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Speaker 1:	Welcome to what is already the final chapter, topic six of this eLearning course on emergency risk communications, and in this chapter we will cover measurement and evaluation. I'll introduce you to the AMEC framework. This is a framework to measure communication activities organized and set up by the International Association for Measurement and Evaluation of Communication. And we'll do look at how to use that model to measure communication efforts, tactics and as execution.
	So the AMAC framework is built on very widely used logic models. It is underpinned by solid foundation of theory and testing in practice and adapted by strategic public communication professionals. It's really the best practice in communication evaluation and it draws on different theories and books such as The Handbook of Social Psychology and the communication persuasion matrix. These are references that you can find in the reference document of this course. If you want to do another deep dive in those theories about evaluation of communication.
	It's also a free online tool available in 20 languages. So you will be able to use this framework online for free to plan your measurement and evaluation aspects of your emergency risk communications plan.
	This is the framework. As you see, it's setup in different logical and chronological phases. We start with the definition of objectives in box number one. Then we will list the inputs in box number two. We will organize our communication activities in box number three and then the measurement starts.
	So from there on we look at outputs in box four, outtakes in five, outcomes in six, and the final impact that our communications has in box number seven.
	There is also a submit button on the online version so you can keep track of the different measurement and evaluation models that you've used. You can go back to them, download them and reuse them.
	Let's now go into detail in each and every single little box.
	We start of course with setting the objectives and we've seen that in the first chapter, the organizational objectives and the communication objective. So what did you really want to do and what are your objectives of your communication plan and there we go. Again, we're talking here about smart objectives. You would list those, both of them in the red box, box number one, so that you can keep them in mind when you do your evaluation work.
	In the second phase we look at target audience and input. So you will define your different audiences that you found out by doing the different mapping exercises that we've seen, and you will also include your information in the materials that you need to design and prepare your communication.
	In the third step you will list your activities, and activities can include the your formative research for instance to be undertaken. So surveys, focus group, we've seen those different approaches. You would include your planning including the SWOT analysis. You would list the design activities if you have to create materials and content or the writing and the production of your communication materials, the number of events that are going to run.
	All the communication activities should be listed here. And as you can see, there is also a place to organize them according to the PESTEL model that we've just seen in the previous chapter. So if you list, for instance, using social media channels or a social media campaign on Facebook, that would be put into the PESTEL model there as well. So you can keep track both within the framework of your activities and link them to the PESTEL model that we've seen.
	Then you would list the outputs, and that is the list of content, materials and activities that you've done, that you've distributed and to which your target audiences were exposed. So that could be advertising data that comes back, publicity information, your website, blogs, partnerships or supplements, social media, what skills do you need, are there potential partners that you can use, events health, how many attendees were at the events, how many mails have you sent, what was the audience reach? All these things you would put into outpost. This is really what are you putting out there as communication material? And again you can track them according to the PESTEL model.
	Next would be the outtakes and the outtakes are your target audiences initial responses and reactions to your communication. So you've communicated, and now what you want to do is track the reactions to your communication.
	So those are kind of interim steps towards your objectives, not necessarily achievements of your objectives, but the outtakes could include audience attention, for instance, unique visitors and views and click throughs or awareness. When you do a survey, do people recall your key messages? Understanding, have people understood what you communicate? None? Post-campaign survey data can help there. Interests and likings, so like, follow, shares, retweets and these things that are linked as measurement systems to your social media activities, engagement, return visits, people subscribing for updates, positive comments and goals to duration.
	And then there are the outcomes. The outcomes are really the effects that your communication had on your target audiences that completely aligned with your objectives. So throughout the communications plan, have we managed to increase knowledge, for instance. Again, you would measure that through surveys or interview data, quizzes and tests.
	Have we increased trust? Increased trust ratings again in surveys, preference, intention, attitude change. Have you really through the campaign, through our emergency risk communications campaign or planning process, have we seen an attitude change? Have we seen a behavioral change? Did people get vaccinated? Do they follow guidelines?
	Another objective could be advocacy. Do people endorse what you're doing?
	At the end, all these measurements that you've inputted into the framework would normally become a certain impact on what you wanted to do. So has the relationship improved? Have we reached our targets fundraising before or has that increased or did health campaigns increase vaccination levels?
	Maybe you had an organizational change in mind or a social change. Have we improved health and wellbeing? Increased the access to information for the communities we targeted?
	So that is really the end result at the end of your communication activities. And by combining all those, you would then have a full overview and I'm now going into the framework where I find some little tests.
	So this is how it looks online. You could log in and register for an account. If you register for an account, you can reuse it, and then you would start to fill in the different steps of the objectives, inputs, activities, outputs, outtakes and the outcomes. It's simply filling in the blanks.
	Of course, filling them in with the information that you've researched, the information that you've found described in your plan based on feedback from the community and all those different steps that we've looked at throughout the course. From segmentation to community outreach to key message development.
	And as you can see it is clicking on the box. It opens up, fill in the blanks with your information and then at the end you can submit it, which will then give you a saved version that you can distribute. You can also download it and it is available for free. The link will appear and will be also in the reference materials and it is available in many different languages as well, not only in English or French, so you can use it on almost a global scale on different projects if need be.
	Here is the link amecorg.Com. It has a manual. If you want to really go into all the details, it has different information in there or it even has a PowerPoint template that you can reuse if you want to work in a presentation format. And if you are register for an account you can create I think ten completed frameworks pages in there for maybe different aspects of your emergency risk communication plan.
	And this is really best practice today on how to measure and evaluate communications work. It has been accepted by all communication professionals and is now being used all over the world because this is really a step by step, very to use free framework which will allow you to exactly measure any, evaluate what you've been doing in the context of your emergency risk communications plan.
	I'll end with this quote from Maya Angelou. "There's a world of difference between truth and fact. Facts can obscure the truth.".
	It is crucial to insert measurement and evaluation from the start to the end and in all different aspects of your emergency risk communications planning phase, because that's how you can make sure it works, find out if it doesn't work and it will allow you to adapt to every single situation.
	I hope you enjoyed this eLearning course on strategic communications planning. Again, this was the Module A of the full course. There are two other courses to follow, but that information will also be available to you. Those are workshops and I hope you enjoyed discourse and that we can meet in person at one of the workshops.
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