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01 Greater expectations

(14

C-suites increasingly expect PR to move the business needle.

Today’ s corporate communication leaders are focusing not just on
the tools and strategies to meet these expectations but also on
creating the ideal work environment for this critical work to be
most effectively carried out. 0
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01 Greater expectations

&
C-suite wants the PR function to demonstrate the extent of its
. . . PRWeek <2024 GLOBAL COMMS REPORT>
influence beyond what many would consider to be traditional areas. HRLIAON ADX} THAF 2201 M2 XA
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01 Greater expectations
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PR Output
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01 Greater expectations
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Building sustainable
growth and value for the
brand
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Ability to respond to
changing marketplace
dynamics and opportunities
in a timely manner
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43% A9% (34%)

Customer
acquisition/engagement:
43% (34%)

T2 240} A0f

42% A9% (33%)

Driving sales/revenue: 42%
(33%)
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01 Greater expectations
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02 Broadening horizons in PR practice

PR SYNCHRONIZED WITH THE NEXT GENERATION MEDIA
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02 Broadening horizons in PR practice

Event
Launching &Pop Up

APP
Launching &Pop Up

Magazine
Launching & Pop Up

Promotion
On & Off

PPL
On & Off

Newsletter
On & Off

Showroom
Display

Influencer
Marketing

Newsletter

Campaign
Culture & Sport
Marketing

Sponsorship

Digital Film Collaboration
Newsroom SNS Channel
IG, YT, FB

Brand Consulting
Bl & Slogan

CSR

Issue
Management



02 Broadening horizons in PR practice

E3Z <World of Winners> ZH|2!

# of
Coverage/P
osts
#lmpression

Earned Media + Paid Media PR

’/;j'\\ /'j’) ’/'/j:\\ e 'i:}
U\)HH (( Uuﬁ\_ﬂE‘\f;\
N\ D\ U\ )

Flight Ticket Giveaway Event

WORLD OF WINNERS

Shared Media

# of Website
traffic
#of event
Participants

#of event
Attendees/
Participants

# of Search

volume

Actual
increasein
tourists to
Hong Kong

Economic
benefits
(tourism
revenue)
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03 How to measure and prove the effectiveness of PR
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03 How to measure and prove the effectiveness of PR

Does PR work?

Please don’t ask about the ROI.

[‘ﬂ‘ ‘ YOU CAN HAVE A SEAT AT THE TABLE Qur Marketing Plan is simple. We just

AS SOON AS YOU CAN BACK UP YOUR s AS"VAP% Q%S(I}SN' need to focus ourt CRM and CMS on
MARKETING IDEAS WITH DATA. WAS OUR MARKET]

| G e WAL QURMARKETING ABM for higher CLV and lower CAC,

\ OR NOT? while A/B testing our CTA and UX for

| CRO, and hope we get some WOM,
: b o but don’t ask me about ROL.

‘ &- L] 4 \ £
=, R
Y le | A RA m
® marketoonist.com ® marketoonist.com
PR Effectiveness:

Stop wondering “Does PR work?”

Measurement & Evaluation:

Answering “How to measure PR Outcomes”

® marketoonist.com



Communication Evaluation Framework

ORGANISATION

OBJECTIVES

Campaign evaluation and further insight to

COMMUNICATION inform future planning

OBJECTIVES

On-going insight to inform future planning

Audience takes action

Cost of the campaign

INPUTS

Activity carried out Awareness/attitudes/knowlege Audience takes action

OUTPUTS OUTTAKES OUTCOMES IMPACTS

Resource Exposure Awareness/engagement Behaviour change Organisational outcomes

What is delivered/target What the target audience
audience reached: think, feel or consider
doing:

The result of your The results that are
activity on the target caused, in full or in part,

audience: by communication:
Distribution

Exposure
Reach

Audience attention
Awareness
Interest and liking

Learning/knowledge Reputation improvement
Trust Relationships
Preference established or improved

Understanding
Engagement
Consideration

Intention to act Reaching targets
Attitude change (e.g., sales revenue, fundraising

Complying Pebaer or health campaign targets)
(e.g., get fit, stop smoking) Organizational change

Advocacy Social change

(e.g., improved health and well-
being)

13



03 How to measure and prove the effectiveness of PR

Organization/
Communication

Obijectives
.". . .—».
Costs of campaign Activity carried out Results of on the
(incl. time and resources) (incl. distribution, exposure organization goals/KPls
and reach)

14



03 How to measure and prove the effectiveness of PR

Communication Metrics

Cost of the campaign

INPUTS

Resource

Activity carried out

OUTPUTS

Exposure

Awareness/attitudes/knowlege

OUTTAKES

Engagement

Audience takes action

OUTCOMES

Behaviour change

Audience takes action

IMPACTS

Organisationa
outcomes

ZEIX /HIAX] BHEZ

Publicity volume
Posts/tweets volume

AVE

ZHX/HAX] =&

Impression, Reach

TARPs

Share of voice

(CPM, CPR)

Attention

knowledge, Trust

Views, Clickthroughs

Unique visitors

Interest, liking

Response (likes,
follows, comments,
shares, retweets)

%
:

Event attendance

Search volume

Awareness

Memory (TOM)

Recall (unaided/aided)

Knowledge or learning

Trustratings

Preference, Intention

Registrations, trialling

Purchase Intent

Sales increase/revenue
Reputation

Customer retention

Leads generation

Brand value

Complying behaviour, Advocacy

Attitude change

Actual Purchase

Complying actions
donation, voting

WOM/eWOM

Policy Support

Meet targets (518)

Donation increase

]
‘
e
=
:

Quality of life

15



03 How to measure and prove the effectiveness of PR

PR Measurement and Evaluation

2022 2023
+6 +7
+2 +0
+1 +3
+2 +3
is_healthier than most other fruits +3 +4
Health & Fitness nourishes me with vitamin C ofl 43
aids my digestive health +5 +3
m is the best healthy snack +5 1

Me: ved PR KPl of 2022  Expected PR KPl of 2023  Estimated KPI of 2023

PR Program

(Paid/Earnd) Reach Reach

HCP Collaboration

Reach ( )

Achieved PR KPI of 2023

(YouTube Only) 521,077 293,800 548,631(A5%) 465,877 (¥10.59%)
TV PPL 2,717,503 1,775,016 1,775,016 (W34.68%) 1,748,852 (¥35.64%)
Paid
News 15,032,523 16,309,666 15,784,149 (A5%) 18,343,592 (A 22%)
Collaboration e e e o
Influencer PR 7,518 8,299 8,299 (A 10.39%) 9,560 (A 27.16%)
Sub Total (Paid Media) 18,278,621 21,723,739 19,841,864 20,567,881
Earned Publicity 6,207,155 7,448,586 (420%) 9,378,275 (A55.6%)
Total 24,485,776 25,564,681 (A4.41%) 30,022,271 (A22.61%)
2023 2022
Scope of Service CPR CPE CPR CPE
Total (Cost Per Reach) E.S::;::fm = (Cost Per Reach) (gest P"m]
Photo Event 7,088,610 4 - 19,371,580 17 -
TV PPL 100,000,000 57 - 205,000,000 75 -
HCP Collaboration 60,000,000 129 4,027 80,000,000 154 5,508
News Collaboration 51,800,000 3 - 66,000,000 4 -
Influencer PR 6,000,000 628 628 7.500,000 998 998
Media Tour 32,000,000 10 -
Additional PR Kidsania 10,000,000 3
Collaboration 96,229,410 1346 -

Selling tray:
+30% volume up

vs. 2023 (13, 514, 231 TE)

NUTRIENT CONTENT (HAS) &
FUNCTIONAL BENEFIT (DOES)

1

that stimulates

Emphasize the standardized taste &

PR PROGRAM Publicity

News Collabaration
W PPL

HCP Collabaration

jthen message penetration by

y ut

d g

Drive brand premium by differentiating Zespri
Kiwifruit from the others through strong
credibility on its key health benefits.

I R IR

GROWERS & TASTE &
EMOTIONAL BENEFIT (FEEL) ORIGIN EXPERIENCE
paper, HC| rate sufficient reach with high credibility
s sentiment anc printonc mind
zing cansumer-friendly channels such as Insta-toon, Youtube pragrar

ty through the ‘Zespri System' as a differentiatio

TV PPL

News Collaboration

HCP Collaboration

oint from other fruits

Publicity: Media Fam Tour

Publicity: Interview  Feature Article

16
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Public relations that generate impact is creative work which successfully builds trust and cultivates relationships,

utilizing mainly €arned-media tactics or channels to influence PUBIIC dialogue and ultimately
change perceptions and behavior.




03 How to measure and prove the effectiveness of PR

How measuring consumer conversations can reveal advertising performance

Theoretical tual: isi
eoretical /conceptua r Advertising

Gelb & Johnson 1995;

| Naik and Raman (2003); Sethuraman et al. (2011);

Mangold, et al. 1999;
Smith & Swinyard 1982;
Campbell et al. (2015).

Empirical:

Park et al.(1988);

Graham & Halevna (2007);
Feng & Papatla (2011);
Onishi & Manchanda (2012);
Gopinath et al. (2014);
Hewett et al. (2016);
Tirunillai &Tellis (2012, 2017). |

Our
Paper

WOM

Danaher & Dagger (2013); Dinner et al. (2014).

) ¢

Hogan, Lemon & Libai (2004); o
Chen & Xie (2008); Moon et al. (2010); Stephen

Sales

& Galak (2012); Onishi & Manchanda (2012);
Gopinath et al. (2013), Lovett & Staelin (2016).

Chevalier and Mayzlin (2006); Liu (2006);

You et al. (2015).

Fig. 1 Overview of the literature of advertising and WOM

Lovett, M. J., Peres, R., & Xu, L. (2019). Can your advertising really buy earned impressions?

The effect of brand advertising on word of mouth. Quantitative Marketing and Economics, 17(3), 215-255.

' Duan et al. (2008); Zhu & Zhang (2010);

18



03 How to measure and prove the effectiveness of PR

Communication Evaluation Framework

There is a close and valuable relationship
between WOM and PR success.

Generating “buzz” is a marketing objective
and it should be a key objective for all
advertising and Public Relations.
Word-of-mouth (WOM) could triple the value
of PR through a “ripple effect”

Shared Media

Generat
-ing
buzz

Search
volume

Earned Media

Generating “buzz”

Word-of-mouth (WOM)
Conversation and social sharing

19



04 The shifting sands of social media

EARNED

SHARED‘

20



04 The shifting sands of social media
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04 The shifting sands of social media

CANNES LIONS 2023
PR WINNERS

REACH Track
ENGAGEMENT Track

The PR Lions Celebrate
the Craft of Strategic and
Creative Communication.

" Grand Prix

Brand Voice & Strategic Storytelling Travel / Leisure Innovative Use of Influencers
SELF LOVE BOUQUET HOME FIGHTING TO
DOORDASH, GUT NIKE, WIEDEN+KENNEDY REM EM BER

ZIKARON BASLON, McCANN

PR Effectiveness

THE POSTPONED DAY

LALCEC, GREY ARGENTINA

Media Relations Launch / Re-launch Sponsorship & Brand Partnership
THE POSTPONED DAY APOLOGIZE THE WHERE TO SETTLE
LALCEC, GREY ARGENTINA RAl N BOW MASTERCARD, McCANN POLAND

SKITTLES, DDB

ExEireland FOOD CLUB

15 BILON 500000+
2% DRCP 14 COD BHK LS 33% MCREASE

105 INCREASE OVIR 750

Corporate Purpose & Social Retail Media / Entertainment
Responsibilit:

G ICELAND FOOD CLUB  THE LAST PHOTO
RUNNER 32] ICELAND FOODS, KETCHUM ITV X CALM, adam&8eveDDB

ADIDAS, FCB TORONTO

Cultural Insight

HOME

NIKE, WIEDEN+KENNEDY

B Silver o~ o oz o

Not-for-profit / Charity / Government

ARE YOU PRESS
WORTHY?

COLUMBIA JOURNALISM REVIEW,
TBWAWCHIATWDAY

22



04 The shifting sands of social media

SLANG DICTIONARY
Cheetle
[ cheet-!]

WHAT DOES CHEETLE MEAN?

Trademark

Cheetie Is the brand name for the powdery residue that gets on your fingertips

while eating the savory cheese snack, Cheetos®

®ukwum>~o v

irs

“CHEETOS MANAGED TO TURN
A PRODUCT FLAW INTO A FEATURE”
Forbes

Background

Cheetos was launching its biggest innovation in years: Cheetos
Popcorn - which is, basically, popcorn covered in Cheetos dust.
But the messy-orange-dust-that-sticks-in-your-fingers doesn’t
always have the best reputation.

Idea

We decided to go all-in on Cheetos dust, turning it into the best
part of eating Cheetos. So, we made an entire campaign
around it.

How It Worked

First, we got the whole internet talking about Cheetos dust by
introducing people to its official name: Cheetle®. Then, on the
30th anniversary of its release, we made an online video
revealing that Cheetle® was the real inspiration behind one of
the catchiest songs ever: “U Can’t Touch This”.

Just as the interest in Cheetle® peaked, we made a
360-campaign announcing that it was now all over our latest
product: Cheetos popcorn. It even had a billboard that was
finger-painted with real Cheetle®. The campaign culminated
in a Super Bowl commercial that showed how
Cheetle-covered-fingers could be the ultimate excuse ever.

4.is  Chester Cheetah @ v
23
,[; it's not Cheetos Dust #ltsCheetle

BEHIND U CAN T TOUCH THIS... CHE
billboard

“IT’S ODD THAT THE POSITIVE MESSAGE IS...
IT’LL MAKE YOUR FINGERTIPS GROSS”

@he Washington Post

“CHEETOS HIT-THE:NAIL ON THE HEAD”
Forbes

FSTGMPANY HYPEBEAST #2 yahoo! marie dlaire

E (P02 03 W VEW, YORK( POS g
m ﬂB% /Spurklight IHRII[ISI ’/msn

brobible TRENDHUNTER

N o s e, TR

0= ONE GUY
P Women v mewiyssesaios | TATTOOED
zx = HIS FINGERS
S ORANGE
SALES GOALS ACHIEVED
*CHEETOS POPCORN
CHEETOS TOTAL SALES

I+ BILLION

MEDIA IMPRESSIONS

UP13%

OAKLAND, 1989




04 The shifting sands of social media

SPIKES ASIA 2024
PR and Social & Influencer Grands Prix -

Correct The Internet 4
DDB Group Aotearoa NZ £
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05 Making the case for earned media
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05 Making the case for earned media
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0id =24 1019 2029
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81.8%

3039

80.6%
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4049 5059
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| 0.4%

1424329 w129

=A 018 OILOY &, '=A AH| IO Bt
MER2 MEelE9 £00 IHE =24 018F &7t
2049 HEH =A JIAL OIBES B 70% Ol4

27



05 Making the case for earned media
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Agenda Setting Priming Effect Framing Effect

Trend, Fashion, Issue
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01

olmIEE

Agenda Setting

Trend, Fashion, Issue
PIES
=)

arned Media + Paid Media PR

Coverage/P

#lmpression
/Reach

# of

osts

OUINCOMES

IMRAGTS

Actual

v

F"flmn (1177 iy Ki
. ] B, 7‘

# of Website

Flight Ticket Giveaway Event :
traffic

#of event
Participants

Shared Media

#of event
Attendees/
Participants

# of Search

volume

increase in
tourists to
Hong Kong

Economic
benefits
(tourism
revenue)
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Epk-rl

Framing Effect

EiE= 2t of A Y

VOLVO THE NEW S60 LAUNCHING




02

Hetzat
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06 Risk, issue and crisis management
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06 Risk, issue and crisis management
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07 Not enough tools/resources to support the PR team
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07 Not enough tools/resources to support the PR team (feat. 244 Al

Generative Al: Using the Tools at Your Disposal
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Generative Al: Using the Tools at Your Disposal
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AD SOLUTION

Plus+ with Advertising
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