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Dear PR Colleague,

From the early hours of our day, we're measuring
something: the amount of coffee in the filter
(how much caffeine do I really need?); what to wear
(what's my mood — a jacket with that shirt?); how
to organize the day’s errands (how important is it
appointment after all?). You get the picture.

In the office, it's another story. Measurement is both the Holy Grail and
the gnat swirling in front of our faces on a hot summer day. We love
measurement and we hate it. But at the end of the day, we need it. It’s what
makes our organizations better, more efficient. It’s what makes us more
successful, smarter.

PR News has woven the topic of measurement into nearly every story we
write. Despite the fact that journalists by nature are cynical and will always
want you to “prove it,” we know that if it can’t be measured, then there’s
something missing. You get that. What’s hard to grasp, though, is how to
measure, what to measure — and then, what to do with the results.

This second volume of the PR News Measurement Guidebook challenges
you to step up your game, and we show you how. We've asked
measurement experts from all walks of business life — corporations,
nonprofits, PR firms and universities — to share their ideas on the next
practices in PR measurement. There is no cookie-cutter recipe here, but
there are shared strategies and tactics. From this guidebook, you can pick
and choose the ideas and techniques that are best for you.

There’s a lot to digest in this Guidebook, so I recommend you bring your
highlighter to a quiet room and a comfortable chair, and start consuming
the ideas contained herein. And I thank you for taking interest in this
incredibly important topic.

All the best in your PR efforts,

Wédwzf.
Diane Schwartz
Vice President & Group Publisher, PR News

www.prnewsonline.com
dschwartz@accessintel.com

PS: Special thanks to the Institute for Public Relations for their partnership
on this book.
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