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Barcelona Principle 4 

• Overall clip counts and general impressions are usually 

meaningless.  Instead, media measurement, whether in 

traditional or online channels, should account for: 

−Impressions among the stakeholder or audience 

−Quality of the media coverage including tone 

−Credibility and relevance of the medium to the stakeholder or 

audience 

−Message delivery 

−Inclusion of a 3rd party or company spokesperson 

−Prominence as relevant to the medium 

 

• Quality can be negative, positive, or neutral 

Media Measurement Requires Quantity and Quality 
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• How can value be defined? 
−Not as an ‘advertising equivalent’ 

−Raising awareness 

−Delivering key messages – positioning 

−Generating response 

−Driving sales 

−Achieving business objectives 

 

• Response and behaviour of target audiences/stakeholders 
−Sales/enquiries 

−Searches 

−Web analytics 

−Social media 
 Twitter 

 Facebook 

 Youtube 
 

 

Media Measurement Requires Quantity and Quality 

All represent value 
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Media Measurement Requires Quantity and Quality 

The power of search for determining value 
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Media Measurement Requires Quantity and Quality 

Integrating media measurement with search 

Almost everything is captured by Internet search 
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Media Measurement Requires Quantity and Quality 

Link media measurement to search and you’re 

directly assessing value/ROI 
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Media Measurement Requires Quantity and Quality 

The relationship between search and share price 
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Media Measurement Requires Quantity and Quality 

The relationship between search and sales 
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Media Measurement Requires Quantity and Quality 

The relationship between search and sales 
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Sainsbury’s 140th birthday campaign: comparing 

results generated by tv ad with PR-generated 

activity 

Advertising drives 

initial social media 

comment 
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Search 'Sainsburys' 140TH AVOCADO BIRTHDAY

8 May 18 May 26 May 3 June 

Comparing search generated by Sainsbury’s 140th birthday advertising 

versus PR activity 

Search generated by: 

 PR activity (‘avocado wars’ with M&S) 

Advertising 

Searches for Sainsbury’s           Coverage in top 100 search results 

G
o

o
g

le
 s

e
a

rc
h

 
S

e
n

ti
m

e
n

t 
(t

e
rm

 f
re

q
u

e
n

c
y
 w

e
ig

h
ti
n

g
) 



www.spectrum-consulting.net 

Barcelona Principle 4 
Online/social media coverage for eBay Fashion Outlets versus Google search  
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It’s not just about positive and negative: tone and positioning of eBay fashion outlets 
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Another way of measuring ‘value’: change in positioning of eBay over past 5 years 
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Using Twitter for insight on value 
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Twitter share of discussion (SOD) versus UK market share 
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Buying intentions versus popularity on Twitter 
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Buying intentions in twitter versus sales increase: Dec 2009 
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Weekly volume of Facebook comments versus Google search 

trends for Old Spice from 1 Jan 2010 to 30 April, 2011 

Using Facebook for insight on value 
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Weekly volume of Facebook likes versus Google search trends 

for Old Spice from 1 Jan 2010 to 30 April, 2011 
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Weekly volume of Facebook comments versus Google search 

trends for Diesel from 1 Jan 2010 to 30 April, 2011 
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Using Google Analytics for insight on value 
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Using social media to measure the quality and value of marketing activity 
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