
 

 
 

For example, are you dealing with low transponder penetration rates, negative attitudes about tolling/a new project, or low 
awareness of a new project? The answer will inform which communication approach you should take. 

Note: Objectives are specific and measurable; for example, increase transponder penetration by 15%. Goals are not; for example, implement 
a successful rollout strategy.  

Selecting the right mix of communications strategies is key to a successful outcome. It’s important to understand the difference 
between public involvement/outreach, public relations, and paid advertising. Each has strengths and weaknesses. Public 
involvement is usually a requirement, but it’s costly, time-consuming, and reaches few people. Public relations has the potential to 
reach more people than outreach, but with less message control and a narrow communication window (see more detail about PR on 
the flipside). Paid media can be expensive both to create and to buy, but offers the greatest control of audience selection (reach) 
and frequency of message delivery. All of these weaknesses can be mitigated. For example, using a media tour that features a 
spokesperson on morning talk shows offers more message control for a PR strategy. Targeted paid media using digital/social 
channels can be fairly inexpensive both in terms of development and media costs. Many factors go into picking the right mix of 
communication strategies, let alone the right mix of paid media strategies such as budget, timeline, target audiences, and objectives.  

It’s important to plan your measurement strategy while planning your communication strategy. Many forms of measurement 
require time to implement. If you’re measuring attitudes and awareness change, consider a pre-campaign and post-campaign survey 
among your target audience. If possible, use a reputable research company to design your survey to minimize bias. 

TV spots. To electronically track and report airings/value of PSAs, consider using a company to embed Nielsen encoding (see Kantar). 
For both paid spots and PSAs, consider using a phone number or URL unique to your spots to track the response rate. 

Radio spots. Consider tracking spots digitally through audio pattern recognition to report airings/value (see Kantar, Entercom). 
For both paid spots and PSAs, consider using a phone number or URL unique to your spots to track the response rate. 

Out-of-home (OOH). To track the response rate, consider using a phone number or URL unique to billboards or other OOH. You can 
also hire companies that offer mobile device ID tracking to retarget customers who come near your OOH ad (whether a billboard or 
wrapped vehicle) by serving them digital ads online (see Wrapify and Clear Channel). 

Digital. All forms of digital marketing provide data (impressions, clicks) and tracking through to a conversion/sale. Here are steps for 
implementing a digital campaign that enables you to measure ROI: 1) Define your conversion/on-site action (usually a transaction); 
2) If possible, enable ecommerce tracking in Google Analytics (have your developers reference Google’s set-up 
guide: https://bit.ly/1pO949Z; 3) At a minimum, deploy a tag that fires whenever a transaction of any kind happens (this can be 
done with Google Tag Manager); 4) Set up a tag that tracks transaction events in Google Analytics (make sure to set up a goal as 
well, which unlocks certain, helpful analytics metrics and features such as which types of customers make it only to a certain point in 
the sales transaction); 5) Set up tags to pass transaction info into any advertising platforms used (e.g., Sizmek, DoubleClick, Google 
Ads, etc.) so that you can serve relevant ads and retarget customers. 

Direct marketing (email, mail). Direct mail can be effective, but is often costly. Depending on the quality of your mail list (e.g. a list 
of pay by mail customers on your toll facility), it can be a good way to grow account holders. You can geo-target small batches to 
pilot test before implementing a larger mailing. You can use a unique phone/URL or generate personal URLs. Having an offer or 
coupon helps the response rate. If you can’t afford a direct mail vendor/fulfillment center, the USPS offers a service that might be 
good for pilot testing and building a business case for a larger program: https://bit.ly/1hfnNDv 

Email can be a very cost-effective tool for increasing the number of account holders. If you have names and addresses of violators 
and/or pay-by-mail customers, you can use a third-party service to match to their emails. Those emails can be uploaded to a mail 
service (Hubspot, MailChimp, Constant Contact, etc.) and/or to Facebook to target customers’ news feeds with offers/ads. 

Point of purchase (POP). If transponders are sold in retail stores, track sales and implement POP advertising to see if sales lift. 
Implement retail marketing using a phone number or URL unique to that channel to track/measure effectiveness vs. cost.

Step 1: Identify the Problem. What’s Your Business Objective? 

 

Step 2: What solution/approach is best for communications? Earned, paid, both? 

 

Step 3: Measuring ROI 

 

Snapshot: Tracking and measuring effectiveness by channel for paid media and public service announcements 
(PSAs) 
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Don’t Just Measure the Home Runs 
 

Top Issues in PR and Social Measurement 

▪ A continued push to move beyond simple “Vanity Metrics” such as number of followers 

▪ Dispelling other meaningless metrics such as AVEs (advertising value equivalencies) 

▪ Big impression numbers challenged; measure smaller incremental steps toward a goal instead 

▪ Measurement solutions are available but they are not simple to implement 

What, So-what, Now What… 

An emerging theme in strategic communications is that measurement and evaluation are shifting from 

analyzing past activities to becoming a critical tool for strategic planning to improve future performance.  

Instead of Impressions, Look at Outputs, Outtakes and Outcomes 

Outputs: How many landing page visitors; how many posts/tweets/shares; how many attended the event? 

Outtakes: response and reactions to the activity. Outcomes: target audience impacts and actions.  

For Outcomes, Measure the RBIs, Not Just the Home Runs 

When planning, start with the goal of the campaign. What are you trying to accomplish? Now, break down the 

steps and use metrics to track the incremental steps to that success: 

▪ Visits to a website or landing page; length of time spent on a page 

▪ Shares, retweets and posts on social media; comments and reviews 

▪ Registration for a tour; attendance at an event 

▪ Subscription/form completion; registrations for an e-newsletter 

▪ Visits to a thank you page; purchase of a product (E-ZPass transponder) 

▪ Has the audience increased understanding of a topic, changed attitude? 

New and Useful Measurement Tools 

Niche outlets have the potential to offer more value than traditional top-tier media. Justifying this claim is 

simple with the free Moz toolbar. By providing a ranking from 1-100 of the domain authority of any given 

website, the toolbar gives PR pros the power to determine the credibility of lesser known outlets. Visit 

https://moz.com/products/pro/seo-toolbar 

So many in PR use Google Alerts to track earned media placements. However, these alerts are not as reliable 

as we all thought they were. Not only can Talkwalker help with tracking placements, but it can also provide 

insights on what your audience is talking about. https://www.talkwalker.com/ 

The Measurement Maturity Mapper, or M3, is a survey-based diagnostic tool released in 2019 by AMEC 

(International Association for Measurement and Evaluation of Communication) to help professionals at any 

level of sophistication, and from any type of organization, better plan their measurement and evaluation 

journey by clearly benchmarking where they are starting from in the process. https://m3.amecorg.com/ 

Contact: Jeffrey Davis, Managing Partner jeff@vaneperen.com  410-916-4835 @contactjeff 
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