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The objective of this qualitative research is to create the evaluation framework and explain
indicators for corporate public relations websites. This research is conducted by the in-depth
interview 26 key informants, consist of public relations practitioner, web-master from, pubiic
relations agencies, academic expert in public relations, expert in information and communication
technology and website designers.

The research finds that evaluation framework for corporate public relations are concluded
in 2 dimensions which are statistic of website users and effectiveness on target groups.

The indicators for statistic of website users are separated in 4 portions which are
composed of visitor analysis, referrer website analysis, home page analysis, browser & operating
system (OS) analysis. This evaluation involves in the output evaluation which refers the efficiency
in case of media being.

The indicators for effectiveness on target group are 13 indicators such as Recall &
Retention, Comprehension, Satisfaction, Aftitude, Reiiabilit_y, Image, Interest of attendances in
case of online activities and other services on corporate website which appears on website of
own corporate or involving one either, Correlation of corporate website service users and target
which is appointed previously, Excellent corporation award, Website arrangement which is higher
than the other rival corporations and Searching the corporate website appearing on search
engine website (free payment) and Circulation analysis. This evaluation involves with the impact
evaluation of the receivers after they get the news of website which indicate the effectiveness of
public relations.

The public relations practitioner can evaluate corporate public relations website through

data tracking, frequency measurement and survey.





