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Without my bride, Braden, and my sons, Graham and Cameron, I would 
not be where I am tonight. Without them, this honor would not hold the 

same meaning.
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FOREWORD

The ability to think intelligently, strategically, and to adapt quickly becomes 
more critical in public relations every day with the accelerated pace of change, 
technological innovation, and competition. Recently, I saw a great meme that 
featured two cartoon characters struggling to pull a cart fitted with square 
blocks instead of round wheels up a hill. A person carrying a set of round wheels 
is following them, trying to convince them to use his wheels rather than their 
square blocks, but they both decline, saying “no thanks” and that they are “too 
busy.” Sometimes, I think this example represents how the public relations and 
communication industry treats data and the insights it derives from it.

In this book, Mark Weiner, a well-regarded and trusted leader in our field, 
offers much-needed guidance on how people can generate a positive return on 
their communication investment through technology, data, and insights. He 
makes the case by emphasizing that it’s better to “begin simply” than not to 
begin at all. The public relations industry needs to speak the language of the 
executives we’re asking for support, budget, and resources. But still, measure-
ment and evaluation remain challenging tasks for many in our profession.

A few years ago, I attended an industry conference for top executives in the 
public relations industry. One of the presenters, a well-regarded chief communi-
cations officer, discussed a “successful” event her team hosted for her company. 
When an attendee asked how they measured its success, the CCO replied, “We 
didn’t measure it. We’re just not there yet.” This CCO is not a rarity.

Mark makes a case with practical solutions for data-driven decision-
making that can be done on any budget. At the Institute for Public Relations, 
our tagline is “the science beneath the art of public relationsTM” and that is 
exactly the case Mark makes here to marry the science and the art. Data can 
help. What you can do with the data and how you can leverage insights to 
drive impact on the business is the holy grail. Many want to do it, but few 
actually find it. Mark’s book can change that so all companies can find that 
holy grail. PR can absolutely be quantified.

With the rapid pace of change, our profession must evolve so we don’t get 
left behind. Blockbuster could have been Redbox, and Yahoo! could have 
been Google. While this may be overly simplistic, we all can be better at 
harnessing the information accessible to us. As Mark Weiner states, “The 
absence of applied technology, data, and insights is a matter of ‘unwilling-
ness’ rather than ‘inability.’”
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And I’m not just talking about media data—that’s only one kernel on an 
ear of corn. We have a plethora of tools and techniques accessible to us that 
can help drive decision-making. Mark outlines how we can best collect data 
and choose the right analytical tools and techniques that harbor valid and 
meaningful insights, rather than contributing only to “success theater.”

Predictive analytics, big data and little data analyses, surveys, and stake-
holder tracking are just some of the measures that can be implemented and 
implemented well. We still have an opportunity to be innovative in measure-
ment, though. As Mark spotlights in his book, “Conventional thinking is the 
enemy of innovation and breakthrough results.”

Mark emphasizes that businesses demand that whatever can be auto-
mated will. This allows more time for us to be more proactive, thoughtful, 
and strategic. Throughout the book, Mark uses his expertise and optimism 
to offer practical ways for us to be smarter. The lessons he draws show us 
there’s no reason why we shouldn’t. And Mark is the best of the best to lead 
us on this journey. As a top leader in the PR industry with extensive experi-
ence, Mark offers his book as an indispensable guide to understand what we 
need to do to succeed to be smart, brave, strategic, and better leaders to help 
our companies be stronger and more successful.

Tina McCorkindale, PhD, APR 
President and CEO, Institute for PR
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PREFACE

Corporate communications and public relations face a defining moment. 
Technology, data, and insights now shape the day-to-day practice of many 
thousands of professional communicators. Now, more than ever before, the 
way we practice public relations reflects both the science and the art. The 
most important reason for this? Public relations needed to evolve in response 
to the business imperative everyone in business now faces: the need to 
deliver a quantifiable return on investment.

The good news: public relations delivers the most efficient returns on 
investment within the marketing and communications mix. We may not 
drive the highest sales volume, but we drive sales at an extraordinarily low 
cost. As such, the sales we deliver cost remarkably little when compared 
with advertising, price promotions, and other forms of marketing communi-
cation. Smart companies invest in PR for this reason. Smart CEOs recognize 
that the organizations they lead must listen to and interact with a much 
broader group of stakeholders. And the best chief communications officers 
recognize the growing importance of their ability to properly position the 
enterprise on rapidly emerging issues of extreme sensitivity. The status of 
public relations within this environment is primed for historic growth. 
Technology provides us with the data and insights we need to deliver posi-
tive business results and to represent the organization on matters that 
resonate beyond shareholders: environmental sustainability. Diversity and 
inclusion. Workplace environment. All within a heightened awareness of 
societal well-being, racism, sexism, and other extremely sensitive moral and 
ethical issues on which companies must take a position.

In Part One, we describe and explore the key elements shaping public 
relations today: technology, data, and insights. The three elements combine 
to deliver the return on investment that businesses demand. Note here that 
PR’s future will be a function of our ability to marry the best of technology 
with uniquely human attributes. Technology enables us to execute efficiently 
and consistently, but humans provide the interpretive analysis, actionable 
insights, and strategic guidance on which organizations depend. Technology 
may enable “real time,” but only human analysis and insights empower 
“right time” decision-making.

A01_WEIN0409_01_FM.indd   12 31-12-2020   17:50:26



PREFACE xiii

In Part Two, we show how communicators apply technology and talent 
in each phase of the public relations continuum. The continuum describes 
every communications effort: beginning with landscape analysis and 
proceeding through objectives setting, strategy development, and tactical 
execution, and ending with evaluation for continuous improvement, the 
public relations process is cyclical rather than linear and improves with 
every rotation.

After starting my career in the newspaper business with The New York 
Times and Tribute Media, I’ve worked in research-based public relations for 
35 years. I’ve worked in executive positions for organizations that provide 
research, analysis, evaluation, and insights. During my career, I’ve had the 
opportunity to counsel many of the world’s greatest organizations. Along 
the way, I’ve learned valuable lessons beyond what you’ll read in this book. 
Perhaps the most important lesson: learning is among the most difficult 
tasks we undertake. I’ve learned some lessons the hard way… perhaps that’s 
why they’re the most enduring. Here, I’m happy to share what I’ve learned 
in my career in communications analysis and research:

●● If you’re just getting started in data-informed communication and feel a 
bit overwhelmed by it, I suggest that you begin simply but simply begin. 
It’s as true in business as it is in life.

●● Being approximately right is better than being completely clueless.

●● If you find yourself in debates over whether “data” is a singular noun or 
plural, or if you argue over the advantages of a five-point scale versus a 
seven-point scale, you need to refocus on what really matters: accurate, 
data-driven insights that inform better decisions. Concentrate on that 
and you’ll succeed.

●● Life isn’t win or lose. I’ve led a more contented life by remembering that 
failure informs future success. As a business leader, I allowed for failure: 
rather than win/lose, business (and life) are win/learn propositions. It’s up 
to us to make the most of every opportunity.

●● Research and data bridge the gap between PR and business. Data is the 
language of business. Learn to speak the same language as the people 
who evaluate PR performance and who decide on PR budget allocation.

●● It’s true that PR enjoys the benefits of some amazing technology. Don’t 
forget that, nowadays, everyone has a PR tool. Everyone has PR data. 
Focus your attention on the best way to think about the data, and how to 
manage the tool. Despite advancements, human ingenuity, reasoning, and 
critical thinking cannot be replaced… not yet, anyway.
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When I began writing the book, I envisioned an intended audience comprised 
of professional communicators in corporations, agencies, government, and 
non-profits around the world. Public relations people will recognize some of 
what’s featured here, but the approaches we recommend may be new to all but 
a small minority. Of course, the CEOs or CMOs who fund PR and evaluate PR 
performance will also benefit. Every chapter ends with a list of questions every 
PR investment decision-maker should ask of their PR team. As a communica-
tions professional, you should be prepared to answer them, as well.

A friend once told me, “Dinosaurs would still be alive today if they could only 
predict the weather.” With this book in hand, you possess the tools and guidance 
you’ll need to tell which way the wind blows. The keys to success include tech-
nology, data, and insights, certainly. We also need an open mind to recognize and 
embrace the irreversible changes in our public relations landscape.
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