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[s Your Corporate Communications Effective?

New Tools Can Provide Realtime Answers For Managers

n these hard times it is under-

standable that companies want to

find out if the dollars spent on

communications are effective.
But can you measure the
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Then divide $4.28 million by
$217.000, which is the cost of com-
munications and research. The result
is an impressive 1971 percent ROL
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cations impact on employvees and
customers.
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officer of eePulse in

nications with something
other than a seat-ofl-the-
pants metric?

Heport

.-\ll:-n]illl'i}.il{‘l'nl'i“llj_‘
to Angela D. Sinickas,
who specializes in helping

corporations  achieve
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employee issues, salis-
faction and productiv-

ity.
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tions outcomes are having
on our companies’ finan-

cial  success,”  said
Sinickas al a recent
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Sinickas gave this example of one
way lo measure communication’s ROI
}li“*l‘ll oan an i‘lll['l(l)l‘(’ .‘il]l‘\'l"_\ III.(“
revealed that 54 percent of the
I'l'.-lu:l'nlll'lll.-i ('rt'llilt'ii corporale com-
munications with a major role in
reaching their sales goal.

First, multiply the company’s
4 mil-
lion by 54 percent. Then to account

increased sales revenue of $

for two other possible major factors,
discount that number by 33 percent
l'”"l assume |'llll"llll"i"iltiU".H “l‘l'{'llit”
24.28 million.

for increased sales is
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Besides measuring the return on investment of your company’s
communications. other tools can be used to evaluate the
adequacy of the communications infrastructure, as well as hou
well stakeholder needs are met and the effectiveness of
communications channels and messages. Several of these are
available for a three-month trial at wiww.CommToolbox.com,
and free benchmarking is available online there for a year.

Other tools can be used to evaluate
the adequacy of the communications
infrastructure, as well as how well

stakeholder needs are mel and the

ions chan-
sveral of the
tools are available for a three-month

f'I‘I‘('(‘ll‘\'t‘lll‘.—i.‘i lhf COmma

nels and me

e
1ges.

trial at www.CommToolbox.com, and
free benchmarking is available online
there for a year.

Two Michigan companies —
cePulse and Foresee Results

are
among the U.S. leaders in developing
new tools to help companies inter-

ested in measuring their communi-

to colleet eritical infor-
mation.

“If you want to make
the right decisions and
resource allocations,
vou need a scientifically
proven methodology

that gets the voice of
the customer into the decision-
making process.” says Larry Freed,
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Results, which was founded in 2002

by Compuware and CFI Group.
ForeSee Results was hired by the
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improve its web site. As Forbes.com
Chiel Technieal Officer Michael
Smith explains it: “This helps make
produet development very customer-
And
that’s what it takes to [rl'ntlll:‘(' the
most powerful site for users and
advertisers.” W

—BY CINDY ORLANDI

aware ill’]ll l‘ilh'ﬂl’lh'r'l]I‘i\'t'!i.



