
Communications Measurement: 
In a Bull or Bear Market? 



AMEC World Media Intelligence and Insights Study 2016 

Moderator: David Rockland, Partner & CEO, Ketchum Global Research & Analytics 

 

Panel: 

Petra Mašínová, Global CEO, NEWTON Media Group 

Mazen Nahawi, CEO, CARMA 

Kevin Read, Executive Chairman and Partner - Corporate Brand, Digital,  
Consumer and Design, Bell Pottinger 

Jeremy Thompson, AMEC Chairman & Managing Director, Cision EMEA 



Purpose & Methodology 

Purpose: Understand the current health of the communications 
measurement industry. 

 

Methodology: Online survey completed by MD/CEO level participants. 
Invitations sent to all current AMEC members. 

• In total, 103 organisations qualified for inclusion in the 2016 survey. 

• Overall response rate of 80%. 

• Research was carried out between 4th April and 31st May 2016. 



I. Industry Growth: Optimism High But Waning 
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II. Measurement in PR Agencies Up 
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III. Investment in Innovation: 76% Say Increased 

1% 

23% 

45% 

31% 

Decreased

Stayed the Same

Increased Slightly

Increased Significantly



IV. Barcelona Principles Adoption Occurring 
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V. Social Media: Saturation Point Reached? 
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VI. The Role of AMEC: 
Education & Training, Framework and Networking 
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7. Copyright lobbying

6. Providing access to online resources

5. Faciliatating business partnerships between AMEC member organisations

4. Providing support for training and development in the profession

3. Supporting member networking through events such as the AMEC International
Summit and Measurement Month

2. Creating a new integrated industry framework

1. Educating the market about measurement
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