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Summary 
In this UK White Paper, we look at analysis best practice in PR and how you can 
use it to make your comms and earned media initiatives more effective.  
First published in the run up to the AMEC (Association for the Measurement and 
Evaluation of Communication) Measurement Summit 
(http://amecglobalsummit.org/) in Bangkok, as the event made its debut in Asia 
on 17 May, 2017, this White Paper shows why analysis in PR and communications 
is important, how you can implement it, and - with an AMEC award winning case 
study of work with Slimming World - it shows you how to use analysis to prove 
your campaign successes and ROI.  
This White Paper is an updated version of Gorkana’s White Paper on Analysis Best 
Practice and the key to proving PR success, which was first published in 2016.
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Measurement is crucial if you want to prove PR and communications success. However, 
it is clear that not enough businesses and brands are benefiting from analysis and 
measurement of their PR and comms initiatives and many don’t see the relevance to 
themselves and their organisation.
 
Even if they hear the message that they should measure PR activity, they don’t always 
know how they should go about it. Most importantly, they don’t know how they can 
benefit from it.
  
In this White Paper, we will explore exactly what analysis and measurement means in PR 
and comms, how to implement a measurement programme and what benefits you 
should look for, and expect, from doing so. In order to do this a business needs to 
understand where it wants to get to.
  
To build an effective analysis programme you need to be very clear about your objectives 
and be careful to build the measurement framework and programme around these 
objectives. However, there is assistance in doing this. In 2010 the PR measurement body, 
AMEC declared a set of seven principles at the international measurement summit in 
Barcelona.
  
These ‘Barcelona Principles’ (see box, page 05) were updated and relaunched during 
measurement month at the end of 2015.  

However, as the theme for the 2017 AMEC Summit – which took place in Bangkok, 
Thailand – reminds us, we are in an ‘Age of Change’.
 
Yet, while much has changed in the media landscape and marketing communications in 
the last five years, the importance of measurement and goal setting is still seen is the 
number one principle by AMEC’s membership.
  
As a whole, the Barcelona Principles summarise industry best practice and so this White 
Paper will take an in-depth look at them and show what they mean, in practice, and how 
they might help you set up a measurement programme.
  
Disruption may be a constant, as AMEC suggests, so those in communications and 
earned media need to keep an open mind about change and about emerging trends 
and opportunities. 
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Why measurement and 
analysis is important in a
changing world
Not only is media fragmenting as technology allows people to create more platforms, 
businesses and content, but people are consuming more media too.  
According to data from eMarketeer, in the US, the average person now spends 10 hours 
a day in front of a screen. 
 
Unsurprisingly, mobile devices - phones and tablets - drive this growth.  
According to OFCOM, it is a similar story in the UK. Its research suggests a typical person 
spends half of their waking time on media and communications activity.  
Naturally, changes in media consumption affect the balance of marketing 
communications. People are becoming less tolerant of advertising, perceiving it as 
intrusive.  

Ad avoidance is seen as a significant challenge in the advertising industry – people can 
fast forward through ads on their set top boxes, skip YouTube ads and use ad-blocking 
software. On one hand, this creates opportunity for PRs and comms professionals as 
they can drive ‘earned’ rather than ‘paid’ media content. Often, it is the earned media 
content, the editorial, that people want to read and watch.  

However, budgets will only go from paid-for media towards earned media if PRs and 
communicators can prove to the marketing budget holders that it is more effective and 
gets business results.
  
Also, the increasing influence of earned media is a double edged sword – it can promote 
brands and enhance reputation but it has the ability to destroy it as well. It can do it far 
and it can do it fast. Digital media doesn’t respect national borders so a media crisis can 
travel around the world in a matter of hours. CEOs are becoming increasingly aware of 
the power of the media to destroy reputations – not only of their organisation but 
themselves as well. 
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How to make analysis 
work for you
It is important for communications teams to have data to support decision making at 
a senior level. However, there can be issues with accessing and interpreting this 
data, as Gorkana’s survey around the 2015 AMEC summit shows. 

Gorkana surveyed 587 PRs ahead of the summit. The survey asked: “what are the 
barriers to you adopting analysis?”. The three main barriers were cost, resource and 
complexity. 
 
Cost and resource are the really the same thing – a reluctance to invest. Often, 
when people think they have limited resources they want to concentrate all of this 
resource on doing the activity. The irony of course is that the best way to make the 
activity as effective as possible and to make the argument for more budget and 
resource, is to sacrifice a proportion of the budget and resource towards 
measurement rather than doing. 
 
This is what the American statistician W Edwards Deming, the father of the business 
‘quality’ movement and the man who did most to kick start the post-WWII Japanese 
economic miracle suggested with his PDCA cycle (Plan Do Check Act). 

By earmarking time for planning and measurement – the checking – and acting on 
the learnings you maximise the effectiveness of the ‘do’. 

But what about ‘complexity’. There is a perception that analysis is confusing and 
complicated, but it doesn’t need to be.

We are trying to understand the aggregated effects of thousands of individuals 
being exposed to thousands of words and pictures across many channels of media. 
Rather than overcomplicating something that is already complicated, we need to 
simplify it. A useful analogy is a map - a simplified way of viewing the terrain that 
helps you plot a route, so that you can get where you want to go.

This introduces a fundamental point about effective analysis. Analysis is often used 
as a retrospective exercise but, for analysis to be truly effective, it needs to generate 
insight that can be fed into the planning process. It should help us understand how 
we can be more effective over time. But this is only useful if we know where we want 
to go in the first place, which is why linking measurement to our overall goals is so 
important.
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Measurement best practice - 
The Barcelona Principles 2.0

Principle 1:

From (2010): 
Importance of Goal Setting and 
Measurement

To (2015):
Goal Setting and Measurement are 
Fundamental to Communication and 
Public Relations

While the Barcelona Principles were 
intended to provide a foundation for 
PR programs, the updated Principles 
recognise that they can also be 
applied to the larger communication 
function of any organisation, 
government, company or brand 
globally. In fact, measurement, 
evaluation and goal-setting should be 
holistic across media and paid, 
earned, owned and shared channels.

Principle 3:

From:
The Effect on Business Results Can 
and Should Be Measured Where 
Possible

To:
The Effect on Organisational 
Performance Can and Should Be 
Measured Where Possible

The updated Principle emphasises that 
communications impact more than just 
business results; rather communications can 
impact the overall performance of an 
organisation. To do this, organisations must 
have, and practitioners must understand, 
integrated marketing and communication 
models. The PR channel does not exist in a 
silo, nor should PR measures.

Principle 2:

From: 
Measuring the Effect on Outcomes is 
Preferred to Measuring Outputs

To: 
Measuring Communication Outcomes 
is Recommended Versus Only 
Measuring Outputs

The updated Principle is more 
encompassing of the role of 
qualitative methods. While the original 
Principle stated quantitative methods 
of measuring outcomes were “often 
preferable,” the updated Principle 
recognises that the use of qualitative 
methods (along with quantitative) 
should be used as appropriate. The 
updated Principle also specifically calls 
out advocacy as an outcome that can 
(and should) be measured.

Published originally in 2010, and updated in 2015, there are seven Barcelona 
Principles. The Barcelona Principles 2.0 are:
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Principle 4:

From: 
Media Measurement Requires 
Quantity and Quality

To: 
Measurement and Evaluation Require 
Both Qualitative and Quantitative 
Methods

The updated Principle recognises that 
qualitative measures are often 
needed in order to explain “the why” 
behind the quantitative outcomes. In 
addition, the updated Principle 
reminds practitioners that to be truly 
objective, we need focus on 
measuring performance (be it 
positive, negative or neutral), and 
avoid making assumptions that 
results will always be positive or 
“successful.”

Principle 5:

From: 
AVEs are not the Value of Public 
Relations

To: 
AVEs are not the Value of 
Communications

The updated Principle continues to 
underline that Advertising Value 
Equivalents (AVEs) measure the cost of 
media space or time and do not 
measure the value of PR or 
communication, media content, 
earned media, etc.

Principle 6:

From: 
Social Media Can and Should be 
Measured

To: 
Social Media Can and Should be 
Measured Consistently with Other 
Media Channels

The updated Principle recognises that 
social media measurement tools have 
evolved to a point where there is 
greater potential for consistent 
measurement on engagement, along 
with quantity and quality.

Principle 7:

From:
Transparency and Replicability are 
Paramount to Sound Measurement

To: 
Measurement and Evaluation Should 
be Transparent, Consistent and Valid

In the spirit of integrity, honesty and 
openness, the updated Principle 
includes more specific guidance valid 
quantitative and qualitative methods 
in an effort to ensure quantitative 
methods are reliable and replicable 
and qualitative methods are 
trustworthy.

Analysis best practice and earned media measurement
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Gorkana’s measurement 
framework 
At Gorkana and Cision we use a measurement framework, or process, to design 
measurement programmes for clients and ensure that it is built around their individual 
objectives and goals.
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∙ Strategic objectives

∙ Communication objectives ∙ Benchmarking

∙ Target audiences

Objectives

∙ Target media & influencers

∙ Campaigns
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∙ Events

Activity

Outcomes
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∙ Website analytics

∙ Social media engagement

∙ Customer retention
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∙ Qualitative metrics
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1. Objectives:

First step is to understand the overall objectives of the organisation and how 
the team’s communications objectives support these organisation objectives.  

If your team has spent time building a strategic communications plan, this is 
where you want to start. As part of this we should ask who are our target 
audiences and what do they think about us?

2. Activity:

      What does the PR plan look like over the coming year? 
      What campaigns are being planned? 
      What events, press releases, interviews and content are going 
      to be produced?  
      In addition, what are the specific media channels and key influencers 
      we want to target in order to reach our target audiences?
 

3. Outputs:

These are the metrics measuring earned media coverage generated as a 
result of our communications activity. This is what most measurement activity 
tends to focus on, but it is really important that the right output metrics are 
chosen carefully.  

Gorkana usually recommends a balance of three types of output metrics to 
establish a balanced view: quantitative, qualitative and targeting. 
Unfortunately, there can be a tendency to lean on basic quantitative metrics, 
such as overall volume of coverage, impressions or, even, an AVE ( advertising 
value equivalent). 

But, in isolation, big numbers can be meaningless. For instance, a brand may 
have a lot of coverage. But what if that coverage was negative? Or off 
message? Or only featured the brand in a passing mention?  It is important to 
balance the quantity of coverage with measures that reflect the quality.

For instance, you may have generated a lot of coverage that said all the right 
things but if this coverage appeared in publications not read by your target 
audience then it won’t have had much effect.  So, it’s important to have a third 
category of metrics that indicate whether the media outputs have targeted our 
key audiences.

Analysis best practice and earned media measurement
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4. Outcomes:

The final element of the framework is audience and organisation outcomes.  
What has been the effect of our target audiences – have we increased 
awareness; are people engaging with the brand; have we changed 
perceptions and behaviour.  Following on from this, what has been the effect 
on our organisation – have we achieved our overall objectives, such as 
increasing sales?

The answers show whether objectives have been achieved and will offer 
insights on what can be done to improve things next time.

Good examples of how outcomes show effectiveness include the case study for 
the AMEC award-winning Stroke Association’s Action on Stroke month 
campaign (see Gorkana.com) and the National Health Service Blood 
Transfusion (NHSBT) Missing Type campaign.

For the latter, a key objective was to recruit 40,000 new donors in a month with 
a particular focus on raising awareness among young people and minority 
ethnic  groups. The campaign aimed to raise public awareness of the decline 
in donor numbers.

The campaign stimulated mainstream and social media activity by removing 
the letters representing the blood types ‘A’, ‘O’ and ‘B’ from recognisable 
names places and brands. Examples included the Odeon Leceister Square, 
Waterstones in Trafalgar Square and the street sign on Downing Street. In 
addition, NHSBT issued a series of press releases conveying hard hitting facts 
about blood donation and promoted a number of patient stories.

When it came to measuring the media outputs, there was a balance of 
quantitative, qualitative and targeting metrics. 

Quantitative metrics includes volumes and overall reach. Qualitative metrics 
focused on message delivery, use of spokespeople, calls to action. And 
targeting metrics included key influencers including supporting partner 
organizations such as Nandos, McDonald‘s, Transport for London and the Met 
Office and the reach of coverage to the key audiences.

Outcomes were measured through social media engagement; responses to 
call to actions including web site visitors, call centre calls and specific activity on 
NHSBT’s YouTube channel and Facebook page; and the most important metric - 
the numbers of donors, particularly of young people and from minority ethnic 
groups.
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Process and priorities
Measurement for measurement’s sake can often be counterproductive. For instance, 
many targets set by government departments have ended up diverting attention 
away from the intended result.
 
For instance, the NHS in the UK sets targets for ambulance waiting times. Once, the 
target was set at eight minutes for an ambulance to reach the destination of an 
emergency call. If an ambulance arrived in than eight minutes it was seen as success 
and if it arrived after eight minutes it was seen as failure.

This arbitrary hard line between success and failure led to strange behaviours. 
Ambulance drivers would take unnecessary risks to get to the destination in seven 
minutes 50 seconds or give up as having failed if they took eight minutes and 10 
seconds.

In many cases it also led to people doctoring the data in order to make it look like they hit 
the target. Administrators had taken their eyes off what really mattered – whether lives 
were being saved.

The challenge is that measurement on its own is useless without understanding where 
you actually want to go.
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How to apply the Barcelona 
Principles to the ‘real’ world
The original Barcelona Principles (see box page 06) were updated and relaunched during 
measurement month in September 2015 to reflect the changes to both the media 
landscape and communication practice over the five years since they were originally 
launched.

However, the starting principle is still how important goal setting and measurement are 
to communication, and that how you measure should be linked to your goals.

It is important to get the right balance of metrics, rather than relying on one overall 
metric, that matters. Your analysis should be based around a dashboard of the right 
quantitative and qualitative metrics chosen to get you where you need to go.

One of the big changes over the past five years is the increased integration across media 
channels – from PR to advertising to content generation across owned and shared 
platforms. Digital and social media has enabled much of this evolution and has 
introduced many more ways of recording data. But one of the challenges is that despite 
this integration, measurement often remains siloed, with inconsistent and often opaque 
metrics that don’t seem to relate to each other. A new and important principle is the 
importance of consistency of measurement across media channels. And to support this it 
is important for measurement to be ‘consistent, transparent and valid’.

But what is ‘valid’? This should be dictated by what our overall objectives are.
Most PR and earned media communication is about stimulating media coverage: as 
referred to in the Gorkana framework, there are outputs that affect audience perceptions, 
attitudes and behaviour, or, as referred to in the framework, the outcomes.

Analysis best practice and earned media measurement
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Case Study: 
Slimming World

Effectiveness of Assignment 

Media coverage increased 
significantly in volume and quality 
during the campaign period.  In 
total there were 607 articles for the 
six weeks after the launch 
compared to 166 for the six weeks 
before. 58% of coverage delivered a 
key message and the vast majority 
was positive in tone.   
 
By looking at media coverage in 
combination with website analytics, it was 
possible to show the effect of different 
phases of the campaign and to understand 
how specific pieces of coverage drove 
engagement with the site. 
 
Coverage related to the ‘Dream Weight’ 
campaign peaked on 29 December. 
National print titles were the top media type 
to feature the campaign, with high 
readership publications including The Sun, 
The Daily Mail, The Daily Telegraph and The 
Times discussing the Slimming World study 
in strongly favourable tones.  
 
Coverage for ‘Mr Sleek 2017’ reached a peak 
on January 10, the story’s launch date. This 
was driven by winner Liam Smith’s 
weight-loss journey, discussed in 
high-profile titles such as Mail Online and BT 
Online. This content reached 31% of UK men.  
 
High-readership titles such as Mail Online 
and ITV News, read by 17% and 8% of the 
UK adult population, reported on ‘Miss Slinky 
2017’ Jennifer Ginley’s account of her 
weight-loss journey, with the story reaching 
34% of UK women. This generated 7,451 
web sessions, achieving a conversion rate to 
the group search page of 0.81%. The story 
was also picked up in the US by media 

Execution/Implementation 

Cision’s analysis model uses human 
analysts to code print, online and broadcast 
coverage for sentiment and relevant 
metrics, including the presence of 
campaigns, messages, spokespeople and 
impact measures. Coverage was measured 
in the six-week period prior to the 
campaign, and in the six-week period 
following the launch of the ‘Dream Weight’ 
campaign on 29 December 2016.  
 
To understand the audience response, 
Cision ran additional surveys with market 
research company USurv.  These asked 
specific questions relating to Slimming 
World, its reputation, and people’s 
propensity to use Slimming World for weight 
loss instead of other methods.  
 
An initial survey, based on a representative 
sample of 1,000 people, was strategically 
run on December 16 2016, just ahead of a 
surge in proactive PR activity for the 
Christmas and January period.  
 
This was compared with results from a 
second survey, which was run on January 
27 2017, to explore changes in perception 
over the six-week period. Target audiences 
included total respondents, males and 
females, specific income levels and age 
groups.  
 
Finally, Cision and Slimming World used 
website analytics to measure how the 
campaign and media engagement activities 
resulted in an increase in website visits and 
sign-ups.  Website analytics were used at 
both a macro level, to understand overall 
changes in activity, and a micro level, to 
understand specific online journeys for 
individuals as they read online content, 
visited the website and searched for their 
nearest Slimming World group – often the 
last step before joining.
  

Analysis best practice and earned media measurement
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Cision worked with Slimming World to 
develop an integrated evaluation framework 
to align activity with the overall objectives of 
the campaign, to establish how to measure 
the resulting media coverage and to gauge 
how this affected their target audiences. 
 
The PR team used a study from the Slimming 
World in-house research team, published in 
the Journal of Human Nutrition and Dietetics, 
which showed that people who set more 
ambitious weight-loss targets lose more 
weight than those who set more modest 
targets. The findings of this research were 
incorporated into its ‘Dream Weight’ 
campaign, which launched on 29 December 
2016 and targeted national, regional and 
local media.  
 
The campaign was supported with real-life 
case studies of weight-loss success stories 
and social media activity, and followed by 
further PR and consumer-focused 
campaigns including the announcement of 
Slimming World’s ‘Mr Sleek 2017’ on 10 
January 2017 and ‘Miss Slinky 2017’ on 24 
January 2017, additional slimming success 
stories, expert tips articles, healthy recipes 
and eating plans, and reader offers.

Slimming World’s objectives are to ensure 
every member – 900,000 members attend 
16,000 Slimming World groups across the 
UK and Ireland – achieves their own dream, 
and for the organisation to become the 
world’s leading authority in weight 
management. Aligned with that mission, the 
PR team’s objectives are to inspire people to 
want to achieve their dream weight with 
Slimming World and to position Slimming 
World as a leading authority in weight 
management. With competition from a 
range of weight management 
organisations, it is important for the team to 
convey Slimming World’s unique approach, 
as well as demonstrating evidence of its 
effectiveness.
  
Success for the team meant an increase in 
awareness of Slimming World and the 
positive reputation of the brand, an increase 
in consideration of Slimming World for 
people who want to lose weight, and more 
people engaging with Slimming World, 
including visiting the website or joining a 
Slimming World group or the online 
programme.  

Strategy 

Slimming World embarked on a 
multi-faceted campaign for January 2017, 
aimed at demonstrating its effectiveness at 
helping people to successfully achieve their 
dream weight.  

including People.com, Inside Edition and 
Aol.com, which all drove traffic to the 
Slimming World US website with 
People.com the top referring site on January 
27.  
 
Meanwhile, menu plans and recipe extracts 
appeared in newspapers including the Daily 
Mirror and Daily Record and consumer 
magazines such as Woman, Woman’s Own 
and Bella. All of these were accompanied 
by offers for free membership. 

Highlights 

Jenny Caven, Head of External Affairs at 
Slimming World, said:  
 
“January is crucial for us. It’s a time when 
many people pledge to lose weight and, in 
a highly competitive market, breaking 
through the noise to make Slimming World 
the weight-loss method of choice is both a 
challenge and an opportunity.  By 
measuring changes in brand recognition 
and reputation, tracking website visits and 
sign-ups, and linking this to media analysis 
that shows reach, tone and quality, we are 
able to understand how our messaging is 
resonating, who we influencing and the 
impact of our communications.”   

Summary  

Cision worked with Slimming World to integrate a variety of measurement and 
research techniques to measure the efficacy of its ‘New Year’ campaign at the end 
of 2016. It was able to show how PR activity resulted in an increase in the quantity 
and quality of media coverage, increased awareness and understanding of the 
brand, generated positive associations and increased propensity to use Slimming 
World, especially among men. The activity contributed to driving traffic to Slimming 
World’s website and boosted membership.

Objective / Brief 

Slimming World’s over-arching aim is to support people – women, men and families 
at all life stages – who want to lose weight, with a particular emphasis on helping 
people to improve their self-esteem and confidence as well as shed the physical 
burden of excess weight. 

Obesity has become one of the most significant health issues in recent years. 
According to government data, 68% of men and 58% of women in the UK are now 
either overweight or obese. As Public Health England reports: “Obesity is associated 
with a range of health problems including Type 2 diabetes, cardiovascular disease 
and cancer. The resulting NHS costs attributable to an overweight society and 
obesity are projected to reach £9.7 billion by 2050, with wider costs to society 
estimated to reach £49.9 billion per year. These factors combine to make the 
prevention of obesity a major public health challenge."
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impact measures. Coverage was measured 
in the six-week period prior to the 
campaign, and in the six-week period 
following the launch of the ‘Dream Weight’ 
campaign on 29 December 2016.  
 
To understand the audience response, 
Cision ran additional surveys with market 
research company USurv.  These asked 
specific questions relating to Slimming 
World, its reputation, and people’s 
propensity to use Slimming World for weight 
loss instead of other methods.  
 
An initial survey, based on a representative 
sample of 1,000 people, was strategically 
run on December 16 2016, just ahead of a 
surge in proactive PR activity for the 
Christmas and January period.  
 
This was compared with results from a 
second survey, which was run on January 
27 2017, to explore changes in perception 
over the six-week period. Target audiences 
included total respondents, males and 
females, specific income levels and age 
groups.  
 
Finally, Cision and Slimming World used 
website analytics to measure how the 
campaign and media engagement activities 
resulted in an increase in website visits and 
sign-ups.  Website analytics were used at 
both a macro level, to understand overall 
changes in activity, and a micro level, to 
understand specific online journeys for 
individuals as they read online content, 
visited the website and searched for their 
nearest Slimming World group – often the 
last step before joining.
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the campaign, to establish how to measure 
the resulting media coverage and to gauge 
how this affected their target audiences. 
 
The PR team used a study from the Slimming 
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which showed that people who set more 
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including visiting the website or joining a 
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including People.com, Inside Edition and 
Aol.com, which all drove traffic to the 
Slimming World US website with 
People.com the top referring site on January 
27.  
 
Meanwhile, menu plans and recipe extracts 
appeared in newspapers including the Daily 
Mirror and Daily Record and consumer 
magazines such as Woman, Woman’s Own 
and Bella. All of these were accompanied 
by offers for free membership. 

Highlights 

Jenny Caven, Head of External Affairs at 
Slimming World, said:  
 
“January is crucial for us. It’s a time when 
many people pledge to lose weight and, in 
a highly competitive market, breaking 
through the noise to make Slimming World 
the weight-loss method of choice is both a 
challenge and an opportunity.  By 
measuring changes in brand recognition 
and reputation, tracking website visits and 
sign-ups, and linking this to media analysis 
that shows reach, tone and quality, we are 
able to understand how our messaging is 
resonating, who we influencing and the 
impact of our communications.”   

Summary  

Cision worked with Slimming World to integrate a variety of measurement and 
research techniques to measure the efficacy of its ‘New Year’ campaign at the end 
of 2016. It was able to show how PR activity resulted in an increase in the quantity 
and quality of media coverage, increased awareness and understanding of the 
brand, generated positive associations and increased propensity to use Slimming 
World, especially among men. The activity contributed to driving traffic to Slimming 
World’s website and boosted membership.

Objective / Brief 

Slimming World’s over-arching aim is to support people – women, men and families 
at all life stages – who want to lose weight, with a particular emphasis on helping 
people to improve their self-esteem and confidence as well as shed the physical 
burden of excess weight. 

Obesity has become one of the most significant health issues in recent years. 
According to government data, 68% of men and 58% of women in the UK are now 
either overweight or obese. As Public Health England reports: “Obesity is associated 
with a range of health problems including Type 2 diabetes, cardiovascular disease 
and cancer. The resulting NHS costs attributable to an overweight society and 
obesity are projected to reach £9.7 billion by 2050, with wider costs to society 
estimated to reach £49.9 billion per year. These factors combine to make the 
prevention of obesity a major public health challenge."
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Effectiveness of Assignment 

Media coverage increased 
significantly in volume and quality 
during the campaign period.  In 
total there were 607 articles for the 
six weeks after the launch 
compared to 166 for the six weeks 
before. 58% of coverage delivered a 
key message and the vast majority 
was positive in tone.   
 
By looking at media coverage in 
combination with website analytics, it was 
possible to show the effect of different 
phases of the campaign and to understand 
how specific pieces of coverage drove 
engagement with the site. 
 
Coverage related to the ‘Dream Weight’ 
campaign peaked on 29 December. 
National print titles were the top media type 
to feature the campaign, with high 
readership publications including The Sun, 
The Daily Mail, The Daily Telegraph and The 
Times discussing the Slimming World study 
in strongly favourable tones.  
 
Coverage for ‘Mr Sleek 2017’ reached a peak 
on January 10, the story’s launch date. This 
was driven by winner Liam Smith’s 
weight-loss journey, discussed in 
high-profile titles such as Mail Online and BT 
Online. This content reached 31% of UK men.  
 
High-readership titles such as Mail Online 
and ITV News, read by 17% and 8% of the 
UK adult population, reported on ‘Miss Slinky 
2017’ Jennifer Ginley’s account of her 
weight-loss journey, with the story reaching 
34% of UK women. This generated 7,451 
web sessions, achieving a conversion rate to 
the group search page of 0.81%. The story 
was also picked up in the US by media 
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Execution/Implementation 

Cision’s analysis model uses human 
analysts to code print, online and broadcast 
coverage for sentiment and relevant 
metrics, including the presence of 
campaigns, messages, spokespeople and 
impact measures. Coverage was measured 
in the six-week period prior to the 
campaign, and in the six-week period 
following the launch of the ‘Dream Weight’ 
campaign on 29 December 2016.  
 
To understand the audience response, 
Cision ran additional surveys with market 
research company USurv.  These asked 
specific questions relating to Slimming 
World, its reputation, and people’s 
propensity to use Slimming World for weight 
loss instead of other methods.  
 
An initial survey, based on a representative 
sample of 1,000 people, was strategically 
run on December 16 2016, just ahead of a 
surge in proactive PR activity for the 
Christmas and January period.  
 
This was compared with results from a 
second survey, which was run on January 
27 2017, to explore changes in perception 
over the six-week period. Target audiences 
included total respondents, males and 
females, specific income levels and age 
groups.  
 
Finally, Cision and Slimming World used 
website analytics to measure how the 
campaign and media engagement activities 
resulted in an increase in website visits and 
sign-ups.  Website analytics were used at 
both a macro level, to understand overall 
changes in activity, and a micro level, to 
understand specific online journeys for 
individuals as they read online content, 
visited the website and searched for their 
nearest Slimming World group – often the 
last step before joining.
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stories, expert tips articles, healthy recipes 
and eating plans, and reader offers.

Slimming World’s objectives are to ensure 
every member – 900,000 members attend 
16,000 Slimming World groups across the 
UK and Ireland – achieves their own dream, 
and for the organisation to become the 
world’s leading authority in weight 
management. Aligned with that mission, the 
PR team’s objectives are to inspire people to 
want to achieve their dream weight with 
Slimming World and to position Slimming 
World as a leading authority in weight 
management. With competition from a 
range of weight management 
organisations, it is important for the team to 
convey Slimming World’s unique approach, 
as well as demonstrating evidence of its 
effectiveness.
  
Success for the team meant an increase in 
awareness of Slimming World and the 
positive reputation of the brand, an increase 
in consideration of Slimming World for 
people who want to lose weight, and more 
people engaging with Slimming World, 
including visiting the website or joining a 
Slimming World group or the online 
programme.  
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multi-faceted campaign for January 2017, 
aimed at demonstrating its effectiveness at 
helping people to successfully achieve their 
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Aol.com, which all drove traffic to the 
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People.com the top referring site on January 
27.  
 
Meanwhile, menu plans and recipe extracts 
appeared in newspapers including the Daily 
Mirror and Daily Record and consumer 
magazines such as Woman, Woman’s Own 
and Bella. All of these were accompanied 
by offers for free membership. 

Highlights 

Jenny Caven, Head of External Affairs at 
Slimming World, said:  
 
“January is crucial for us. It’s a time when 
many people pledge to lose weight and, in 
a highly competitive market, breaking 
through the noise to make Slimming World 
the weight-loss method of choice is both a 
challenge and an opportunity.  By 
measuring changes in brand recognition 
and reputation, tracking website visits and 
sign-ups, and linking this to media analysis 
that shows reach, tone and quality, we are 
able to understand how our messaging is 
resonating, who we influencing and the 
impact of our communications.”   

Summary  

Cision worked with Slimming World to integrate a variety of measurement and 
research techniques to measure the efficacy of its ‘New Year’ campaign at the end 
of 2016. It was able to show how PR activity resulted in an increase in the quantity 
and quality of media coverage, increased awareness and understanding of the 
brand, generated positive associations and increased propensity to use Slimming 
World, especially among men. The activity contributed to driving traffic to Slimming 
World’s website and boosted membership.

Objective / Brief 

Slimming World’s over-arching aim is to support people – women, men and families 
at all life stages – who want to lose weight, with a particular emphasis on helping 
people to improve their self-esteem and confidence as well as shed the physical 
burden of excess weight. 

Obesity has become one of the most significant health issues in recent years. 
According to government data, 68% of men and 58% of women in the UK are now 
either overweight or obese. As Public Health England reports: “Obesity is associated 
with a range of health problems including Type 2 diabetes, cardiovascular disease 
and cancer. The resulting NHS costs attributable to an overweight society and 
obesity are projected to reach £9.7 billion by 2050, with wider costs to society 
estimated to reach £49.9 billion per year. These factors combine to make the 
prevention of obesity a major public health challenge."
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An initial survey, based on a representative 
sample of 1,000 people, was strategically 
run on December 16 2016, just ahead of a 
surge in proactive PR activity for the 
Christmas and January period.  
 
This was compared with results from a 
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27 2017, to explore changes in perception 
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groups.  
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website analytics to measure how the 
campaign and media engagement activities 
resulted in an increase in website visits and 
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develop an integrated evaluation framework 
to align activity with the overall objectives of 
the campaign, to establish how to measure 
the resulting media coverage and to gauge 
how this affected their target audiences. 
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which showed that people who set more 
ambitious weight-loss targets lose more 
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targets. The findings of this research were 
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case studies of weight-loss success stories 
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effectiveness.
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people who want to lose weight, and more 
people engaging with Slimming World, 
including visiting the website or joining a 
Slimming World group or the online 
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multi-faceted campaign for January 2017, 
aimed at demonstrating its effectiveness at 
helping people to successfully achieve their 
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and Bella. All of these were accompanied 
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Jenny Caven, Head of External Affairs at 
Slimming World, said:  
 
“January is crucial for us. It’s a time when 
many people pledge to lose weight and, in 
a highly competitive market, breaking 
through the noise to make Slimming World 
the weight-loss method of choice is both a 
challenge and an opportunity.  By 
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Cision worked with Slimming World to integrate a variety of measurement and 
research techniques to measure the efficacy of its ‘New Year’ campaign at the end 
of 2016. It was able to show how PR activity resulted in an increase in the quantity 
and quality of media coverage, increased awareness and understanding of the 
brand, generated positive associations and increased propensity to use Slimming 
World, especially among men. The activity contributed to driving traffic to Slimming 
World’s website and boosted membership.

Objective / Brief 

Slimming World’s over-arching aim is to support people – women, men and families 
at all life stages – who want to lose weight, with a particular emphasis on helping 
people to improve their self-esteem and confidence as well as shed the physical 
burden of excess weight. 

Obesity has become one of the most significant health issues in recent years. 
According to government data, 68% of men and 58% of women in the UK are now 
either overweight or obese. As Public Health England reports: “Obesity is associated 
with a range of health problems including Type 2 diabetes, cardiovascular disease 
and cancer. The resulting NHS costs attributable to an overweight society and 
obesity are projected to reach £9.7 billion by 2050, with wider costs to society 
estimated to reach £49.9 billion per year. These factors combine to make the 
prevention of obesity a major public health challenge."
 



Key benefits of getting 
analysis right 
So, if you get your measurements priorities right and and follow the lead of 
established measurement frameworks, what can you expect to prove? Ultimately, a 
business that measures its PR activity successfully should be able to understand the 
impact on the organisation and brand(s), and show what the return on investment (or 
ROI) on its communications activity is. 

Proving ROI

ROI is a financial ratio comparing the gain from investment minus the cost of investment to 
the cost of investment itself. However, by definition, this explanation causes problems.
 
As the noted academic Tim Ambler points out, the fastest way to maximise your ROI is to 
minimise your investment. As the cost of investment tends to zero, ROI tends to infinity. 
Ambler has provided examples of type of investment that produce ultimately better 
business gain despite technically having a lower ROI. 
 
Another challenge, particularly when it comes to marketing is to understand what 
investment and gain actually mean.

The problem comes when you think about the chain that links the investment to the gain. If 
a manufacturer owns a widget factory and wanted to know the ROI of a widget making 
machine it is fairly straightforward. The widget making machine has a cost and we can 
measure the profits from the number of widgets that the machine makes.

With PR the investment is in activity (events, interviews, press releases and other forms of 
content) aimed at getting third party influencers to write about a business on different 
media channels.

These are the media outputs which are then read by our target audience, and who may 
be effected as a result. And they can be effected in a variety of ways: from building 
awareness and knowledge through to prompting action. Gain is the profits the client 
made from selling more of its product as a result of people reading the coverage.

But, it is harder to know what has been sold as a consequence of coverage. Brands are 
intangible and, although important, as former chairman of Marks & Spencer, Sir Stuart 
Rose has said: “for a business leader, building reputation and trust is the day job, which 
makes communication the day job too’.

We can see this link between reputation and value when things go wrong. Following the 
deepwater horizon oilspill in the Gulf of Mexico, the value of BP fell by more than 50%. 
After news broke that Barclays was being fined £290m for fixing the LIBOR interbank 
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lending rate, the bank’s value fell by almost a third. The value of Volkswagen fell by almost 
half when the Environmental Protection Agency accused the company of falsifying 
emissions tests.

The importance of context and the ‘whole’ picture

Comms, or PR, activity is just one way of boosting business so it is important to understand 
the overall context and media environment as campaigns increasingly involve other 
marketing, advertising and media initiatives.

Digital may have created a complex media landscape for brands to navigate, but it does 
allow them to see what initiatives are having an impact on objections.

For example, UNICEF wants to engage with significant numbers of people via its web site 
UNICEF.org in order to donate money or support causes.

Gorkana worked with the charity to monitor its social media and mainstream media 
coverage. This, with website analytics, shows the online articles people have read 
immediately before visiting the site and, effectively, the media coverage which is ‘working’. 
It also provides insight on what types of coverage are more effective at driving visitors 
which the UNICEF comms teams can use to optimise future activity.
 
As well as isolating the effects of PR coverage there are also ways of understanding how 
PR contributes to more integrated marketing efforts.
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Conclusion
There are many reasons why demand in analysis is increasing and it 
should now be an essential part of any modern communications 
programme. However, adopting best practice in the real world - as 
seen in the Barcelona Principles 2.0 - can be hindered by false 
economies such as under investment and prioritising execution of 
campaigns to the exclusion of measurement. 

But, if you get your measurements priorities right and and follow the 
lead of established measurement frameworks, you can not only 
understand the impact on your organisation, but, ultimately, learn what 
the return on investment (or ROI) on your communications activity is.
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