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Meget kort om mig

Jesper Andersen

e 20 aribranchen — pa bureau, in-house og
selvstendig.

 Driver Quantum Public Relations.
e Medlem af AMEC siden 2014.

* Underviser fast pa Master og MBA pa
Quadriga University i Berlin.

e Radgiver om kommunikationsmaling,

.\ “ | 4 -
kommunikationsstrategi, Thought ~
Leadership og Kunstig Intelligens. U| [ ] U‘ ‘ |
* Organiserede Measurement Day
konferencen 2017-2021 Public Relations
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De vigtigste pointer fra Modul 1 og 2
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2 tidsperspektiver pa maling

"FORTID” "FREMTID”

DOKUMENTATION

Hvis du:
* |kke bliver bedt om at dokumentere udfald / effekt / vaerdi

 lkke forventer at opna en ny indsigt / laering

Bor du kraftigt overveje, om du i dén specifikke situation
overhovedet behgver at male?



‘Modenhedstrappen’ i kommunikationsmaling

|
Trin 5
Predictive Analytics /
Trin 4 Business Intelligence /
| . .
Big Data anvendes til at
Maling af Outcome "forudse” fremid
: orudse” fremtiden og
Trin 3 (kommunikationsmal) o
I saette kommunikativt ind i
” -ma3li ” og Impact
] A) “Stedfortreeder-malinger g imp o tide til at afbgje
Trin 2 (proxies) (forretningsmal) , _
I — potentielle kriser.
Opteeller egen aktivitet
Trin 1 B) Benchmarking mod egne

resultater mhp. optimering
Ingen maling



Business / Organisational goal

Campaign evaluation
& further insight to
inform future
planning

Communication

objectives

[ Ongoing insights to inform delivery and future planning ]

Stage: Activity Outtakes
Eff h Th Its th
Trackor ot suenes [ Erect ity Tt
i . Things you do to do with and take . ¢
achieve: sy wi has on audience full or part, by
plan and What you put out of your our
produce your out that is communication y . .
L : Measure: communication
communication received by )
: Learning
target audiences Measure: .
: . /knowledge Reputation
Planning Attention . . .
: Attitude change Relationships
Production Measure: Awareness . . .
D . Satisfaction Compliance
Purchase Distribution Understanding . ..
: . Trust Organisational
Partnerships Exposure Interest/liking
. . Preference change
Execution Reception Engagement . . .
SO Intention Public / social
Participation Advocac change
Consideration Y &
. Select the right metrics from AMEC’s taxonomy to help you measure & evaluate the performance of your integrated Selecting good
Metrics: S v business KPIs will
. communication activities
allow you to track
communication’s
Use a mix of quantitative and qualitative methods (e.g. surveys, interviews, feedback, focus groups, social media analytics effect on
Methods: and news media tracking) organisation’s goals

Model developed with inspiration from the British Government Communication Service evaluation framework and AMEC’s Integrated Evaluation Framework
© Quantum Public Relations
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APPENDIX 1.

Taxonomy of Methods, Metrics,
and Indicators by Program Stage
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[ Ongoing insights to inform defivery and future planning ]

e (L

Track or
achieve:

Outtakes

‘What audiences
dio with and take
out of your
communication

Messur
Attention
Awareness
Understanding
Interestiking
Engagement
Participation
Cansideration

Outcomes

Methods:[.

Model developed with inspiration from the British

Service

bty fquanturm. dk;

£ Quantum Public Relations

Campiign evaluatian
& further insight to

inform Future
glanning

The results that
are caused, in
fulll o part, by

Reputation
Refationships
ampliance
Organisational
change
Fublic / social

alkow you to track.

effect on the
crganisaticn’s geals

k ond AMEC's integrated Evaluotion Framewark
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12 metoder til at indsamle / kilder til data

. Medie-analyse

. Social media analyse
. Mail kampagner

. Web analytics

. Semantisk analyse

. Marketing analyser

7. Etnografisk observation
8. (Social) Netvaerks-analyse

9. Spgrgeundersggelser og
meningsmalinger

10. Fokusgrupper & interviews
11. Video maling

12. Search & Enterprise
Search

J



Hvad med maling af A.l.?

* Var meget varsomme med at kgbe
salgssnakken fra isaer bureauer og tech-
saelgere.

 GEO (Generative Al Optimisation) lover i

langt de fleste tilfeelde langt mere, end det
kan holde.

* Enhver, der pastar, at de kan “male”,
hvordan jeres brand figurerer i A.l.
resultater, er mildt sagt lemfaeldige med
sandheden.




Er det tilladt, at kommunikationen fejler?
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‘Either we win, or we learn.
We cannot lose”.

Mark Weiner
Institute for Public Relations

J



Har | friheden til at seette gode, relevante mal?
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GOODHARTTS LA\ ‘What gets measured, gets done’,

WHEN A MEASURE BECOMES N TARGET, siger et amerikansk ordsprog.
\T CEMSES T BE A GOOD MEASURE.

IF ou NUMSER-OF WEIGHT OF Bagsiden af dén medalje er, at vi kan
MEASVURE NALS MBDE NDLS MADE .. o o
PEOPLE ON. risikere at fokusere mere pa malet end
THEN YOU 16005 OF AFEW GiANT, pa hensigten med malet.
MIGKT GET TINY NXILS HEONY NALS
Husk altid:
S Det du belgnner (eller straffer), er det
= som du far mere (eller mindre) af.

Sketch P\anal’;ions



S.M.A.R.T. metoden til malsaetning

e SPECIFIC — What is the area targeted for improvement? Can you

explain the goal without using vague language? )

e MEASURABLE — Can you measure your progress and outcome? How |

will you register if you have reached the goal? )

e ACHIEVABLE — Is it possible to carry out the task with the resources |
available?

J

e RELEVANT - Is this goal relevant to the organization and does it alignj

with its other important short-term and long-term objectives? )

e TIME-BOUND — What is the specific time period for getting the task |
done? What are the important milestones and deadlines?

J

Peter Drucker: “Management by Objectives” (1981)



Har | malgruppe-research? — eller geetveerk?
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Principperne bag AMEC’s

Integrated Evaluation Framework
THEORY OF CHANGE

ANTAGELSE ANTAGELSE ANTAGELSE
ACTIVITY OUTPUT Y N OUTCOME {— IMPACT
RESEARCH RESEARCH RESEARCH

PROGRAM LOGIC MODEL

Figure 9. The structure of a basic five-stage program logic model.

INPUTS | B | ACTIVITIES | B | OUTPUTS | B | OUTCOMES | M [ IMPACTS

! |
PLANNING, PRODUCTION, DISTRIBUTION INTENDED RESULTS



Nar du arbejder ud fra en Theory of Change:

Ingen malgruppeviden: | skyder i blinde pa alle kanaler og med alle budskaber

”SKAF 1.500

NYE UNI- , : .
Survey af studerende: | rammer jeres vante demografi — men udvider ikke

STUDERENDE
N/ASTE AR”

Survey af malgruppe: | kan designe en kampagne en kampagne, som taler
til jeres malgruppes tvivl, ulyst eller uvidenhed



Kan problemet reelt Igses med kommunikation?




The COM-B Model: Capability, Opportunity, Motivation, Behaviour

Diagram key:

Context:
Economic factors
Political situation

Social factors

Kilde: UK Government Communication Service (GCS)

Decision-making factors

Factors beyond comms

control

Comms levers
Understand Perceive
Know Know posltwe.and that others Political User journey
when to negative ;
. what to do have taken beliefs
do it consequenc action
es
Know you Trust in Systems Other
Know how Y Want to . Resources easy to people
) should do . government Time ;
to do it it do it (money) engage allowing
messages with you to do it
Y
Capability Motivation Opportunity
User journey
See and engage
with Behaviour 1 Behaviour 2 Behaviour 3

communications



https://www.communications.gov.uk/publications/the-principles-of-behaviour-change-communications/
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Afrapporterin af malingerne

S




Hvad styrker ledelsens evne til at traeffe
beslutninger?

e Adskil, hvad | selv skal bruge til jeres
analyser, fra hvad der er relevant for
andre. Ikke al data er relevant at
fremlzegge.

e Fokuser pa laeringer, konklusioner og
vurderinger i relation til anbefalinger
og fremtidige beslutninger.

e Status pa lgbende KPl'er kan
afrapporteres grafisk/visuelt for hurtigt
overblik.




Gode rad til at komme i gang
|




A

Sadan starter du med at male kommunikation

Afklar formalet — dokumentation eller laering? |
_— LN

Hvem er dine stakeholdere — og hvad har DE brug for? > :
Hvor pd Modenhedstrappen starter din organisation? . |‘|"II|I|Illmil‘“-“““
Seet mal og maleparametre (metrics) \ :
Gennemfgr kommunikationsaktivitet
Evaluer og anvend lzeringer fgr naeste skridt =

Start smat — men start nu

Husk at mal dikterer middel — ikke omvendt
Brug skabeloner og systematiser jeres arbejde
Kontekst er afggrende — men bliver kun staerkere over tid



Tak for at | lyttede!

Jesper Andersen
Quantum Public Relations

TIf. +45 61 67 45 85

jesper@quantum.dk

Connect gerne:
https://www.linkedin.com/in/jesper-

andersen-quantum/ D
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