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Questions we’ll talk through: 
• What makes for a successful metric? 
• What are the overall goals for the information in your 

campaign or program? 
• What do you hope people will do with your information? 
• What do you hope people will learn? 
• Who do you hope to reach? 



Setting obtainable, measurable goals  
is a crucial first step. 
Visualize what you are working for, then  
develop SMART goals. 
 
S = Specific 
M = Measurable 
A = Attainable 
R = Realistic 
T = Timely 
 
Consider gathering baseline information.  
Where are you now?  



Then brainstorm metrics  
that you can tie to each goal. 
Make sure you fully understand any metric you consider 
using. 
 
“Metrics are powerful tools for insight and decision-making. 
But they are not ends in themselves because they will 
never exactly represent what is important. That’s why the 
first step in choosing metrics is to articulate what you want 
to measure, regardless of whether or not there’s an easy 
way to measure it. . . . Metrics are just proxies for our real 
goals.” 
 — Jonathan Stray, Journalist 



EXAMPLE 
GOAL:  
Figure out effective 
ways to grow 
subscriptions to an 
email newsletter, SMS 
service, etc.  

MEASUREMENT: 
Increase signups by 10 
percent each month for 
the next 6 months. 
Also, track ways the 
newsletter is promoted 
to see which ones drive 
signups, then get more 
efficient about staff and 
financial resources. 



EXAMPLE 
GOAL:  
Increase community 
knowledge on a specific 
issue. 

MEASUREMENT: 
Pick one (or a few) key 
question. Start with a 
benchmark, then pose 
the same question(s) 
once a month for the 
duration of the 
campaign. Increase 
correct answers by  
10% each month. 



QUESTION 1: 
WHAT DO YOU HOPE 
PEOPLE WILL DO? 
(AND HOW COULD YOU MEASURE THAT?) 



What do you hope people will do 
(and how can you measure that)? 

• Share or talk about the information 
• Contribute to the information 
• Act on the information 



EXAMPLES:  
Count or collect mentions or shares of your links on social 
platforms. Consider reflecting those back to your 
community to demonstrate value. 

•  Tools like muckrack.com/whoshared and Tweetreach 
•  More are at bit.ly/joysocialsearch 

Look for mentions of your content in existing online 
conversations. 

 



EXAMPLES:  
Log contributors to shared content-gathering or 
participatory efforts. 

How many people participated? What percentage of people who 
were invited/exposed chose to participate? How many ideas did your 
staff get from the participants?  
 

Partner with others who want to share information. Log who 
reprints or distributes your information. 

 



EXAMPLES OF ACTIONS:  
What “conversions” are you working for? What’s the 
commitment level of each? 
•  Attend an offline event 
•  Participate in an online conversation 
•  Call an information number 
•  Download an information packet 
•  Complete a survey 
•  Sign up for a newsletter 
•  Sign a petition 
•  Contact a public official 
•  Give money 
•  Volunteer time 
•  Invite friends to participate 







QUESTION 2: 
WHAT DO YOU HOPE 
PEOPLE WILL LEARN? 
(AND HOW COULD YOU MEASURE THAT?) 



What do you hope people will learn 
(and how can you measure that)? 

• Ask them what they learned. Or if their 
beliefs/assumptions were challenged. 

• Ask them what they wish they or the 
community understood better. 

• Quiz/survey them. 



EXAMPLES:  
•  Track what questions appear in search terms, and 

whether the pages users land on include answers. 
•  Interview key stakeholders to ask about knowledge 

gained. 
• Do a focus group before and after a campaign or project. 
•  Track the ideas you get from participants. Can they help 

you set your future agenda? 



EXAMPLES:  
• Offer physical exit surveys after events. 
• Embed Google surveys in web content asking what (or 

whether) users learned. 
• Embed quizzes in web content. 
 
** For each of those, track completions.  
Also track completions as a ratio to the number of people 
exposed. 









QUESTION 3: 
WHO DO YOU  
HOPE TO REACH? 
(AND WHAT’S THE BEST WAY TO DO THAT?) 



Who do you hope to reach? 
• Demographics 

• age, gender, race/ethnicity, language, religion, 
profession, job, education, voter registration status 

• Psychographics 
• political affiliation, likelihood to vote, state of mind, 

brand preferences, memberships 
• Geographics 

• Postal codes, census tracks, cities, counties 
• Technographics 

• Media consumption habits, social media use, smart 
phone use, subscriptions 



Who do you hope to reach? 
• How do they already share information? 
• Who can help you pass along your 
information?  

• Who most needs your information? 
• Are the people who most need it likely to 
find it in the ways you typically distribute?  

• Where/how do those people already seek 
information (offline and online)? 

 



EXAMPLES:  
• Seek the help of topical influencers and high-
profile users. 

• Think about potential community partners. Who 
ELSE wants to reach the same people.  

• Who has access to them already? Is there a 
listserv? Facebook group? In-person meeting? 



What you should know about  
the 2012 transit system budget

Public Life Editor:  
Scott Swafford,  
swaffords@missouri.edu

Reporter:  
Steven Rich,  
serich@mail.missouri.edu

Director of Community Outreach: 
Joy Mayer,  
mayerj@missouri.edu

A resource from the Columbia Missourian

What service reductions were originally proposed?
 Dropping miles from the 209 Black, 104 Southeast and the 207 West Gold routes
 Eliminating the MU football shuttle
 Eliminating each route’s last bus trip on Saturdays
 Eliminate all service on Thursday and Friday evenings

What changes in fares were originally proposed?
 Increasing regular fares from $1 to $1.50 per ride
 Increasing the price of a 30-day pass from $35 to $55
 Increasing the price of a 25-ride pass from $20 to $30
 Increasing the cost of a semester pass for students from $60 to $100
 Increasing the cost of a paratransit ride from $2 to $3
 Eliminating half-fare eligibility to all groups except those mandated by federal law, which are the el-

derly, those on Medicare or people with disabilities. Half fares would rise from 50 cents to 75 cents.

Where do those proposals stand now?
 Thursday and Friday evening service would be cut by only one hour, ending it at 9:30 p.m.
 There would be no cuts to Saturday evening service.
 Only students older than 18 would lose eligibility for half fares.
 The MU football shuttle would continue with funding from the Convention and Visitors Bureau.
 All proposed fare increases are still being considered.

Proposed service cuts and fare increases for the Columbia Transit system have been the 

most debated aspect of the city’s proposed budget for !scal 2012. Here’s a look at some 

of the facts that frame the debate. (Prepared for the 9/19/11 City Council meeting)
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