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QUESTIONS COMMUNICATIONS
"CLIENTS ARE ASKING

How can | make more
communications more
impactful?

How do | prove the
value of
communications and
marketing efforts to

| ) my CEO?

How much lift does my
reputation get from
specific messages?

Ketchum Global Research & Analytics
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THE EVOLUTION OF

COMMUNICATIONS MEASUREMENT

Creation of the Update of the
Barcelona Principles Barcelona Principles

Clip Books

77 1Y

BARCELONA
PRINCIPLES

2010 2015

t‘e‘bchum
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THE BARCELONA PRINCIPLES
THE FRAMEWORK FOR EFFECTIVE PUBLIC RELATIONS AND COMMUNICATION MEASUREMENT

* |dentify who, what, how much, and by when.

* Be holistic, integrated and aligned across all
PESO channels.

s  Social media can and should be measured
consistently with other media channels

[ Goal setting and measurement are fundamental
= tocommunication and public relations

A The effect on organizational performance can
¥ and should be measured where possible

Provide reliable input into integrated marketing and communication
models, including through advanced econometrics and advanced
survey analysis.

Measurement and evaluation should be

@ o = wa . :
recommended versus only measuring ﬁ ,; §‘ ‘ ’i ©" QY transparent, consistent and valid

outputs

Profitability Customer Revenue Market Brand

Comprehension Retention Share Equity H O N E ST

Public P Measurement and evaluation require IN I EG RI I I
Decisions

Policy ' both qualitative and quantitative methods ETHICAL CONTEXT
Employee -
Other shifts in stakeholders Qual h elps EXpIam Quant K R E P Ll CAB L E /

Awareness Advocacy

related to Pgmh AVEs are not the value AV E
Donations purchase bw? of communication ')

OUTCOMES
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IDEALLY,

WE SHOULD MEASURE ALL THREE

@ OUTPUTS G OUTCOMES BUSINESS RESULTS

Contact/response level Perception/behavioral level Business level
Reach, content Knowledge, opinions, attitudes Added value

Revenue/turnover
Awareness
Frequency ! Contracts closed
.. Comprehension :
Visits . Reputation value
Recollection
Reader contacts " Brand value
: Recognition : : :
Tonality s Price-earnings ratio
: Credibility
Message impact Imace chanees Market share
Share of voice 8 8 Stock price

R Recommendations ,
Journalist inquiries .. . Employee retention
Purchasing intentions ROI

IMPACT ON IMPACT ON IMPACT ON
MEDIA/CHANNELS TARGET GROUPS ORGANIZATIONS

Ketchum Global Research & Analytics



FIRSTLY,
WE NEED TO SET MEASUREMENT GOALS

o
E:

O

c J Goals should be
..5 02 WHAT: defined as

= quantitatively as
403 HOW MUCH? possible

©

o

O

04 BY WHEN?




UNICEFR'S GLOBAL COMMUNICATION
AND PUBLIC ADVOCACY STRATEGY

Shiffing our. communication model tessupport in realizing
the rights of every child, especially the most disadvaniaged
ones.

1. Put the rights and well-being of the most disadvantaged
children at the heart of the social, political, and
economic agendas.

. Support shifts in public policy.
Fuel social engagement.
4. Increase private and public resources for children.
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UNICEF'S STRATEGY PILLARS

VOICE Q' Be the leading voice for — and with — children.

REACH Reach 1 billion people around the world.

AVANA Engage 50 million people acting in support of
ENGAGEMENT W/ ch%lgdr%n. Peop g insupp

CROSS-CUTTING Qb/’ Contribute to the positioning of UNICEF's brand.



¢ VOICEKPIS

« Quantity of Communications Activities

o Meftric: Number of Communications Activities. Examples:

— Distribute X number of publications with 3+ key messages by the end of 2017
targeting X number of influencers and governments

— Publish X number of content pieces on d|g|’rol/so<:|ol media by the end of 2017
containing 3+ messages about children’s rights

* Quality of Communications Activities

o Metric: Quality of Communications Activities. Examples:
— Overall communications effectiveness
— Reach attendance at X events by X targeted individuals by the end of 2017

 Share of Voice

o Metric:% Share of voice. Examples:
— On all stories related to children’s issues
— On Facebook or Twitter



REACH KPIS

« Quantity of People Reached

o Metric: Impressions to target/other audiences. Examples:
— Reach 1 billion people with UNICEF messages
— UNICEF receives substantive mention in top tier publications
— Number of people reached via mobile phones
— Volume of fraffic to websites and blogs
— People attending events

« Quality of Message Delivery

o Metric: Media algorithm score. Example:

— Using a media algorithm, achieve a quality score of 60+ on -100 to +100
scale in top tier publications

— Achieve at 50% or higher number of articles that focus solely on UNICEF in
conjunction with improving the lives of children



\w ENGAGEMENT KPIS

» Quantity and quality of social/digital media

o Metric: Deep interactions with UNICEF content. Examples:

— Increase rate of users who like, comment or share UNICEF's Facebook
posts by X% by the end of 2017

— I2nO<:]r7ease number of re-Tweets of UNICEF's content by X% by the end of

— Increase UNICEF mentions in digital media by X% by the end of 2017
— Number of followers and supporters on line

 Behavioral

o Metric: Actions by tfarget audiences. Examples:
— Volunteers
— Pledges
— Signhatories
— Contacts to legislators/regulators



KPIS: VOICE, REACH, ENGAGEMENT, BRAND

uarterly KPI Results

0\

Voice Leadership

Share of voice on stories related to children's issues in online media
Share of voice on social media

Share of voice in broadcast media

% of coverage that is positive in online media

% of coverage that is positive in broadcast media

% of coverage including key messages

% of coverage that includes UNICEF spokesperson quote

% of coverage including quotes from Goodwill Ambassadors
Average media algorithm score|

wa @ Em

-

Maximize Reach

Number of potential impressions on online media
Number of Twitter impressions

Number of Facebook impressions

Num ber of people reached on Facebook

- = =) =

Number of unique users who have interacted with web content

M aximize Engagement

Number of new Facebook supporters
Number of new Twitter supporters
Number of total Facebook likes
Number of total Twitter followers
Facebook engagement score

Twitter engagem ent score|

- =) =)

Number of returning users to web-sites, blogs and other sites

Brand Cross-Cutting
% of traditional coverage with positive UNICEF brand attributes 1
% of traditional coverage positioning UNICEF as trustworthy 2

Note: returning user numbers are not unigue users and

**Mote: Facebook has updated the way Page Likes are counted by i jali y *Mote: Share of voice only looks at articles where an
may include multiple visits from an individual user

deactivated accounts from Pages' like counts. organization was mentioned two or more times

15



QUARTERLY REPORTS: REACH & ENGAGEMENT

Social Media Referrals

UNICEF org page sessionswia

Social media mentions vs. UNICEF.org page visits via social referral over time

Social referral by channel

Correlation coefficient: 0.56

The correlation coefficient for Q3 between social media volumes and UNICEF.org page visits via social referral was 0.56,
illustrating a moderate relationship between social media volumes and sessions on the website. For a defailed explanation of
this statistical measure, please refer to the Glossary and Methodology.

On the 31%t of July UNICEF shares the news
that the agency is supporting the Liberian
government in their efforts fo register more
than 70,000 children whose births were not
recorded on their website during the Ebola
crisis. A tweet featuring a link to the story on
UNICEF's website creates 4.7m potential
impressions, whilst the same post on
Facebook receives almost 8,000 likes and
651 shares.

30,000

20,000

:

10,000

Visits to website peak following a UNICEF Facebook update dated
September 3 on the child refugee and migrant crisis in Europe. A link to
UNICEF's donation page appeared amongst commentary on the original
post. On that day, Facebook accounted for 85% of all social referrals, 15%
higher than the Q3 average.

A link to a UNICEF press release from August 19t
on the amount of children that are killed or maimed
every day in Yemen is widely shared on Facebook
and Twitter, driving traffic to Unicef.org.

mFacebook
mTwitter
Linkedin
mBlogger
mAllnurses
mWoot
wCare2
mFanpop
mNing
m'Weebly

150,000

100,000

50,000

alun|oABIpaLU |B130S

Jult- Juls5- Jul12-
4 1 18

===|JNICEF.org page sessions via social referra

Jul 19 -

25

Jul 26 -
Aug 1

Aug 2 -
8

Aug 09 - Aug 16- Aug 23 - Aug 30-
15 22 29 Sep5

SepB-
12

Sep 13 -
19

== Social media volume

Sep 20 -
26

Sep 27 -
30
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QUARTERLY REPORTS: BRAND ANALYSIS

Brand Positioning G
Top UNICEF Brand Messages Key Findings
. = 'UNICEF works for children’ continued to be the most prolific message in Q3 with
UNICEFworks forchildren E— 52% deliveries in line with the Q2 result of 54%. The message featured prolifically in
) _ o ) coverage discussing the humanitarian crisis in Syria. 96% of coverage delivering
UNICEFis active in humanitarizn emergencies NI 2% this message in Syriarelated coverage featured at least one positive brand
) ) attribute, strengthening UNICEF's Brand Cross-Cutting. UNICEF revealed that
UNICEF s effective NN 3% “a scarcity of clean water and the scorching summer heat are putting children in
Emph asizes childsurvival, protection, education Syria at high risk of disease” (Fox News Online, US). Key publications including
and development I 19% Xinhua News (China) also noted that wells and purification stations were installed
" the Syrian government in cooperation with UNICEF, portraying the a as
Works with partners towards h by yrian g pe . portraying gency
S pn;i:ntugméznss YT — e an organization that ‘gets things done’.
Committed to protection forthe most T R - The ‘Intelligent’ brand attribute was the most prominent in Q3 (49% of coverage),
disadvantaged children continuing the trend seen in the first two quarters of the year. A key driver of this
result was discussion of UNICEF's ‘Education Under Fire’ report, which showed
UNICEF staff and t full ofh . 12% '
stattandsupportersaretuli ethope that 13 million children In the Middie East were unable to go to school due to
Mobilizes political resourcesto help countries e conflicts in their countries (Guardian Online, Bloomberg US and Euronews). 40%

protect children of items carrying the ‘Intelligent” attribute featured a UNICEF spokesperson,
compared o 27% across coverage as a whole, underscoring UNICEF's position

as a reliable source of information and a leader on children’s issues.

0% 20% 40% 60%
Percentageof articlesto include message

+ Less than 1% of coverage delivered a negative brand atiribute, consistent with

the previous quarter. Articles reporiing on the sex abuse scandal in the Central

Positive and Negative Brand Attributes Q3 | Q2 African Republic continued to drive unfavorable coverage. The news that UN
60% peacekeepers had allegedly raped a 12-year-old girl featured the ‘Insignificant /
- % of coverage featuring 7 5(%l 700/0 , Unimportant brand atiribute, as ftems in publications including ABG Online and
@ ositive brand attributes 1 Washington Times reported that even though “an intemnational medical
) 44% p 1 organization has been following the giri, [. ] UNICEF has not yet been able to
o 40% 1 visit her family™.
8 20%  20% !
s 24% |
520% B S LT 1
= 12% 2% 12% |
= I?% Im% % 3% 3% 25
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MEASURING MEDIA — OTHER EXAMPLES

Monthly in-depth overview

Negative coverage seen in previous months somewhat curtailed due to neg¢

Decision to move its Saeco plant
from Gaggio Montano to Romania

53.6
=

23
July August September Dctober Nowvemnber

- Volume e Quiality Score

Positive
Neutral

Balanced

Negative ‘a

Total coverage N=

OneVoiceConnect

This
month

Volume Quality score Messaging

Last month

This year

Last year

Type of coverage

Headline

Group initiatives

Tone

Quality Score
Message Penetration
Brand Message
Health Phase

Financial/operational news

Tone

Quality Score
Message Penetration
Brand Message
Health Phase

Finding:

Finding:

Finding:
Total coverage N=

7 OneVoiceConnect

Quality Score
Message Penetration
Brand Message
Health Phase

Product/brand (400 articles)

Tone

Quality Score
Message Penetration
Brand Message
Health Phase

PHILIPS




MEASURING MEDIA — OTHER EXAMPLES

Reach &

Favorability

W Strongly Unfavorable
Slightly Unfavorable

Meutral

Slightly Favorable
M Strongly Favorable

Impressions

1.600,000,000

1,000,000,000

Opportunitiesto see

500,000,000

: Cleveland Clinic

impact

Type of story

6%
3%
16%

1. Mews/Feature story

4. Negati
5. Negati

over time

News that the state of Florida decided to get rid of quality
standards for heart surgery on children was reported
prolifically on CAW Online, boosting OTS. Cleveland Clinic's
Dr. Steven Nissen commented within items that this would
put the “mo. vulnerable and precious patients at
unacceptable ri

' 974987 798
736,557,787
567,598,716 35

y8-Jan

3-Jantc

27-Decto2-Jan
10-Janto 16-Jan

=
o

I Strongly Unfavorable Slightly Unfavorable

Mention in industry roundup
Mere mention

ews/feature story
nention in industry roundup

MNegative mere mention

Cleveland Clinic surgeons performing
the first uterus transplant within the US
boosted strongly favorable coverage in
high  readership titles including

Huffington Post and New York Times

Online.

1,128,359,511

3,746,823

14-Febto 20-Feb
21-Febto 27-Feb
Feb to 5-Mar

Prominence

B CC headline)

B Competitor headline/1st paragraph mention

B CC and competitor headline/1st paragraph mention
Nao mention in headline/1st paragraph

Unfavorable coverage is driven by the news that
the uterus transplant conducted by Cleveland
Clinic failed after the patient encountered a
“sudden complication” (CNN Online, USA Today
Online).

351,750,483
]

2|28 JO JBguinpy

0 2-Apr

27-Mar t

B-Mar to 12-Mar

13-Mar to 19-Mar
20-Mar to 26-Mar

Meutral Slightly Favorable I Strongly Favoral w—folume
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TRANSITIONING
FROM. .. T1O...

COST m) VALUE
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MEASURING OUTCOMES

What to do:

Tailor practices for measuring the effect
on outcomes to the objectives of the
communication program

Consider both qguantitative and
qualitative methods

Apply standard best practices in target
audience research

Other shifts in
stakeholders

Investment
decisions

Public policy

Employee
engagement

Corporate
reputation

Awareness

Comprehension

Attitude

Behavior

Advocacy
related to
purchase

Donations

Brand equity




USING SURVEYS TO MEASURE CHANGE

Survey research can be used to measure a variety of outcomes, which either
measured pre-post or tracked over time:

LY,

Awareness “Only 13% of consumers are aware of your product.”

v Comprehension “74% of Americans understand why your company is in

@

trouble.”

Attitudes “49% of employees are satisfied with their jobs.”

@ Behavior “27% of consumers have purchased or plan to
purchase your product in the next six months.”

Often the tools or data already exist fo measure outcomes.

24
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HOW TO TAKE YOUR RESEARCH & MEASUREMENT FURTHER
WITH PREDICTIVE ANALYTICS

IMPACT ON MEDIA/CHANNELS

Determine if the right messages are
impacting the right audiences.

IMPACT ON TARGET GROUPS

Determine the degree to which
communications is affecting
perception and behavior.

Determine how communications is
affecting sales and long-term brand
value.

Ketchum Global Research & Analytics



Business Challenge

Cleveland Clinic, while one of the premier
health institutions in the United States, asked
KGRA to guide them on improving
reputation and key behaviors among its
target audience, influencers who lead and
Impact tfrends and policies.

Key behaviors of interest are:

* Likelihood to travel to Cleveland Clinic for a
serious or life-changing medical condifion

* Likelihood to refer to Cleveland Clinic as a
leader in healthcare policy in the U.S.

* Analyzed survey data using advanced
statistical analysis including factor analysis
and regression models to determine the
most effective channels, messengers, media
channels, message topics, capabilities to
improve the reputation and key behaviors

L3 Cleveland Clinic

Recommended Components of CC'’s
2016 Communication Strategy

Messages
Trusted

Visionary

Innovative

' CcC

Reputation
& Key

l Behaviors

Channels Media Topics
Daily/National Healthcare

Awareness
Messengers

Referral from

Brain
Cancer/Tumor

Urological
Cancer
Kidney Cancer
Urological
Issues

Friend/Family

Seeing CC
Doctors Quoted

Newspapers Policy

National TV
Network News

Best Doctors

26



L3 Cleveland Clinic

* Moving Cleveland Clinic’s reputation closer to competitors will require small
incremental changes in key drivers over time.

« The example below demonstrates how transparency is integral part of Cleveland
Clinic’s key messages, and how these message drivers could close the reputation
gap with Cleveland Clinic’s competitors if each were improved by one point.

CC Reputation Score vs.
Competitors if Performance of all

KEY MESSAGES Three Key Message Drivers
Trusted, Innovative & Visionary Increased by 1-point

predicts 10

C s1%toss% g
9
of CC’s Reputation and
Key Behaviors i 89
8
CC May JH

(0]

TRANSPARENCY
predicts

41 % to 61%

of CC’s Key Messages

- Improvement in Reputation



L3 Cleveland Clinic

> rl\] ' X

Drug Shortages E orcingr .
Hard Decisions on

Rationing Treatments

Such shortages are the new normal in American medicine. But the [
rationing that results has been largely hidden from patients and the public.

By SHERI FINK JAN. 29, 2016
L
| =

A mitral valve repair being performed at the Cleveland Clinic. Operations like this have felt the effects of drug shortages. Andrea Bruce for The !
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Traditional Media

Drives Patient
Volume

L 3 Cleveland Clinic

MEASURING IMPACT ON TARGET GROUPS

October 2014:
Cleveland
Clinic’s oth
annual ‘Top 10
Medical
Innovations’ list is
shared by the
likes of AARP
and CNN Online.

Normalized Scale (0 to 1)

December
2014: The birth
of a baby on
the last
sequential
cclendar date
for at least 20
vears [bormn at
10:11, 12/13/14)
at Fairview
Hospital  was
reported by
outlets
including CNN
Online and
ABC Online.

April 2015:
Mentions of
Cleveland
Cavaliers

player, Kewvin
Love,
receiving
medical
treatment  at
the Cleveland
Clinic
appeared  in
consumer titles
including USA
Today Onling,
us  News &
World  Report
and MSN.

June 2015: Impressions peaked
as high readership fitles
including Huffington Posf, CWNN
Online  and  Foxsporfs.com
reported prolifically on the
news that Matthew
Dellavedova, Cleveland
Cavaliers guard, was treated
at the Cleveland Clinic for
severe cramping.

October 2015: Dr. Toby
Cosgrove appeared in
multiple videos on CNBC
Online discussing various
topics including
managing rsing drug
prices and how
Cleveland Clinic  has
stopped hiring smokers.

9 10 11 12 13

Months

14

15 e 17 18

i Patient Volume Std ~ =——Impressions Std

February 2014:
News that
Cleveland Clinic
performed  the
first uterus
transplant in the
US drove strongly
favorable
coverage in
prominent
outlets including
Huffington  Post
and New York
Times Online.

~

April  2014:
Updates on
the uterus
transplant
appear in the
likes of CNN
Online  and
Fox News
Online.

19 20 21 22 23 24 25

July 2014
Dr. Toby
Cosgrove
and Dr.
Michael
Roizen
appear in
election-
related
coverage
[New York
Times
Online,
Washington
Post).

Ketchum Global Research & Analytics



L 3 Cleveland Clinic

MEASURING IMPACT ON TARGET GROUPS

Patient Volume vs. Shared/Owned
(Scales Normalized for Comparison)

Twitter and YouTube 08

Drive Patient

0.6
Volume

0.4

0.2

0
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25

Ketchum Global Research & Analytics

mmm Patient Volume Std e T\vitter = YouTube



MEASURING IMPACT ON TARGET GROUPS ™=

Correlative Analysis

Reputation Predicts (Causal Analysis):

Recommend MasterCard 17% of Likelihood to Use MasterCard
products or services Products & Services

0.44
19% of Likelihood to Recommend MasterCard
Products & Services
Use products and services
0.41

Always reach for MasterCard e,
to pay for things MasterCard
0.38 e

Corporate

Give MasterCard the benefit of . Reputation
the doubt in a time of crisis
0.37

Recommend working at
MasterCard
0.37

Switch to using over another
payment form
0.32

Regression analysis conducted showing causal connection between reputation and usage and recommend (R Squared = 0.17-0019)

Comelation Analyses: (3 — Reputation vs. (8 — Behaviors

The mumbers below indicate the strength of the relationship betwesn each behavior and the comparny's reputation.

Ketchum Global Research & Analytics
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LEUKEMIA &
LYMPHOMA
SOCIETY"

fighting blood cancers

MEASURING IMPACT ON BUSINESS RESULTS

Online nearly 5X as efficient as
Direct Mail.

If LLS were to redirect 10% of its annual
direct mail spend to online, it would
lose 5,975 direct mail leads, but gain

29,020 leads from online — a net gain of
23,045 leads, equal to 564,526,466*.

*23,045 leads x 52,800 (average
amount raised per participant annually)

32

Total Leads
Generated (Annual)

6,249

11,126

2,270

59,747

4,645

Leads Generated per $1,000 in Marketing
Spend

Online (33)

Drivers of
participant lead
generation and

donations

PoP S (23)
PoP R (10)

Direct Mail (7)

Radio (5) /

Ketchum Global Research & Analytics
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GLOBAL FOOD COMPANY
MEASURING IMPACT ON BUSINESS RESULTS

Ttl Healthy Choice Frozen SSM Sales (CSU)

300,000

275,000

250,000

225,000 -~

200,000

175,000

150,000

125,000

100,000

75,000

50,000

(o2}
o
o
o
~
o
~
n

5/31/2009

6/28/2009

7/26/2009

8/23/2009

9/20/2009

10/18/2009

11/15/2009

12/13/2009

1/10/2010

2/7/2010

3/7/2010

4/4/2010

® Online Media

B MAT Release

B Line Extension PR

M In-Store Coupon

H PR

M In-Pack Coupon

M Shelftalk

W FSI

B New Packaging lift
TV

B Trade Merchandising

M Base Volume

Ketchum Global Research & Analytics
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GLOBAL FOOD COMPANY
MEASURING IMPACT ON BUSINESS RESULTS

Calculating the impact of marketing elements on sales in 2 ways:

A Direct Marketing Mix Model (ROMI)
Varketine sales
Elements Impact

A Two-Stage Model

Website model Residual model
Marketing ‘ Website ‘ Sales Impact
Elements Visits (residual)
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