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About Echo Research

22-year track record in communication and reputation research globally - stakeholder
evaluation and reputation measurement, media content analysis and social media

tracking:

200 staff + analysts

Offices in London, Paris,

New York, Singapore

Members of
UN Global Compact

Echo has supported 500+ clients (full list on next slide), including:
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Reputtion analysts
22 years in business globally
200 staff and analysts in 33 languages
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ABOUT ECHO RESEARCH

A Winner of more than 80 research industry awards,
including the top measurement award for research and
evaluation in 2010 from the European Association of
Communication Directors.

A Extensive thought leadership in communications research
and reputation including articles and White Papers on
social media analysis, CSR research, leadership,
reputation, other..
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Retaining a central role as
your members' primary
source of

A. specialised knowledge
B. business opportunities
C. professional services
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Cruci al rst step S res

delver discover what your
assoclation's members really,
really want.

Embark on a
scientific voyage
of discovery
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Because research optimises budget use (ROI)

Minimisation of wastage from wrong focus in for example
a communications campaign:

AWrong channels chosen to send messages.

AClash between messages and expectations, SO
messages fall on stony ground.

ATone of voice or format arewrong-iwat er
duckos backo. :

AConflicting messages from different parts of your
organisation.

ASome key stakeholder groups missed out.

Cost penalty hits membersdé subs: <co
team's salaries, overheads, campaign budgets.
This is the OPPORTUNITY COST of not doing

research. eChO
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The cost of getting it wrong

RESOURCE WASTED 1:

RESOURCE WASTED 2:
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Research enables Associations to:

1. understand and plan

2 . m eaS U re | ;-#f-‘*;i"
Aintang

eg reputation \ ~

3. demonstrate
Impact of actions
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Rating the intangibles

Your experience of Frankfurt so far?

How likely are you to recommend to a colleague or friend?

Detractors Paasives Promoters

o 1 2 3 4 5 6 7 8 9 10
'

' ' J ) ' ' 1 ' J '

Not at all Neutral Extromely
likely likely

ﬂ xs % of PROMOTERS S % of DETRACTORS
o (9s and 10s) (0 through 6)
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Research also enables Associations to get:

AREGULAR INDUSTRY INSIGHT: on trends, issues and influencers
In media and social media, thereby adding value to their
membership

AEVALUATION: impact of programmes and thought leadership

ABENCHMARKS: perspectives to support better proactivity,
messaging and outreach

ASUPPORT FOR BUSINESS PLANS: surveying member and
stakeholder perceptions.

Gat her the 6dechoesd for a
members, stakeholders and influencers,
Including social media
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~ Some handy research models
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Reputation research model - linear

COMMS

THEORGANISATION PRETESTING  _, | messages sent by

;{[?ggz'issbjecwes’ Testing before launch organisation
OUTPUT
Messages received
by audience
Feedback Media analysis
. link Stakeholder research
OUTCOME 1
Audience choices/ behaviours
3rd party endorsement OUTTAKE / IMPACT
Buying — i .
Voting Audience perceptions
Stakeholderresearch
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Reputation research model: relational

Identity Image Influence

AUnderstanding how A Determining the A Analysing the
leaders of the client image and influence of third
pmei;‘;?é"ne ISt'[SrF:l/tlzlon, reputation of the parties (the

’ 9y client among its media, Web 2.0)

objectives and : S
initiatives and how stakeholders. In positioning

it positions itself in the client to
its own outbound stakeholders
communications =

YOU AND YOUR

ASSOCIATION

COLLEAGUES
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Reputation research model: triangulation

AAsk leadership team
AAnalyse comms output

|dentity

Analyse
Anew media
Atraditional
media

Understanding
of perceptions

Ask
Aopinion formers
Atarget audiences /

|mage/

Reputation
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A glance into the toolbox for

techni gues and

GLOBAL RESEARCH PROTECTING BRANDS AND REPUTATION
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Stakeholders - varying expectations

And if
we or e s
Iected..
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More jobs!.




Stakeholder maps i where influencers sit

Communities

1 site

Partners
4

Trade unions
& professional

bodies
2

Employees
5750

Suppliers

/\ 50
’ \

Potential | [

Employees
??

Analysts '
5 sector

NGOs
2 global
5 local

Now do a quick SG map for your own stakeholders



Techniques

Tells us ‘what’

M - ot

Tells us
‘how many’

-




Focus group projective
exercise. Choose one of these

pictures and say how it reminds
you of your Association




Public affairs research: sentiment in the
corridors of power

AWhen legislation and regulation
loom, who are your allies and
opponents in Parliament, on Special
Committees, in the political media,
onlaw€ma ker s bl ogs?
their views affect your industry?
The evaluation of public affairs
relationships frames your
communication with the legislative
community.
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Change management research: Resetting
the compass

AWhen radical change comes to an
organisation, communication must
change with it. Given new
leadership, what are the effects on
brand and reputation? After an
M&A, what are the
expectations? How can they be
met? Research gives useful
guidance on changes in direction.
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Crisis research: The impact of the
unexpected

AHow effectively are you handling a
crisis in terms of Best Practice?
What do critics online and offline
say, demand, expect? How well are
they and neutrals and well-wishers
picking up your communications?
Responding to a crisis as well as
measuring its influence on opinion
verges on the impossible. Crisis
research frees you up to focus on
the essentials.

*x
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Staff surveys: Are your best ambassadors
fully on board?

How well do teams understand your
mission, vision and values?

Crucially, how do they live them?

Do they recognise right and wrong
team behaviours? Where is the
nsweet spoto bet w
aspirationsandtheor gani fat
Employee research points the way.
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