car campaigns, 114–115, 115–116
Car industry and conventional marketing

wisdom, 22–23
Car-show season, 22, 115, 132–133
Cash register data, tracking, 113
Cause-related marketing, 16
CBS: news, 6; pregame show, 115; 60 Min-

utes, 175
Celebrity media tours, 131
Celebrity spokespeople, 115, 130, 151–152
Challenges, new: aspects presenting, 21–44;

reported as most critical, 194

Changes, beneficiary of, 191
Chase & Sanborn, 15
Chicago media audit, 220–221
Choudhary, R., 176–177
Christmas shopping season, 98
Circulation inflation, 154–155
Class-action lawsuits, 18
Clean-slate public relations, 79, 87, 99
Coding, 60, 69
Commitment to evaluation, 160
“Commitment to Uncommon Culture”

statement, 85
Communications Industry Forecast, 7, 24
Communications industry segments, ranking:

by growth, 8, 9; by size, 10, 11
Company cultural statement, example of, 85
Compelling messages, ability to create, 122
Competitive advantage, accelerating, 115
Competitive environment, mapping the,

124, 125
Competitive Impact Score, illustration of,

72
Competitive tracking, 66, 67, 91, 92, 93–94
Complexity, addressing concerns about, 197
Comprehensive, integrated research-based

evaluation system, 161
Concepts, moving from, to reality, 191–198
Conflicts, executive, resolving, 91
Consistent evaluation, 153
Consistent public relation methods, impor-

tance of using, 161–162
Consumer media versus trade media, 120
Consumer surveys, 87–89
Consumer-generated media (CGM), 33
Content analysis of media/news. See Media

content analysis
Contingency plans, having, 92
Continual improvement: managing for, 135;

opportunities for, 139–140. See also
Evaluation

Continuous tracking, 142
Control, complete, lack of, 27–29
Controlled communication, 27, 28, 67, 68
Conventional marketing wisdom, 22–23, 25,

58, 171
Co-op PR, 129
Copy and advertising testing, 67–68
Core Messages, 65. See also Key messages
Corporate behavior, greater scrutiny of,

29–32
Corporate communications and marketing:

changes under way in, beneficiary of,
191; how public relations interacts with
other forms of, for positive returns,
172–176
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Corporate Communications team of GE,
184, 186

Corporate distrust, 17–18, 29
Corporate reputation, 29, 30, 31, 32, 37, 187
Cost versus benefits of research, addressing

concerns about, 194–195
Cost-effective surveys, 54
Costly threats, protecting against, 187–190
Council of PR Firms, 24
Credibility, 34–37, 194. See also Trust

building
Credible messages, ability to deliver, 122
Cruise, T., 6
Cultural statement, example of, 85
Current environment, conducting initial

research on the, 86
Custom market research, borrowing from,

101
Custom survey research instrument, 181
Customer acquisitions, new, impact of mar-

keting on, 12, 13
Customer panels, 184
Cyberalert, 60

D

Data: cash register, 113; comparability of,
160; for effective evaluation, types of,
154, 156; importance of, 25; press clip-
ping, 67, 136, 137, 167; relying on, 153;
that feeds marketing mix models, 168

Data analysis step, 185
Data coding, 60, 69
Data entry, amount of, for marketing mix

modeling, 179
Data tracking, 113
Databases, 101, 117, 131, 179
Data-driven approach to improvement. See

Six Sigma
Defect, meaning of, 183
Defects, eliminating, data-driven approach

for. See Six Sigma
Define step, 185
Delahaye: awards for, 176; choosing, for ad-

vanced analysis, 138; clients of, 40, 151,
170, 173, 177, 184; conference held by
IABC and, 191, 196; newsletter of, 197;
questions asked of, 47; survey results of,
6, 39, 64

Delahaye Executive Audit, 201–214
Delahaye Index of Corporate Reputation,

30–31, 32, 37, 180
Delahaye Journalist Audit, 229–235
Delahaye Media Demographic Audit, sam-

ple report of a, 215–228

Delahaye Power Brands Report, 188
Delahaye Weighted Impact and Net Effect

Methodology, 184, 185, 188
Delivery of messages. See Key message deliv-

ery; Unintended message delivery
Demographic media audits. See Media

Demographic Audit
Demographic profile, creating, 124
Demographics databases, 58, 101, 117, 131
Departmental objectives, identifying, 41
Departmental performance evaluation, 196
Deseret News, 120
Detroit media audit, 221–222
Dialing for Dollars event, 174–175
Dictionary of Public Relations Measurement

and Research (Stacks), 83
Differentiation, importance of, 122
Difficulty in the evaluation process, address-

ing, 161
Direct and indirect measures, using, 161
Direct experience, 31
Directory of Corporate Public Relations

(O’Dwyer), 37–38
Disputes, reducing potential for, 80
Distrust of large corporations, 17–18, 29
Dominance, 70
Drudge Report, 33
Duke, 188
Dynegy, 188

E

Editors and journalists. See Journalist entries
Educational challenges, 38
Effectiveness Control Plan, 185
Efficiency: increasing, 80; relative, 177–178
Employee communications, 14–15
Enlightened evaluation: meaning of, 135;

requirement for, 138–139. See also
Evaluation

Enron, 17, 31, 32, 37, 71
Environment, conducting research on cur-

rent, 86
Environmental Media Awards, 116
Esiason, B., 115
Ethics, 18, 34–37
Evaluation: aspects of, 135–163; benefits 

of, 139–141; effective, guidelines for,
153–160; emphasis on, 48; of PR success
by executives, confirming understanding
of, 104; process of, managing, 160–162;
purpose of, 197; research tools for, 141–
152; research-based system for, 161; set-
ting the stage for, 81; versus tabulation,
135–139
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Exceptional approach, 113
Executive Audit: and the evaluation phase,

139, 144–145, 158; and the objectives-
setting process, 90–91, 103–104; as a re-
search tool for measurement, 55–57;
results of an, 39; sample questionnaire
for, 201–214; for understanding percep-
tions and preferences, 102–103

Executive competitiveness, 93
Executive language, 196
Executive spokespeople, use of, 130
Executive training, 151–152
Executive turnover rates, addressing,

144–145
Executive understanding, evaluation provid-

ing, 153
Expenditures: in the communications indus-

try, 7, 8, 9, 10, 11; and marketing mix
modeling, 74; by Proctor & Gamble, 169,
171, 172; relative efficiency of, 177–178;
and resources and funding, 24, 25; for
tactics, 152; varying, as needed, 193. See
also Budgets; Resources and funding

Extent of mention, 70
External challenges, 27–34
Externally driven changes, reflecting, in

evaluations, 159

F

Factiva, 60
Failure: potential pitfalls leading to, being

aware of, 126–127, 133; reducing risk of,
86; results revealing, addressing concerns
about, 196

Falmouth town campaign, 143–144
Federal Reserve, 188, 190
Feedback, 56, 75, 189, 196
File transfer protocol (FTP) market leader,

181
Fine-tuning messages, 189
Five-point scale, 63
Fleishman-Hillard, 34–35
Focus groups, 51, 87, 123, 127, 184, 189
Focused messages, ability to develop, 122
Follow-up survey, 143
Food and Drug Administration (FDA), 60
Ford crisis, 187
Forrester, 151
Fortune magazine, 25, 32
Fortune 100 company, 64
Fortune 500 manufacturer, 131
Fortune 1000 companies, 25
Frequency, 61, 68, 91–92, 147, 151, 168
Frequent evaluation, 153

Freud, S., 48
Funding and resources. See Resources and

funding
Future plans, evaluation constructing the

framework for building, 140

G

Gartner, 151
Gauge, The, 197
GE Work-Out, The (Ulrich, Kerr, and

Ashkenas), 184
General Electric (GE), 184–186
General Mills, 8
General Motors, 114–115
Generally Accepted Practices (GAP) Study,

24, 25
Goals: confusion between objectives and,

83; definition of, 84; measurable, that are
simple and accessible, 19; moving from,
to objectives, 85–86. See also Organiza-
tional goals and objectives

Gold Quill Award, 112
Golin-Harris, 116
Google searches, 108, 131
Green, R., 182
Gross Rating Point (GRP): creating the,

68–73, 168; use of the, 67–68, 173
Growth potential, consideration of, 119
Guinness world record, tactic of going for a,

example of, 113–114

H

Harley-Davidson, 17
Harris Interactive, 32
Hazelnut Council, 112
Headline, 70, 71
High-cost tabulation, 136
Hit rate average, 129
Hoaxes, dealing with, 30
Hoffman, D., 6
Household media usage, 10
Houston media audit, 222–223
Hunches, confirming, 181–182
Hurricane Katrina, 159
Hypotheses, preliminary, 86

I

IABC/Delahaye Research and Measurement
Conference (2004), 191, 196

Idaho Statesman, 120
Impact Score, 68–73, 94, 130, 138, 152, 168,

173–174, 179, 184, 185
Impacts, departmental, importance of iden-

tifying, 41–42
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Improvement, continual. See Continual
improvement

Improvement areas, using research to iden-
tify, 181–182

Improvement process. See Six Sigma
Improvements step, 185
In-depth media analysis, combining, with a

tracking study, 137
Indianapolis Star, 120
Indirect experience, 31
Individual media usage, 10, 12
Individual performance evaluation, 196
Industry analysts, power of, 151
Influencer identification, 97
Influencer Marketing (IM) programs, 170, 171
Information access, abundance, and speed,

14–15
Informational outcomes, objectives specified

in terms of, 84, 94. See also Awareness
Initial mention, 70
Institute for Public Relations, 39, 83, 197
Institutionalize step, 185
Integrated, comprehensive research-based

evaluation system, 161
Intel’s Pentium chip crisis, 187
Interim objective, 152
Interim targets, 98
Intermittent tracking, 142
Internal audiences, identifying, 43
Internal challenges, 21–25
Internal clients, identifying, 43
Internal spokespeople, 151
Internally focused events and strategies, effect

of, indicating, in evaluations, 159–160
International Association of Business Com-

municators (IABC), 35, 48–49, 112,
191, 196

Internet access, 14, 15
Internet-based monitoring service, 60
Intern-level evaluation, acceptance of, prob-

lem with, 136
Investment decision makers: arming, with

an understanding of what works, 168;
considerations for, 126–127, 133; evalua-
tion helping, to link results to objectives,
139; questions for, 19–20, 44, 76–77,
105, 134, 163, 190

Investor sign-off, 161
Ipswitch, 181–182

J

Jackson, M., 159
Jaguar, media audit conducted for, 215–228
Jeffries-Fox, B., 173, 174, 175

JetBlue, 66
Johnson & Johnson, 187
Journalist Audit: combining results of, with

content analysis, 150–151; for the evalu-
ation phase, 144; for identifying areas of
improvement, 181; and the objectives-
setting process, 89–90; as a research tool
for measurement, using the, 55, 58–59;
sample questionnaire for, 229–235; and
tactical planning, 128, 132

Journalist relations, as a tactic, 128
Journalist trends, 93, 150–151
Journalistically driven media, 6
Journalists: challenges of working with, 27,

35; and ethics, 35; increased access for,
133; opportunities through working
with, 5–6; target, identifying, 90; treat-
ment of, 128

K

Kellogg’s, 8, 15
Kerr, S., 184
Ketchum, 35
Key message delivery: deriving specific tac-

tics for, 112–113; evaluation of, 147,
149; identifying, 92; and penetration,
analysis of, 184–185

Key messages: evaluation of, 142; five types
of, 64–65; identifying, 42

Kids in Need program, 17
Kmart, 37, 150
Kraft Foods, 8

L

Language issues, in objectives-setting, 83–86
Learning opportunities, 140, 161, 196
Less resources, doing more with, 179–187
Lexis-Nexis, 60
Liz Claiborne, 16
Long-term objectives: confirming under-

standing of, 103; differentiating between
short-term and, 98–99

Long-term program evaluation, 161
Los Angeles media audit, 223
Los Angeles Times, 34–37, 120
Loyalty: building, 16–17; decreasing, 15–17
Loyalty tracking, 173, 174, 175, 176

M

Management buy-in: confirming, 103–104;
ensuring, 101–103

Mandese, J., 176
Market research, borrowing from, 101
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Marketing and corporate communications:
changes under way in, beneficiary of,
191; how public relations interacts with
other forms of, for positive returns,
172–176

Marketing mix modeling: alternative to, if
expense is a challenge, 25; opportunities
through, 10, 12; for proving PR value,
168–171, 172, 175–176, 177, 178–179;
purpose of, 51; as a research tool for mea-
surement, 73–75

Marketing wisdom, conventional, 22–23,
25, 58, 171

Markets: populous, 117–118; smaller, 131
Mass marketing, traditional, decline of, 7–10
Measure step, 185
Measurement: aspects of, 47–77; challenges

of, 39–40; debatable and questionable
forms of, 154–158; emphasis on, 48; for
the evaluation phase, 151, 152; focus on,
at Proctor & Gamble, 171; precise, 154;
unwillingness to undertake, 25

Measurement and research conference, 191,
196

Measurement revolution, the, 75–76
Media, new and unmediated, 33–34
Media business, transformations in the, 5–6
Media consumption habits: changing, 10,

12–13; surveying, 89
Media content analysis: in AT&T study,

173–174; benefiting from, case of, 23; for
enriching marketing mix analysis, 168–
169; and evaluation, 141, 145–152; for
measurement, 59–73, 75; and media pri-
oritization, 120–121; and message engi-
neering, 124; for objectives-setting, 90,
91–94; and Six Sigma, 184; for stopping
threats, example of, 188–190

Media Demographic Audit: for determining
audience relationships, 101; and objec-
tives-setting, 91, 92; as a research tool for
measurement, 55, 57–58; results of, com-
bined with content analysis results,
120–121; sample report, 215–228

Media exposure, consideration of, 119
Media habits, surveying, 123–124
Media junkets, 132
Media monitoring service, 60
Media outlets, top: focusing on, 92; illustrat-

ing, 62; pursuit of, based on ad value,
issue of, 157

Media prioritization and targeting: and eval-
uation, 142; importance of, 43, 66;
process of, 116–117, 119–121; and set-
ting objectives, 97

Media relations–based PR, 8, 10, 27, 59
Media strategy problems, 127
Media tabulations, 61–63
Media targets. See Target media
Media tours, 130–132, 152, 182
Media type, charting, 62–63
MediaLink, 6
MegaComm, 36
Message delivery. See Key message delivery;

Unintended message delivery
Message engineering, 66, 97, 116–117,

121–126, 142
Message fine-tuning, 189
Message strategy problems, 127
Message tracking, 64–66
Messages. See Key messages; Negative mes-

sages; Positive messages
Messaging opportunities, 123, 125
Metrics, for objectives-setting, 86
Miami media audit, 224
Microsoft, 37
Microsoft Excel, 63
Miller Brewing Company, 176–177
Misinterpretation of results, addressing con-

cerns about, 196
Mission statements, 84
Mistakes, as opportunities to learn, 140, 161
Miyamoto, C., 36
Monitoring news and information, 14
Moreover, 60
“Most Admired Companies” list, 25, 32
Motorola, 182
Multifaceted approach, 114
Multiple regression analysis, 10
Multipliers, use of, warning about, 154–156

N

National Association of Realtors (NAR),
189, 190

NBC news, 145
Negative commentators, 151
Negative messages, 150, 174–175, 176
Net Effect, 37, 73, 94, 130, 138, 152,

168–169, 179, 184, 188
New customer acquisitions, 12, 13
New media, 33–34
New York Auto Show, 116
New York media audit, 225–226
New York Post, 27, 33
New York Times, 6, 34–37, 89, 120, 138
New York, Union Square event in, 114
News content analysis. See Media content

analysis
News item placement, 70
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Nielsen data, 156, 177
9/11 tragedy, 159
North American International Auto Show,

115
NPD Group, 173
Nutile, T., 17
Nye, E., 188

O

Objections, overcoming, to research,
194–198

Objective evaluations, 160
Objectives: achieving, key to, 107; alignment

of, 41, 101–103; business results–based,
95–96; comparing Impact Score results
to, 152; confusion between goals and, 83;
definition of, 84, 94; differentiating be-
tween long-term and short-term, 98–99;
double-checking on, 103; good, rules for
setting, 94–101; linking results to, evalu-
ation helping in, 139; meeting or exceed-
ing, as most-cited measure, 158; moving
from goals to, 85–86; revising, 146; and
strategy failures, 126; and tactical fail-
ures, 133; trends involving, 191–192;
useful, defining, 96–98

Objectives-setting: aspects of, 79–105; es-
sentialness of, 80–83; importance of, 54;
and standards, 197; and successful evalu-
ation, 161

Observer, 60
O’Dwyer, J., 37–38
Olay, 171
Omnibus surveys, 54
O’Neill, P., 190
Online databases, 179
OnPhilanthropy.com, 16
OnStar system, 114, 115
Opportunities: for continual improvement,

evaluation providing, 139–140; for learn-
ing, 140, 161, 196; messaging, 123, 125;
new, aspects presenting, 3–20

Opportunity: in a media strategy plan, 121;
in a message strategy plan, 126

Orange County Register, 120
Organizational goals and objectives: identi-

fying and aligning with, 41, 101–103,
192; and the power of PR, 196. See also
Objectives; Objectives-setting

Organizational performance evaluation, 196
O’Sullivan Communications, 143
Outcome bursts, 115
Outcomes: evaluation of, 152; good objec-

tives identifying, 96; objectives specified

in terms of, importance of, 84, 94; speci-
fying, 94, 95. See also Attitudes; Aware-
ness; Behavior

Outputs: good objectives identifying, 96;
specifying, 94, 95

Oxford University, 187

P

Pantene, 171
Paradox, 39, 109
Pass-along rates, 155
Patagonia, 85–86
People magazine, 157
Pepsi Co., 30
Performance improvement, philosophy for.

See Six Sigma
Performance standards, specific, business ob-

jectives relating to, 84
Performance tracking, 25, 26, 70
Philadelphia media audit, 226–227
Phoenix media audit, 227
Photography tactic, 130
Portland Oregonian, 120
Positioning: addressing, example of, 182;

evaluation of, 147; meaning of, 121–122
Positive messages, 174, 175, 176
Positive ROI: ensuring, importance of, 198;

need to generate and demonstrate, 21,
74; pressure to deliver, 18, 191

Post Cereal, 8
Post-campaign survey, 142
Post-9/11 environment, 159
Power Brands Report, 188
PR investment decision makers. See Invest-

ment decision makers
PR Week Awards, 114, 115
Pre- and postcommunication awareness re-

search, 88
Pre-campaign survey, 142
Precise evaluations, 154
Preexisting research, using, 173
Preference, 67, 87, 142
Preliminary survey research, 143
Preprogram content analysis, successful, key

determinants for, 91–94
Preprogramming research, 101
President’s Summit on Volunteerism event,

174, 175
Press clipping data, 67, 136, 137, 167
Press clipping volume, 192
Press events, annual, conducting, 182
Press releases: doing more with, for less,

179–180; as a tactic, 128–129; tracking,
152
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Press tours. See Media tours
Pretesting, 86
“PRevaluate” process, 170
PR-GRP, creating, 68–73
Primary research, 50–51, 82, 112
Prioritization. See Audience prioritization

and targeting; Media prioritization and
targeting

Procter & Gamble, 7, 169–171, 172
Product recalls, dealing with, 30
Product Scan Online, 113
Production cycles, issue of, 14
Professional education and talent develop-

ment, 37–38
Professional suicide, 193
Program evaluation. See Evaluation
Program tweaks, effective, 153
Programming, measuring. See Measurement
Programs, current, identifying, importance

of, 41
Project evaluation, providing only, 161
Project for Excellence in Journalism, 33
Project ideas, 186
Prominence, 70, 71
Promotional tie-ins, tracking, 152
PR-to-sales connection, 75, 138, 167,

169–171, 172
PR-to-sales spreadsheet, 25, 26
PRWeek, 50
Psychology, use of, 48
Public perceptions, shaping, 31–32
Public relations, definition of, 49
Public Relations Society of America (PRSA),

35, 36, 49, 108
Publicis Dialog, 112–113
Purchase decisions, ability to make, consid-

eration of, 119

Q

Qualitative research, 51, 55, 58, 87, 112, 123
Quality focus, 23, 63, 68, 69, 92, 94, 146,

147
Quality improvement, philosophy for. See

Six Sigma
Quality score, 71, 185. See also Impact Score
Quantitative research, 50–51, 87, 112, 123,

127, 141
Quantity focus, 23, 63, 94, 146, 147
Quantity score, 185. See also Impact Score
Questions: battery of, using a, 87–89; essen-

tial, before starting a public relations pro-
gram, 41–43; for PR investment decision
makers, 19–20, 44, 76–77, 105, 134, 163,
190

R

Rain Man, 6
Rate-card rates, issue of, 154, 156–157
Rating scale consistency, 160
Reach: audit providing information on, 57;

charting, 61; and marketing mix model-
ing, 168; measure of, 68; and the Net
Effect, 73; target audience, analysis of,
145–146. See also Media Demographic
Audit

Reality, moving from concepts to, 191–198
Real-world strategy and tactics, 111–116
Recall, 69–70, 71
Relevant evaluation, 158–159
Reliant, 188
Reporters. See Journalist entries
Representation, defined, 53
Reputation Institute, 32
“Reputation Quotient,” 32
Reputation studies, 32. See also Corporate

reputation
Research: borrowing from custom market,

101; emphasis on, 48; on the current
environment, 86; findings from, deter-
mining use of, 42; forms of, 50–51; for
identifying areas of improvement, 181–
182; integrated and comprehensive
system of, for evaluation, 161; lack of
attention to, 49–50; layering process be-
ginning and ending with, 79; overcom-
ing objections to, 194–198; as part of the
objectives-setting process, 86–94; pur-
pose of, 197; strategy and tactics founded
in, importance of, 133–134; underlying,
objectives without, problem of, 82. See
also specific types, methods, and tools

Research and Advisory Services at Delahaye,
31

Research and measurement conference, 191,
196

Research companies, finding the best, 160
Research tools, 52–75. See also Media con-

tent analysis; Statistical modeling;
Surveys

Resources and funding: analysis providing
guidance on, 75; audits providing guid-
ance on, 57; and commitment to evalua-
tion, 160; and doing more with less, 179–
187; insufficient, and strategy develop-
ment, 127; as an internal challenge,
24–25; and media prioritization and
targeting, 120; of tactics, 152; visibility
issue consuming, 107. See also Budgets;
Expenditures
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Respondent profiles, 88–89
Responsiveness, 128
Results: accountability for, 38–40, 195; link-

ing objectives to, evaluation helping
with, 139; specifying, 94; using, as a
scorecard, addressing concerns about,
195–196. See also Business results

Retail clothing chain, message engineering
process applied to a, 123–124, 125

Retail Merchandiser, 16
Return on expectation: evaluation address-

ing, 140, 141; proving value in terms of,
55; satisfactory, need to generate and
demonstrate, 21

Return on investment (ROI): ability to ac-
count for, issue of, 40; applying the con-
cept of, 3, 7; for AT&T, 3–4; case study
proving, through marketing mix model-
ing, 169–171, 172; demand for, 137;
evaluation addressing, 140–141, 154;
having no program to measure, result of,
193; keys to demonstrating, 84; over-
coming obstacles to demonstrating,
196–197; realization of, 138; reported 
as the biggest issue, 194; understanding,
importance of, 75; unwillingness to mea-
sure, 25. See also Positive ROI

Revenue, generating, using public relations
for, 167–179

Romeike, 60
Root cause identification step, 185
Routine approach, 113

S

Sacramento Bee, 120
Sales, drivers of, knowing the, 73, 75, 138,

176–179
Sales potential, consideration of, 119
Sample, defined, 52
Sample selection, 52–53
San Francisco media audit, 228
San Jose Mercury News, 120
Sarbanes-Oxley Act, 17
SBC, 4, 173
Scale, inability to, 25
Scientific media strategy plan, 120, 121
Scientific message strategy plan, 125, 126
Scientific public relations: availability of, 38;

benefits of, 47; components of, 79–80;
cycle of, 135; elements of, 48–50; strat-
egy of, developing, 116–127; structure
provided by, 36–37

Scorecard, using results as a, addressing con-
cerns about, 195–196

Scrutiny, greater, 29–32, 191
Sears, 37, 150
Sears Holdings, 37
Seasonal campaigns, 98
Seattle Times, 120
Secondary audiences, 145
Secondary research, 50, 57, 82, 103, 112,

131
Segmentation, 114, 116–117
Self-perpetuating challenges, 34–40
Semi-controllable results, issue of, and ac-

countability, 195
Semi-controlled communication, 27, 28, 67,

68
Short-term objectives: confirming under-

standing of, 103; differentiating between
long-term and, 98–99

Short-term program evaluation, 161
Sigma, meaning of, 183
Sigma levels, 183
Simpson, O. J., 63–64
Simultaneous Media Usage Study, 10, 12
Singular approach, 114
Six Sigma, 73, 182–187
Six Sigma certification, 186
Six Sigma process steps, 185
60 Minutes, 175
Smaller markets, 131
Smoking Gun, 33
Snapple, 113–114
Social sciences, use of, 48
Southern Company, the, 31–32
Special events: tracking, 152; using, as a tac-

tic, 132–133
Specific media, identifying, 99–100
Spending. See Expenditures
Spikes in news coverage, 174, 175, 188
Spokespeople: evaluation of, 151–152; iden-

tifying, 93; potential, identifying, 193;
tactic of using, 115, 130

Sponsor sign-off, 161
Sports stars, 115, 151–152
Spreadsheets, use of, 25, 26, 61, 63
Stable advantage, building and sustaining a,

approach for, 115
Stacks, D., 83
Standards: addressing concerns about, 197;

specific, business objectives relating to,
84

Staples, 16–17
“State of the News Media, The,” 33
Statistical modeling: advanced, use of, 73,

137–138; and evaluation, 141; as a re-
search tool, 50, 51; used by AT&T, 173.
See also Marketing mix modeling
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Statue of Liberty restoration campaign, 16
Stengel, J., 7
Stewart, M., 30
Stock price, 187, 188
Strategic aspects, tendency to overempha-

size, 108
Strategic plan, developing a, elements that

signal a, 112
Strategic success, key to, 107
Strategist, need to self-identify as a, 108
Strategy: based on Six Sigma experience, ex-

ample of, 185; changing, 176; defined,
109; difference between tactics and, 109–
116; evaluation of, 140, 147; investment
in developing, 193; synchronization of,
159

Strategy adjustment, 146, 147, 149
Strategy and tactical development, aspects

of, 107–134
Strategy development process: key steps in

the, 109–110; and potential pitfalls,
126–127; scientific-based, tasks in the,
116–126

Success, strategic and tactical, key to, 107
Successful companies, characteristics of,

47–48
Successful evaluation, key to, 161
Successful programs, forming, key to, 81, 84
Summer Salad Dressings Season Kick-off, The,

98
Sun Tzu, 108
Survey Monkey, 54
Survey research: aspects of, 52–54; custom,

using, to identify areas of improvement,
181; for message tracking, 64

Surveys: benchmark, 143; cost of, 53, 54;
custom, 181; design of, 52; for the evalu-
ation phase, 141–145; follow-up, 143;
format for, 53–54; going beyond, 59–73;
in message engineering, 123–124; in
objectives-setting, 87–91; as a research
tool, 50; sample selection for, 52–53; and
Six Sigma, 184; for tracking loyalty, 173;
using, 54–59. See also Executive Audit;
Journalist Audit; Media Demographic
Audit

Swerling, J., 24
SWOT analysis, 102, 117
Synchronized strategies, 159

T

Tabulation, evaluation versus, 135–139
Tactic tracking, 93–94, 152
Tactical adjustment, 146, 147

Tactical aspects, tendency to subordinate,
108

Tactical development process, tips on the,
111

Tactical execution: and potential pitfalls,
133; strategic, 127–133

Tactical plan, developing a, elements that
signal, 112

Tactical planning, words that are part of, 96
Tactical success, key to, 107
Tactics: defined, 110; difference between

strategy and, 109–116; evaluation of, 147;
and execution, as an afterthought, 127

Tactics (trade publication), 108
Talent development and professional educa-

tion, 37–38
Target actions, understanding the motiva-

tion behind, 122
Target audience demographics, identifying,

92
Target audience reach: audit providing infor-

mation on, 57; evaluation of, 145–146
Target audiences: delivering messages to,

focus on, 192; distinctive, message engi-
neering process resulting in, 124; focus-
ing messages on, 122; identifying, 42, 91;
influences on, determining, 42–43;
media selection priorities of, revealing,
119; media used by, identifying, 43, 66;
objectives specified in terms of, impor-
tance of, 84, 89, 94, 103; optimal, deter-
mining, 124; segmentation of, 114, 116;
and tactical failures, 133. See also Audi-
ence prioritization and targeting

Target customer–driven planning and evalu-
ation, audit providing, 58

Target journalists, identifying, 90
Target market analysis, 118
Target market ranking, 117–118
Target media: identifying, 91, 92, 99–100;

and issue of using ad values, 157; volume
of coverage among, evaluation of,
146–147, 148. See also Media prioritiza-
tion and targeting

Target media frequency, identifying, 91–92
Target media list, creating, 89–90
Target releases, limited number of, 129
Targeting, defined, 57
Task force, interdisciplinary, creating and

using an, 137–138
Television Week, 176
Tertiary audiences, 145
Theory, strategy based on, 112
Third-party citations: evaluation of,

151–152; identifying, 93

246 INDEX
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Third-party evaluators, using, 160
Threats: costly, protecting against, 187–190;

monitoring to address, 14
Time frame: improperly thought out, 127;

objectives specified in terms of, impor-
tance of, 84, 94, 98–99, 103

Time-consuming research, addressing con-
cerns about, 195

Timing of campaigns, 97
TiVo, 6
Tone: evaluation of, 147, 149, 151; and the

Impact Score, 71; and marketing mix
modeling, 168; measuring, 63–64; track-
ing, 64–65

Top management buy-in: confirming,
103–104; ensuring, 101–103

Toyota, 115–116
Toyota Prius hybrid, 116
Tracking company, 113
Tracking research. See specific types and

methods
Trade media versus consumer media, 120
Traditional mass marketing, decline of, 7–10
Trends: communicator, highlights of,

191–194; journalist, 93, 150–151
“Trilemma,” 36
Trust building, 18, 140, 194
Turnover rates, executive, addressing,

144–145
TXU, 187–188
Tylenol tampering, 187

U

Ulrich, D., 184
Unaided awareness, 87, 88
Uncontrolled communication, 27, 28
Understanding, 67, 87, 142
Understanding, executive, evaluation pro-

viding, 153
Underwriters, items of value to, 56
Unintended message delivery, 149–150
United Airlines, 66
Universities: public relations classes at, offer-

ing, 38; survey research at, 54
University of Miami, 83
University of Southern Alabama, 38
University of Southern California’s Strategic

PR Center, 24
Unmediated media, 33–34

V

Vague objectives, problem of, 82–83
Validating, 86, 195
Value: ability to deliver, importance of, 74;

and advertising value, issue of, 155, 157;
evaluation addressing, 141; first require-
ment for proving, meeting, 55; gener-
ating and demonstrating, key to, 25;
increased, 25; items of, to PR underwrit-
ers, 56; objective measure of, applying,
3–4, 7; proving and improving, aspects
of, 61, 167–190; statistical analysis
demonstrating, 10; understanding, im-
portance of, 75; unwillingness to mea-
sure, 25; in validating what you know,
195

Vangel, M., 33
Veronis Suhler Stevenson Partners LLC, 7,

8, 9, 11, 24
Village Voice, 120
Visibility issue, 107
Vision statements, 84
Visuals, 70, 71
Volume of coverage: disconnect between

management and PR staff on, 39, 192;
evaluation of, among target media,
146–147, 148

W

Wal-Mart, 120, 150
Wanamaker, J., 7
Washington Post, 33
Web accessibility, 14, 15
Web media, new and unmediated, 33, 34
Web-based surveys, 54
Weber Shandwick, 114
Webster’s New World Dictionary of Media and

Communications (Weiner), 59–60
Weighted Impact and Net Effect Methodol-

ogy, 184, 185
Weiner, R., 59
Wendy’s, 30
White House, 35
Wild Card weekend pregame show, 115
Work-Out program, 184–186
WorldCom, 17, 37
Wright, D., 38
WS_FTP Pro, 181
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About the International Association
of Business Communicators

The International Association of Business Communicators (IABC) is a
global network of over thirteen thousand communication professionals in
sixty-seven countries, one hundred chapters, and ten thousand organiza-
tions. Established in 1970, IABC ensures that its members have the skills
and resources to progress in their careers, develop and share best practices,
set standards of excellence, build credibility and respect for the profession,
and unite as a community. IABC members practice the disciplines of cor-
porate communication, public relations, employee communication, mar-
keting communication, media relations, community relations, public
affairs, investor relations, and government relations.

Programs

IABC sponsors several conferences throughout the year in addition to its
annual international conference. To further the education of communi-
cation professionals, IABC offers monthly teleseminars and Web semi-
nars. IABC honors the best in the profession with the Gold Quill Awards
program and the accreditation program. IABC also maintains an online
job board.

Publications

The publishing division of IABC offers books, manuals, and communica-
tion templates on a number of organizational communication topics.
IABC also publishes the award-winning, bimonthly magazine, Commu-
nication World, and a monthly online newsletter, CW Bulletin.

Research

The IABC Research Foundation is a nonprofit corporation dedicated to
the support and advancement of organizational communication by deliv-
ering research findings vital to the profession. The Foundation translates
leading-edge communication theory into real-world practice, helping
communicators be effective and visionary in their work. Founded in 1970,
the Foundation is building a research portfolio aligned with a new re-
search agenda. The Foundation offers grants for communication research
in support of this agenda. Learn more about the International Association
of Business Communicators at www.iabc.com.
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