
  

  
 

  
 

    

 

 

Taking the 
Mystery Out of 
Measurement 
Putting together a 
measurement strategy 
that takes your 
communications 
to the next level. 

Presented by: 

Cindy Crescenzo 
@creativecomms 

1www.crescenzocomm.com 



  How do you measure 
communications? 

2 



 
 

Stop communicating
in a vacuum. 
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Without a measurement strategy your organization 
will suffer from … 

• Consider distributing as a form of communicating The • Create bad content 

Communication • Audiences feel a disconnect 
• Send the wrong message Illusion 
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Strategic Measurement 
Are your communications making a difference? Finding a way to always 

know what works and what doesn’t with your audiences. 



  
 

 

Avoid the 
‘Cookie Cutter’ 

Communications Approach 
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    Immerse yourself in your audience’s world
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Communicator’s Vision 
If you provide content, they’re using it or seeing it! 
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Your 
awesome 
pension 
posters 

Your 
awesome 

retirement 
Infographic 

Your 
awesome 
benefits 

email 
update 



       

Reality 
What posters? What email? What are you talking about again? 
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Communication

  

 
  

s can 
help drive the
business

One-size communications 
does not fit all 
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Connect with 
your audiences 

by creating
profiles 



   
  

     
 

  
      

   
  
   

Create an audience 
profile in four easy steps: 

• Step 1: Define your audience 
segments: 
• Who are they? How would you describe 

or categorize the people that make up 
your audiences? 
• Where do they work? 
• What are their schedules? 
• What are their age groups? 
• What is their experience level? 
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Create an audience 
profile in four easy steps: 

• Step 2: Define their communication 
habits and behaviors: 
• Online or offline? 
• When are they likely to access 

communications? 
• Communication/channel preferences? 
• Comfort levels with interacting online? 
• Do they meet regularly throughout the 

year? 
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Create an audience 
profile in four easy steps: 

• Step 3: Define your communication 
challenges. What are your biggest 
obstacles to communication? 
• Turnover Rates 
• Schedules/shifts 
• No online access 
• Lack of channels 
• Complicated topics 
• Lack of urgency/awareness around your 

topics 
14 



   
  

    
     

       
 

   
  

Create an audience 
profile in four easy steps: 

• Step 4: Define your motivators 
• What motivates your audiences so you 

can connect with them on a more 
emotional level? 
• What are the main benefits/hooks? 
• Why should they care? 
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The result? 
Targeted, relevant
communications in the right 
channels at the right time 

1 
6 



  
 

 

Don’t make 
decisions based off 
of metrics alone. 
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  Bring balance to your 
measurement strategy 

METRICS 
EMAIL METRICS 

WEBSITE METRICS 
MOBILE METRICS 

BEHAVIOR 
SURVEY DATA 

FOCUS GROUP/INTERVIEW INSIGHTS 
PULSE SURVEY DATA 



   How do you measure behavior? 



  Know. Feel. Do. 



  
 

      
  

     
  

Define your 
Behavior Statements 

• Mission: To help feed the world through 
integrity, quality, commitment and 
innovation. 

• If we’re successful in communicating this, 
what will employees know, feel and do? 
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Define your Behavior Statements 
• Mission: To help feed the world through integrity, quality, 

commitment and innovation. 

• Understand the 
impact 

• Their work 
matters and 
makes a difference 

• Decisions we 
make directly 
affect people’s 
lives and 
livelihood 

• Not fluff, based on 
work objectives 

KNOW 

• Passion and pride 

• Excited about the 
future 

• Empowered to 
contribute and 
lead 

• Come to work 
with purpose 

• Informed about 
the business. 

FEEL 
• Talk about what we 

do across the 
company, not just 
within their silo 

• Feel an emotional 
connection from all 
areas of the 
organization. 

• Advocates and 
ambassadors for the 
organization 

• Share stories, ask 
questions and 
participate! 

DO 

22You’ve identified behaviors we are looking to measure! 



  
 

   
      

  
        

  
     

  
      

   
            

    
        

          

  
    

   

       
  

Build your 
Behavior Statements: 
Mission: To help feed the world through integrity, quality, 
commitment and innovation. 

Strongly Disagree | Disagree | No opinion| Agree | Strongly Agree 

• We are an innovative company. 
• What we do as an organization helps to feed 

the world. 
• We contribute to the challenge of the rising

demand for food worldwide. 
• We are committed to providing employees

with knowledge and training. 
• I understand how my specific role contributes

to our mission. 
• I am likely to share stories of how my team or I

contribute to our mission. 
• I have confidence in our future as a company. 

Why do these work? 
You’ve just created a 
consistent way to 
measure success! 
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1. Surveys Your 
2. Focus Groups & Interviews Measurement 3. Social Forums 

Tools 4. Ongoing insights 
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Rules of 
Surveys 

• Keep ‘em short! 
• Clear and direct 

questions: no jargon. 
• Only ask about things 

that you can change. 
• Keep it simple 
• If at all possible, 

give easy access! 
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    Use quick polls and rating tools 
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    How to create the best questions: 

Ask yourself, ‘What does success mean? 

1. I feel connected to our 
customers. 

2. I feel informed about how 
the company is growing. 

3. I feel more connected to 
my coworkers and leaders. 

4. I feel informed about 
product and 
service updates. 

5. The company meetings are
an effective use of my 
time. 
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Focus Groups and Interviews 
Get the why behind the numbers 
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Rules of Focus 
Groups and 
Interviews 
• Make it convenient 

• Respect their time 

• Work with managers and 
supervisors and leaders 

• Again, know them before you 
get there 

• Dress accordingly 

• Don’t be afraid of virtual 
groups! 
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The Details 
• Structured discussion led by a

moderator 

• Small groups—8 to 12 people, 
top; 5-8 if virtual. 

• Participants have a general idea 
of what the discussion will be 
but do not get a copy of 
questions 

• 45 minutes to one hour works 
best; 30-45 minutes if virtual. 

• Virtual groups: test the 
technology and provide easy
access tips. Request they bring
something to take notes/write 
down answers. 

• Collect the quotes! 





 
 

        
       
      

   
 

       
   
    

      
     

    
 

      
     
    

  

Effective 
Focus 
Group 
Questions 

• On the note card in front of you
write down the first two or three 
words that come to mind when 
you think of pension 
communications. 

• What is one topic you think you
need to better understand to 
benefit from your pension? 

• Give me an example of an
instance where you felt you
weren’t getting the information 
you need. 

• What are your favorite ways to 
get news and information? What
is it about those channels that 
appeal to you most? 
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It’s an ongoing 
focus group! Social Networks 
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Talk with your leaders: 
• What are the must-knows? What are 

the topics our audiences NEED to know
in order for our communications to be 
successful? 
• What are the biggest challenges to 

communicating to our audiences? 
• Are there any communication 

opportunities? 
• What is the leadership role in 

communicating? 
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Virtual 
Communication 
Board 
Targeted feedback, when you need it 



 
  

 

     
   

     
    

 

     
 

   
 

   
 

 
   

   
 

How a Virtual Communication 
Board Works: 

• Completely voluntary 

• Put out the call for 
volunteers via regular
channels 

• Ask them once a month for 
their opinion via email or 
online forum 

• If they have something to
offer, they can 

• If they don’t, they can skip 
this round 

• You get constant advice on 
campaigns, new tools, 
executive communications, 
hot issues, etc. from each 
audience segment you’ve
defined! 
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Pulling it all together 
Using your data to help to communicate effectively 
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The Strategy Ladder 

CREAT
E Business Goal 

Communication Goal 

Audience 

Messages 

Creative/Channel 

Measurement 
© Crescenzo Communications 



  
  

           
         

 

       

             
  

The Strategy Ladder: Customize information 
for your audience(s) 

Drill down a bit further and define what you are specifically trying to 
accomplish with your communication piece as it relates to the business goal. 

Are you trying educate? Motivate? 

What business goal is your communication effort supporting? Business Goal 

Communication Goal 

Audience 

Messages 

Creative/Channel 

Measurement 

Define which audience (s) you’re trying to reach. Be as specific as 
possible -- this affects your messages and creative. 



      
   

    
        
  

        
      

  

         
    

      
   

       
      

   
43

Write for your Audience — what will 
make your content relevant? 

• Who does your message affect? Who needs 
to see your content? Does it really have to 
go to everyone? 

• What do you want them to do after seeing
your content? What behaviors are you trying
to affect? 

• What do they need to see or hear in order to 
achieve your desired behavior? Does your
messages need to be tweaked for each
audience segment receiving it? 

• What’s the best way to get your message to
your audience? What channels will be most
effective? What do they have access to? 



   
  

           
         

 

       

             
  

 
     

             
      

 
   

The Strategy Ladder: Customize information 

Business Goal 

Communication Goal 

Audience 

Messages 

Creative/Channel 

Measurement 

for your audience(s) 

Drill down a bit further and define what you are specifically trying to 
accomplish with your communication piece as it relates to the business goal. 

Are you trying educate? Motivate? 

What business goal is your communication effort supporting? 

Define which audience (s) you’re trying to reach. Be as specific as 
possible -- this affects your messages and creative. 

What specific messages do you want your audience(s) to hear? 
Does this change depending on the audiences defined? 

What’s your creative angle and channel for each audience? How will you grab 
attention, while supporting your business and communication goals? 

Define what success means for this communication piece and the best 
way to measure success. 



 
 

The 
Typical 
Way 
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The Strategy Ladder 
Business Goal 

Communication Goal 

Audience 

Messages 

Creative/Channel 

Measurement 

Make the issues around teacher pensions more accessible and relevant to the 
general public, more compelling to policymakers, and more understandable for 

current teachers. 

To help teachers and the general public 
understand how teacher pensions work 

The general public, policy makers, new teachers entering the 
workforce 

Pensions can be a complicated topic. But the teacher workforce is too large--and 
too important--to ignore how well today's retirement plans are meeting their 

needs. 

Creative: Simple three-minute video
Channel: Website, Social Channels, Blog 

Number of people who watch the video/Sentiment analysis around 
teacher pensions/New teacher pension participation/knowledge 





 

 

    

    
   

    

It’s worth the work! 

• Win your audiences’ attention 

• Your audiences feel acknowledged and 
that you care 

• You can demonstrate that your 
communications are helping your 
organization 

• You make a difference! 



 

 

 

 

 

 

 

 

 

      Changing the way you communicate with your employees 
www.crescenzocomm.com 

Cindy Crescenzo Steve Crescenzo 
cindy@crescenzocomm.com steve@crescenzocomm.com 
@creativecomms @crescenzo 
www.crescenzocomm.com www.crescenzocomm.com 
1-773-759-3756 1-312-286-6696 

Customized Training 

Communication Audits 

Vehicle Analysis 

Audience Surveys 

Focus Groups 

Executive Interviews 

Strategic Planning 

Writing 

Intranet/Website Strategy 

Editorial Strategy 
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