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Evaluating the Impact of EU Communications 

Karolina Wrona, Consultant at Coffey International ltd and Melanie Kitchener, Senior 
Consultant at Coffey International ltd, gave a keynote lecture on the main principles and 
methodologies for measuring and evaluating EU communication strategies and recent good 
practice in the field. The session was chaired by Wolfgang Petzold, Head of Unit at the 
European Committee of the Regions.  

Karolina Wrona opened the session by explaining the complexity of measuring the effects of 
communication activities and some of the common challenges faced when attempting to 
analyse diffuse objectives, instruments, target audiences and the effects of networking 
together as elements of a communication activity. Two partial solutions were offered to 
address the complexity of analysis: logic models and case studies. In terms of logic models, 
the significance of balancing complexity and simplicity was mentioned. Non-traditional models 
could be used to visualise complex analyses in an understandable and informative way.  

The importance of accounting for the potential effects of external factors on evaluation results 
was also stressed. Ms Wrona suggested best practice for case studies, which involved 
effective sampling, targeting the research methodology used to the needs of the study and 
aiming the case study towards the evaluation of crucial elements. In addition, it was preferable 
to look at one example in depth as opposed to merely skimming over a larger number of 
examples. However, some challenges remained constant regardless of the practice used 
such as the impossibility of accurately measuring the impact of a communications activity on 
target groups and the impact of external factors.  

Karolina Wrona concluded with the following advice on evaluating communications activities: 

• "Measure what can be measured" by having a clear communications delivery plan, 
knowing your budget, combining quantitative and qualitative work and planning for 
evaluation beforehand.  

• Use key performance indicators (KPIs) such as no. of re-tweets to evaluate the 
communication activities clearly and effectively.  

• Account for a baseline when comparing across countries.  
• Use pre-testing, but do not pre-test finished products, pre-test concepts and ideas so 

that the final project can take account of the results of pre-testing during its 
development.  

• "There is no such thing as a general public": the effects of a communications activity 
on individuals are always mediated by age, occupation, engagement level and other 
factors.  



 

 

In the second half of the workshop, Melanie Kitchener explained that it was essential to know 
the existing status quo in order to identify how the perception of people had changed after 
exposure to an information campaign. Data gathering alongside a campaign was an effective 
way of measuring the impact of that campaign. However, this could require exorbitantly high 
levels of funding. Access to big data was often determined by budget and the money spent on 
the evaluation of a communication campaign should always be proportionate to the money 
spent on the activities themselves.  The setting of specific, realistic and measureable KPIs 
prior to engaging in a communication activity was the most effective way of ensuring that the 
activity could be measured afterwards, regardless of budget.  

Melanie Kitchener concluded her presentation by explaining further the key importance of 
setting specific KPIs that were not too vague to be measured. One of the key pitfalls that she 
highlighted was when something had been done well but it was not the right thing to have 
done in the first instance and therefore opportunities and resources had been wasted. If the 
objectives of a project were excessively broad, negative conclusions could be drawn when 
they were not met. Actually the project could have been very effective. It is just that the stated 
objectives against which its effectiveness was measured were unrealistic. 

Wolfgang Petzold opened the floor to members of the audience to ask questions and engage 
in discussion. The issue of measuring cross-border events was raised as was the issue of 
measuring the impact of networking between audiences. Eurobarometer and Horizon 2020 
were suggested as potential sources of data to provide background information for 
cross-border study. The perceptual differences across the EU between different regions were 
discussed as a potential measurement difficulty and the benefits of measuring impact over 
time rather than at a static point were mentioned.  

Participating guidelines against which communication activities could be measured were 
discussed, such as the Westminster Council Guidelines, the Barcelona Principles and the 
Conclave Social Media Principles. Simple tools, such as Facebook or small website surveys, 
were highlighted as alternatives for those with limited budgets. These could be improved by 
including open questions so that respondents could provide feedback on how improvements 
could be made in future. Another point of discussion was the wealth of free information 
obtainable by simply searching for it online.  

There were audience questions as to what could be considered good or bad returns in funded 
campaigns on social media websites. The panel did not provide specific numbers on this topic, 
instead suggesting that the outcomes of such campaigns would often be short peaks in 
outreach rather than long-term consistent returns. Advertising consultancy firms were 
suggested as potential sources of data regarding the typical returns of funded social media 
campaigns.  

Wolfgang Petzold closed the session highlighting some of the key themes that had been 
developed throughout; setting clear KPIs/goals before launching campaigns, continual 
evaluation, working with budget constraints, regional specifics and targeting and focussing 
while maintaining a broad-based campaign. 


