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There has been a good deal of at tent ion in recent  years on how im portant  it  is to 
m easure and evaluate t he effect iveness of public relat ions program s and act iv it ies. 
 
Dozens of ar t icles, booklet s and reports have been published and dist ributed giv ing 
advice and counsel on how PR pract it ioners m ight  m ore effect ively build research,  
m easurem ent  and evaluat ion tools and t echniques into their  work. 
 
All of these ar t icles and booklet s are welcom e, since any steps t hat  are taken by any 
group at  all to call at t ent ion to the need to be accountable for the work we do in 
public relat ions have t o be applauded. 
 
As we focus on t hese new m ater ials that  are being dist r ibuted in the f ield,  it  is 
im portant ,  I  feel,  to put  th is ent ire area of public relat ions m easurem ent  and 
evaluat ion into proper h istorical perspect ive.  I t  seem s that  som e in our  indust ry are 
alm ost  assum ing t hat  up unt il the m id t o lat e 1990s lit t le of any significance 
pertaining to PR m easurem ent  and evaluat ion had taken place. That  is not  at  all t rue. 
 
I t  needs t o be noted that  int erest  in and ser ious at t ent ion t o PR m easurem ent  and 
evaluat ion is a subj ect  t hat  has been w idely  discussed and carr ied out  going back 
m ore t han 60 years in t im e.  During that  period of t im e 

• Many PR evaluat ion studies have been designed and carr ied out . 
• Num erous sophist icated system s have been developed,  and im plem ented,  for 

clipping and m easur ing m edia coverage. 
• Most  PR pract it ioners and researchers have com e to recognize that  there is 

NO one,  sim plist ic all- purpose tool that  can be used to m easure PR 
effect iveness - -  that  a variet y  of data collect ion tools and t echniques are 
needed. 

• And,  a set  of m inim um  standards and cr it eria for how to m easure and 
evaluate PR effect iveness has already been developed and has been widely 
dist r ibuted. 

 
Here are som e fact s:  

• Academ icians - -  especially  t hose social scient ist s specializing in m ass 
com m unicat ions t echniques and theory - -  carried out  num erous studies and 
prepared scholarly  papers on m easur ing com m unicat ions effect iveness as 
early as the 1940s and 1950s.  One of t he sem inal papers, clear ly  relevant  
to those interested in m easur ing public relat ions im pact , was t he classic 
art icle, ÒSom e Reasons Why I nform at ion Cam paigns Fail,Ó by Herbert  Hym an 
and Paul Sheatsley,Ó (Public Opinion Quarterly,  Vol.  11,  1947,  pgs.  413- 423.)  
Other  pioneer ing ar t icles on com m unicat ions effect iveness were wr it t en in 
those years by such noted academ icians as Raym ond A.  Bauer É  W. Phillips 
Davison É  Carl I .  Hovland É  Joseph T.  Klapper É  Paul Lazarsfeld É  Wilbur  
Schram m  É  and Charles R. Wright . 

• Public relat ions professionals becam e atuned to the im portance of m easuring 
and evaluat ing public relat ions effect iveness as early as the 1950s,  when 
academ icians such as Scot t  M. Cut lip and Allen H. Center  covered the t opic in 
depth in the f irst  edit ion of their  h ighly  respected t extbook,  Effect ive Public 
Relat ions, published in 1952. 

• Alt hough m ost  public relat ions pract it ioners were pay ing only  lip serv ice t o 
the not ion of m easuring PR im pact ,  one of the f irst  serious looks at  the topic 
from  a com m ercial or  business perspect ive was the publicat ion in 1968 by 
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the Am erican Managem ent  Associat ion in New York of a 30-page booklet  
ent it led, Measur ing and Evaluat ing Public Relat ions Act iv it ies,  t hat  included 
seven art icles on how to m easure PR result s, including one by John T.  
Cunningham , ent it led,  ÒMeasuring Public Relat ions Result s,Ó and a second by 
Carl Ruff, ent it led,  ÒMeasurem ent  of Publicity  Effect iveness by I nquiry  
Analysis.Ó (Copies of the booklet  are st ill available by contact ing the off ices of 
the Am erican Managem ent  Associat ion in New York Cit y.)  

• The f irst  ever  conference on m easur ing public relat ions effect iveness was held 
in October, 1977 on the cam pus of the University  of Maryland.  The 
conference was in it iat ed and sponsored by AT&T, which at  that  t im e was 
under t rem endous pressure from  those state public ut ilit ies com m issions that  
regulated the t elephone indust ry  to j ust ify it s public relat ions and advert ising 
expendit ures.  About  125 academ icians,  researchers,  counselors and 
pract it ioners represent ing som e of the largest  corporat ions,  t rade 
associat ions,  non-profit  organizat ions,  and public relat ions and advert ising 
agencies in t he count ry at t ended.  Jam es F. Tirone,  who at  that  t im e was 
Public Relat ions-Director-  Research for  AT&T and Dr. Jam es E.  Grunig,  
professor  of journalism  and public relat ions at  the University  of Maryland,  
cohosted the conference. 

• At  that  m eet ing,  Tirone for  t he first  t im e revealed how his com pany, in 
concert  with PR Data System s,  had developed a com puterized program  for  
m easur ing and evaluat ing m edia coverage.  He also described num erous other  
m ethodologies t hat  t he Bell System  was carrying out  to m easure and evaluate 
PR adm inist rat ive processes É  em ployee publicat ions É  com m unit y relat ions 
act iv it ies É  and educat ional relat ions act ivit ies.  

• Twelve background papers relat ing to PR m easurem ent  and evaluat ion were 
presented at  that  init ial m eet ing.  They all were published in a special issue of 
the Public Relat ions Review in the Winter of 1977,  ent it led ÒMeasuring the 
Effect iveness of Public Relat ions.Ó 

• Also in t he Fall of 1977,  Dr . Walt er  K. Lindenm ann - -  t hen a researcher at  
Hill and Knowlton,  I nc.  - -  designed and carried out  that  com panyÕs first  ever  
evaluat ion proj ect  to m easure the effect iveness of a PR program  that  had 
been im plem ented by the Am er ican I ron and Steel I nst itut e. 

• In 1979,  Lindenm ann developed a m edia m easurem ent  system  at  Hill and 
Knowlt on,  I nc. and carried out  several publicity  t racking research proj ect s for  
the Am erican Truck ing Associat ions and for  the Edison Elect r ic I nst itute. That  
sam e year,  Hill and Knowlt on developed and began using wit h it s clients a 
special research m at r ix  for PR planning ( in which fact s and opinions are 
gathered to assist  in developing and shaping possible com m unicat ions 
program s or inform at ion cam paigns)  É  for  PR m onit oring ( in which data are 
collected and assessed to t rack what  is happening as a com m unicat ions 
program  get s underway, thus allow ing for  any necessary m id-course 
correct ions or  changes to be m ade)  É  and for  PR evaluat ion ( in which an 
im part ial and obj ect ive assessm ent  is m ade - -  in as scient ifically precise and 
valid a way as possible Ð to m easure the effect s or out com es of the 
com m unicat ions effort .)  

• In November, 1982,  The New York Tim es ran a m ajor art icle under the 
headline,  ÒMeasuring the I m pact  of Publicity ,Ó that  quoted Paul H. Alvarez,  
then chairm an of Ket chum  Public Relat ions,  that  described that  PR agencyÕs 
technique for m easur ing publicity  effect iveness and publicity  value t hrough it s 
new ly-developed Ketchum  Publicit y Track ing Model. 



 

 
Put t ing PR Measurem ent  and Evaluat ion I nto Histor ical Perspect ive 

By Walt er K.  Lindenm ann,  Ph.D. 
Copyright  ©  2005,  I nst it ut e for  Public Relat ions 

www.inst it ut eforpr.org 

5 

• An ar t icle t hat  described how to use content  analysis t echniques to m easure 
PR publicit y,  ÒContent  Analysis,Ó writ t en by Walt er K.  Lindenm ann,  appeared 
in the July, 1983 issue of the Public Relat ions Journal. 

• I n the Fall of 1983,  the Public Relat ions Quarterly prepared a special issue 
on ÒEvaluat ion Research in Public Relat ionsÓ that  included seven ar t icles which 
sum m arized how those in the academ ic com m unit y  and in t he com m ercial 
sector were designing and carrying out  PR m easurem ent  and evaluat ion 
proj ect s. 

• In 1984,  a new com pany was form ed in Washington,  D.C.  Ð it  lat er  cam e to 
be known as CARMA I nternat ional - -  that  began specializing in the 
com puterized m easurem ent  of publicity  effect iveness. 

• I n the Summer of 1984,  the Public Relat ions Review devoted an ent ire issue 
to ÒMeasur ing Public Relat ions Im pact .Ó The issue contained nine art icles, by 
both academ icians and pract it ioners explain ing how public opinion polls, how 
focus groups, and how readership studies could be used t o m easure PR 
effect iveness. 

• By t he m id 1980s, num erous art icles on m easuring public relat ions or 
publicity  effect iveness began appear ing in PR academ ic and t rade journals,  
including ar t icles by Glen M. Broom , Carolyn Cline,  David M.  Dozier,  Jam es E.  
Grunig,  Harvey K.  Jacobson,  Lloyd Kirban,  Philip Lesley,  Douglas Ann 
Newsom , Jam es K.  St renski,  and Donald K.  Wright . 

• I n November, 1987,  Market ing News carried an art icle by Katharine D.  Paine 
ent it led, ÒThere I s A Method For Measuring PR,Ó that  described a publicit y 
m easurem ent  system  she had developed while at  Lotus Developm ent  
Corporat ion, which she was at  that  t im e start ing to use as part  of the serv ices 
she offered in a newly developed f irm  that  she had form ed, called the 
Delahaye Group. 

• I n the Summer of 1990,  the Public Relat ions Review devoted another  ent ire 
issue to PR evaluat ion. Six  ar t icles were published that  descr ibed various t ools 
and t echniques for  PR m easurem ent . 

• I n October, 1993,  the U.S.-based I nst itut e for  Public Relat ions Research and 
Educat ion released a sem inal st udy t hat  had been carr ied out  by Walt er G.  
Bar low  of Research St rategies Corporat ion in Pr inceton,  N.J.,  ent it led:  
ÒEstablishing Public Relat ions Obj ect ives and Assessing Public Relat ions 
Results.Ó The study - -  based on depth int erviews w it h 16 academ icians and 
31 senior  corporate pract it ioners - -  described various tools and t echniques 
that  were being ut ilized throughout  t he indust ry , t o p lan for  and eventually  
m easure PR effect iveness. 

• I n November, 1994,  the I nternat ional Public Relat ions Associat ion published 
and dist r ibuted a 40-page booklet  in its Gold Paper ser ies, ent it led,  Public 
Relat ions Evaluat ion:  Professional Accountabilit y . The booklet  was prim arily  
the work of Jim  Pritchit t ,  an Aust ralian public relat ions pract it ioner,  and was 
funded by CARMA I nternat ional. 

• I n August, 1995,  Public Relat ions Tact ics published an ar t icle,  ÒMonitoring 
Publicit y On The I nternet ,Ó writ t en by Katharine D. Paine, that  explained how 
one m ight  m easure the effect iveness of announcem ents and prom ot ional 
m aterials t hat  appear on- line, adding a new dim ension to t he available 
lit erature on PR m easurem ent  and evaluat ion. 

• I n March, 1996,  the Germ an associat ion of public relat ions counseling firm s 
- -  Gesellschaft  Public Relat ions Agenturen (GPRA)  -  -  held a special workshop 
that  was at t ended by about  50 prim arily  European-based PR academ icians,  
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counselors and pract it ioners in a suburb of Frankfur t ,  that  focused on how to 
m easure and evaluate public relat ions effect iveness.  The proceedings were 
eventually  published in a 195-page book ent it led, ÒEvaluat ion von Public 
Relat ions:  Dokum entat ion einer  Fachtagung.Ó 

• I n October, 1996,  what  was descr ibed as a ÒSum m it  Meet ingÓ on public 
relat ions m easurem ent  and evaluat ion was held in the U.S.  Co- sponsored by 
the I nst itut e for  Public Relat ions (at  that  t im e, known as the I nst it ut e for  
Public Relat ions Research and Educat ion)  É  by t he publicat ion,  I nside PR É  
and by Ket chum  Public Relat ions,  t he New York Cit y m eet ing was at tended by 
two dozen U.S. PR academ icians,  counselors,  pract it ioners and research 
suppliers,  and devoted a considerable am ount  of t im e and at t ent ion to m ore 
effect ively  establishing t he ÒboundariesÓ of what  const itut es appropriate 
m easurem ent  and evaluat ion in the field. 

• I n November, 1996,  a som ewhat  sim ilar  ÒSum m it  Meet ingÓ on public 
relat ions m easurem ent  and evaluat ion - -  th is one dubbed as an Òinternat ional 
conferenceÓ - -  was held in a suburb of Frankfur t , Germ any.  This part icular 
m eet ing,  which was at t ended by about  50 PR academ icians,  counselors,  
research suppliers and pract it ioners from  around the world, was cosponsored 
by the I nternat ional Com m it t ee of Public Relat ions Consultancies Associat ions 
( ICO)  and by the Germ any-based Gesellschaft  Public Relat ions Agenturen 
(GPRA) .  As a result  of t hat  m eet ing,  a num ber of task forces were created to 
exam ine public relat ions m easurem ent  obj ect ives and t echniques in m ore 
detail.  

• Toward the end of 1996,  the Swedish Public Relat ions Associat ion published 
a 64-page booklet  ent it led,  Return on Com m unicat ions,  t hat  sum m arized the 
results of an extensive proj ect  t hat  involved prim ar ily Swedish-based 
academ icians and pract it ioners and sought  t o put  public relat ions evaluat ion 
into overall perspect ive.  The booklet  was pr incipally the work of Hans V.A. 
Johnsson of Sound Com m unicat ions in Old Greenwich,  CT. 

• I n June, 1997,  the U.S.-based I nst itut e for Public Relat ions, published a 23-
page booklet  ent it led, Guidelines and Standards for Measur ing and Evaluat ing 
PR Effect iveness.  The work of a task force consist ing of 14 academ icians, 
counselors, research suppliers and pract it ioners,  th is docum ent  - -  pr im ar ily 
writ t en by Dr.  Walt er K.  Lindenm ann - -  was believed t o be the first  indust ry-
wide guidebook that  sought  t o establish m inim um  crit er ia for  m easuring PR 
effect iveness. Close to 10,000 copies of t he booklet  were acquired by PR 
pract it ioners in the U.S. The booklet  was updated and revised in 2003 under 
a new t it le,  Guidelines and Standards for  Measuring the Effect iveness of PR 
Program s and Act iv it ies and can be downloaded from  the I nst itut e for  Public 
Relat ions website (www. inst itut eforpr.org) . 

• I n September, 1997,  t he London-based I nternat ional Com m it t ee of Public 
Relat ions Consultancies Associat ions ( ICO)  published and began dist ribut ing 
copies of a 50-page booklet  ent it led,  How To Get  Real Value From  Public 
Relat ions:  A Client  Guide To Designing Measurable Com m unicat ions 
Obj ect ives. Several t housand copies of the booklet  have been sold and 
dist r ibuted both in Europe and in the U.S. 

• I n September, 1997,  ICO - -  in cooperat ion wit h t he London-based 
Associat ion of Media Evaluat ion Com panies (AMEC)  - -  published and began 
dist r ibut ing a second booklet ,  ent it led The Power of t he Media and How to 
Measure I t :  A Client  Guide to Media Evaluat ion.  Several thousand copies of 
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that  booklet  also have been sold and dist ributed both in Europe and in the 
U.S. 

• I n the Spring of 1998,  a com prehensive review of all of the m ater ials that  
had been published and dist r ibuted going back dozens of years in t im e was 
prepared by Dr.  Linda Childers Hon, an assistant  professor of public relat ions 
at  t he Universit y  of Florida,  and published as an art icle, ÒDem onst rat ing 
Effect iveness in Public Relat ions,Ó that  appeared in the Journal of Public 
Relat ions Research. 

• I n January, 1999,  t he U.S.-based I nst it ut e for  Public Relat ions,  which had 
been exam ining var ious aspect s of the public relat ions m easurem ent  and 
evaluat ion process for m ore than two years through several d if ferent  task 
forces,  announced the form at ion of a perm anent  U.S.  Com m ission on Public 
Relat ions Measurem ent  and Evaluat ion.  The aim  of the new Com m ission was 
to becom e Òthe inclusive, author itat ive arbit er  of accepted standards for  
research and m easurem ent  relat ing specifically  t o public relat ions, as well as 
for research and m easurem ent  in related com m unicat ions disciplines that  m ay 
apply,  or  be linked in som e way, to public relat ions program s and act ivit ies. 

• I n February, 1999,  t he newly- form ed U.S.  Com m ission on Public Relat ions 
Measurem ent  and Evaluat ion held it s f irst  m eet ing at  t he Universit y  of Florida 
in Gainesville.  The Com m ission included representat ives of t he follow ing four  
indust ry segm ents:  corporat ions and t he non-profit  sector  (AT&T É  Bell South 
É  t he Council on Foundat ions É  General Motors É  I TT I ndust r ies É  and Texas 
I nst rum ents)  É  research suppliers (Delahaye É  MediaLink É  Research 
St rategies É  Yankelov ich)  É  PR agencies (Golin/ Harris É  Jackson,  Jackson & 
Wagner É  Ketchum  É  Porter  Novelli)  É  and academ ia ( Glen Broom , San 
Diego State É  Jam es E.  Grunig,  University  of Mary land É  Linda Hon,  
Universit y of Flor ida É  Donald K.  Wright ,  University  of South Alabam a.)  

• I n May, 1999,  a consort ium  of Brit ish organizat ions - -  t he Londonbased PR 
Week,  the Public Relat ions Consultants Associat ion, and the Brit ish-based 
I nst itute of Public Relat ions - -  published a 100-  page resource book, ÒThe 
Public Relat ions Research and Evaluat ion Toolkit :  How To Measure The 
Effect iveness of PR.Ó 

• Also in May, 1999, the U.S.-based IPR Com m ission on Public Relat ions 
Measurem ent  and Evaluat ion published a supplem ent  to it s 1997 Guidelines 
and Standards booklet .  The supplem ent  was ent it led,  ÒGuidelines For Set t ing 
Measurable Public Relat ions Obj ect ives.Ó 

• By t he start  of the 21st Century, t he U.S.-based IPR Com m ission on Public 
Relat ions Measurem ent  and Evaluat ion had great ly expanded it s list  of 
background papers and resource tools. I ncluded am ong the m any papers t hat  
can now be downloaded from  it s websit e (www.inst it ut eforpr .org)  are these:  
Guidelines for  Measur ing Relat ionships in Public Relat ions É  Selling Public 
Relat ions Research I nternally É  Toward An Understanding of How News 
Coverage and Advert ising I m pact  Consum er Percept ions, At t itudes and 
Behavior  É A Prim er on I nternet  Audience Measurem ent  É  Measuring Success:  
Both Externally  and I nternally É  How To Measure Your Result s I n A Crisis É  
Bibliography of PR Measurem ent . The Com m ission also has developed an 
easy- to follow PR Measurem ent  Tree, which can be downloaded from  the 
websit e and used as a t rain ing t ool when it  com es to bet t er understanding 
appropriate PR m easurem ent  and evaluat ion m ethodologies and t echniques. 
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This is only  a par t ial sum m ary of som e of the m ajor  event s that  have taken place or  
art icles and booklets that  have been published dur ing the past  60 years. 
There are literally hundreds of cit at ions pertain ing t o PR m easurem ent  and 
evaluat ion that  now appear in the public relat ions literature. 
 
What  is im portant  to keep in m ind is that  m easurem ent  and evaluat ion in the public 
relat ions field is not  a brand new issue or  t opic t hat  has suddenly  em erged just  in the 
past  few  years.  I t  is an issue and topic that  has been widely  discussed,  actually 
carr ied out ,  and grown and evolved over  a 60- year period of t im e. 
 
I t  would seem  to m e that  for those of us in the public relat ions field, it  is h igh t im e 
that  we stop shout ing over  and over again,  ÒletÕs do som ething about  evaluat ing 
PR effect ivenessÓ or  ÒletÕs invent  t he one sim ple tool t hat  has never been invented 
beforeÓ to m easure and evaluate PR effect iveness. 
 
New ideas and thoughts relat ing to t his sub-specialt y are,  of course,  always welcom e 
and appreciated - -  and needed.  But  the t im e has com e to stop Òreinvent ing t he 
wheel,Ó to take a ser ious look at  what  already exist s and has already been 
accom plished,  and build from  there. 

 
From  m y perspect ive,  t he biggest  problem  in t he PR field is NOT that  adequate PR 
m easurem ent  and evaluat ion tools and t echniques do not  ex ist  and that  they need to 
be invented.  There are m any different  m ethodological tools and techniques available 
that  are already being ut ilized in the f ield. 
 
I n m y view , the three m ajor  issues that  we,  in t he public relat ions field need to 
address per tain ing to PR m easurem ent  and evaluat ion are t hese:  
 

1. We need to m ore effect ively  t rain public relat ions pract it ioners and 
counselors on how to m easure and evaluate public relat ions effect iveness. 
 
2. We need to do a bet t er job of build ing public relat ions m easurem ent  and 
evaluat ion com ponents into our  var ious ongoing com m unicat ions program s 
and act iv it ies. 

 
3. We need to do a bet t er job of convincing senior  m anagem ent  of t he 
im portance of allocat ing appropriat ion funds to support  PR evaluat ion effort s. 

 


