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Major Objectives

 Increase moral courage (violence, hate speech, radicalization)

 Generate scientific findings

Method

 Communication campaign

 Various media (social media, website, video)

Our Task

 Assess the economic efficiency

The Project

“Security Communication via Online Social Networks – An Innovative Approach to 

Crime Prevention (PräDiSiKo)”



Project consumes resources

Public resources are scarce

Put resources to optimal use!

Project with greatest societal benefit

Societal benefit/consumption of resources

Why Economic Assessment?



• Whose perspective to take?

• Government, taxpayer or society?
Scope of Analysis

• Impact evaluation

• Causal effect
Program Effect

• Quantification of costs and benefits

• Inverse relationship
Monetary Costs and Benefits

• Costs and benefits are distributed over time

• Discount
Present Value and Profitability

• Fixed costs

• Variable costs
Distribution of Costs and

Benefits

• Check obustness of assumptions

• Effect of changed assumptions and influencing factors
Sensitivity Analysis

How to Assess Projects

Benefit-Cost-Analysis

Source: Own representation based on Thomsen (2016)
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Moral Courage

Without Campaign Campaign

Causal Effect
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Situation

Does the Project Work?

Impact Evaluation



Background 
Factors

Individual

Personality

Mood, Emotion

Values, 
Stereotypes

Genral Attitudes

Social

Education, Gender

Age

Income

Religion

Information

Knowledge

Media

Intervention

Normative Beliefs Percieved Norms Intention Behavior

How to Impact Behavior

The Reasoned Action Approach (RAA)

Control Beliefs

Behavioral Beliefs

Perceived
Behavioral Control

Attitudes Towards
Behavior

Actual Control

Skills

Environmental 
Factors

Source: Own representation based on Ajzen & Fishbein (2011)



Action

TargetContext

Time

What is Behavior?

Definition

Source: Own representation based on Fishbein (2008)



Brave 
Behavior

Anger and
Indignation

Enforce
Norms

Disregard
Social Costs

What Kind of Behavior Do We Want?

Definition Moral Courage

Source: Own representation based on Greitemeyer et al. (2007)



Moral Courage Helping Behavior

Moral/democratic values -

Potentially negative social

consequences

Usually positive consequences

Triadic social constellation Dyadic social constellation

Imbalance of power -

Eventually norm violation -

What Kind of Behavior do We Want?

Distinction From Related Concepts

Source: Own representation based on Gerhardinger (2016)



Detection

Attention

Time pressure

Interpretation

Pluralistic
ignorance

Attribution*

Severity of
wrongdoing*

Disinhibition*

Sense of
justice*

Accepting Responsibility

Moral values

Responsibility
diffusion*

Responsibility
denial*

Social support*

Intervention Skills

Self-confidence, 
knowledge, 
skills*

Self-efficacy

Decision

Adequate
competences

Anticipated
costs and
benefits of
(non-) 
intervening

What Kind of Behavior do We Want?

Decision-Making Process of Moral Courage

Source: Own representation based on Halmburger et al. (2016)
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Indicators

Direct

ExperimentSurvey

Indirect

Online

How to Measure Behavior

Systemization of Indicators



Online

Social Website Video

How to Measure Behavior

Systemization of Online Indicators



Attention Interest Desire Action

How to Measure Behavior

Systemization of Social Media Metrics



Attention/Awareness

Reach

Views

WOM Mentions

CPM

Interest/Consideration

Time spent with
content

Number of
interactions

Video view
completion rate

Use of
recommended apps
& reviews

Desire/Preference/Intention

Applause metrics

Engagement metrics

Lead generation
metrics

Action/Purchase

Conversion

Sign-up for
newsletter or training

How to Measure Behavior

Systemization of Social Media Metrics

Source: Own representation based on Tuten & Solomon (2017)



Awareness

• Public awareness
of the campaign

• Impression metrics

• Reach metrics

• Demography

Intention

• Best predictor of
actual behavior

• Applause metrics

• Engagement 
metrics

How to Measure Behavior

Systemization of Social Media Metrics



Impressions

 Gross number of opportunities to see (OTS) an item

 Regardless of frequency of display, method of accessing the item, or audience 

duplication

Reach

 Total number of unique individuals who had the opportunity to see an item

 Aims to eliminate repeated serving and audience duplication

Demography

 Demographic data of recipients

 Shows if campaign reached the intented target audience

How to Measure Behavior

Awareness



Definition Engagement

 User interactions with campaign content, social media accounts, websites or 

campaigners

 Quantity and quality of interaction

 Categorized by intensity of interaction

How to Measure Behavior

Engagement



Dimension of

Engagement

Description Metrics

Involvement The presence of a person at each social

touch point

Page or profile visits; content views

Interaction The actions people take while present at 

the social touch point

Likes, shares, completion rates; average time spent per interaction; 

comments; downloads

Intimacy The affection or aversion a person holds 

for the brand

Sentiment, complaints posted in social channels, compliments posted, 

contribution quality, emotion expressed in UGC, brand perception, brand 

attitudes

Influence The likelihood that a person will advocate 

for the brand

Quantity, frequency, and score of reviews and ratings; number of 

recommendations in social word-of-mouth communication and impressions 

reached due to influencer network size; referrals

How to Measure Behavior

Engagement (2)

Source: Own representation based on Tuten & Solomon (2017)



Key 

Performance 

Indicator

Definition Metrics

ESM BFF Earned social media brand fan following; 

Number of people that follow the fan page

Number of likes (FB); Number of followers (Twitter); Number of subscribers

(YouTube)

ESM 

Engagement 

Volume

Earned Social Media Engagement Volume; 

Content that is created beyond the control

of the campaign

Number of PTAT (FB); Number of retweets (Twitter); Number of views (YouTube)

OSM Owned Social Media; Content and pages

under control of the campaign

Number of own posts (FB); Number of on tweets (Twitter); Number of replies to

user questions; Number of own retweets (Twitter)

Negative

Valenz (ESM)

Negative affective relation between user

and campaign

Number of negative posts with respect to the campaign

Positive Valenz 

(ESM)

Positive affective relation between user

and campaign

Number of positive posts with respect to the campaign

How to Measure Behavior

Engagement (3)

Source: Own representation based on Colicev et al. (2018)



Views

 Facebook: Video played more than 3 seconds

 Instagram: Video played more than 3 seconds

 Twitter: Video on whole screen for more than 3 seconds

 YouTube: Video played more than 30 seconds

Audience retention

 Amount of time viewers spend playing the video

 Absolute time or percentage of the length of the video

 Shows how interesting and engaging the content of video is for users

How to Measure Behavior

Video-Specific Engagement



Absolute Audience Retention

 Number of viewers who continue watching to a certain point

 Which part of the video is the most engaging?

 How often was each part of the video played?

Relative Zuschauerbindung

 Number of viewers who continue watching to a certain point compared to

similar videos

 Audience retention compared to similar videos

How to Measure Behavior

Video-Specific Engagement (2)



Clickthrough rate

 Share of users that click the content

Cost per click (CPC)

 Costs per click on an ad banner (or post)

Cost per engagement (CPE)

 Costs per engagement (Like, Share etc.)

Cost per view (CPV)

 Costs per video play

Cost per action (CPA)

 Costs per specified action

 E.g. completion of a contact form, subscription of a newsletter etc.

How to Measure Campaign Performance

Compensation Methods in Online Advertising



Soziale 
Netzwerke

AdWords
Organische 

Suche
E-Mail Direkt

How to Relate Online Behavior to Moral Courage

Attribution Modeling

Last nondirect clickLast AdWords click

First click Last click



 Economic analysis supports optimal use of resources

 Impact evaluation shows whether the campaign works

 This requires clear definition of the intended behavior

 Traditionally, we measure moral courage using surveys and experiments

 We suggest using online metrics in addition

 Data-driven attribution modelling helps to relate online behavior to moral

courage

Conclusions
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Thank you for your attention.
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