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Digital communications makes nearly all actions 
DQG�UHVXOWV�TXDQWLÀDEOH��7KLV�IDFW�VKRXOG�HQDEOH�
FRPPXQLFDWRUV�WR�KDYH�DQ�HDVLHU�WLPH�SURYLQJ�WKH�
YDOXH�RI�WKHLU�ZRUN��%XW�LI�DOO�DFWLRQV�OHDG�WR�GDWD��
ZKDW�GRHV�GDWD�OHDG�WR"�0HUHO\�SURYLQJ�YDOXH�LVQ·W�
HQRXJK³QRW�LI�VHQLRU�OHDGHUV�KDYH�D�EXLOW�LQ�ELDV�
DERXW�WKH�EXVLQHVV�YDOXH�RI�35��EH\RQG�JHWWLQJ�
IDYRUDEOH�FRYHUDJH�LQ�WKH�:DOO�6WUHHW�-RXUQDO�

&RPPXQLFDWRUV�QHHG�WR�WDNH�WKH�QH[W�VWHS�ZLWK�WKHLU�
GDWD��7KH\�QHHG�WR�WXUQ�FRPPXQLFDWLRQV�GDWD�LQWR�
VRPHWKLQJ�XVHIXO��WKH\�QHHG�WR�WLH�FRPPXQLFDWLRQV�
LQWR�ODUJHU�EXVLQHVV�JRDOV�LQVWHDG�RI�XVLQJ�GDWD�WR�
SURYH�RQH·V�ZRUWK�DV�D�FRPPXQLFDWRU��

0HDVXUHPHQW�DQG�GDWD�DQDO\VLV�FDQ�H[SRVH�WKH�
ZHDNQHVVHV�LQ�D�FRPPXQLFDWRU·V�VWUDWHJ\��DQG�IHDU�RI�
H[SRVXUH�PD\�OHDG�VRPH�WR�ZHLJK�GRZQ�VHQLRU�OHDGHUV�
ZLWK�D�GL]]\LQJ��FRQIXVLQJ�DUUD\�RI�GDVKERDUG�FKDUWV�
DQG�WDEOHV��

6RPHWLPHV�LW·V�QRW�IHDU�EXW�RYHU]HDORXVQHVV�WKDW�
OHDGV�WR�D�&�VXLWH�GDWD�GXPS�

�6RPHWLPHV�ZH�JHW�VR�H[FLWHG�ZLWK�GDWD�WKDW�ZH�SXW�
HYHU\WKLQJ�LQ�WKHUH���VD\V�6KLOSD�0HKWD��SULQFLSDO�
DQDO\WLFDO�OHDG�DW�*RRJOH��´2IWHQ��GDVKERDUGV�DUH�
QRW�RQH�SDJH�DIIDLUV�EXW�UDWKHU����WDE�([FHO�ÀOHV�RU�
���VOLGH�3RZHU3RLQW�GHFNV��(DFK�WUDFNV�WRR�PDQ\�
PHWULFV��DQG�UDUHO\�DWWHPSWV�WR�VHJPHQW�DQG�KLJKOLJKW�
SHUIRUPDQFH��7KH�QHW�UHVXOW�LV�WKDW�LW�LV�QHDUO\�
LPSRVVLEOH�WR�GLVWLOO�D�FRJHQW�XQGHUVWDQGLQJ�RI�ZKDW�
KDSSHQHG�DQG�ZKDW�DFWLRQ�VKRXOG�EH�WDNHQ�QRZ��%H�D�
FRPPXQLFDWRU��QRW�D�GXPS�WUXFN��

,Q�HLWKHU�FDVH³ZKHWKHU�IHDU�RU�SDVVLRQ�LV�WKH�
PRWLYDWLRQ�WR�DPDVV�DQG�GXPS�GDWD³WKH�HQG�UHVXOW�LV�
QXPEHUV��QRW�EXVLQHVV�VWUDWHJ\�
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$QGUHZ�%RZLQV��H[HFXWLYH�GLUHFWRU��FRUSRUDWH�UHSXWDWLRQ��.03*��VD\V�ZH·UH�OLYLQJ�
LQ�WKH�DJH�RI�FRQWHQW�SROOXWLRQ��ZKLFK�OHDGV�WR�RYHUZKHOPLQJ�FRPSHWLWLRQ�IRU�\RXU�
PHVVDJHV�DV�ZHOO�DV�PDVVHV�RI�FRPPXQLFDWLRQV�GDWD��´&RPPXQLFDWRUV�QHHG�WR�
HYROYH�IURP�EHLQJ�GHOL�FRXQWHU�SURYLGHUV�RI�GDWD�UHSRUWV�WR�EHLQJ�D�VWUDWHJLF�SDUWQHU�
DQG�SURYLGHU�RI�LQVLJKWV�WR�WKH�HQWHUSULVH��:H�QHHG�WR�JHW�WR�WKH�DUW�DQG�VFLHQFH�RI�
FRPPXQLFDWLRQ�VR�ZH�FDQ�SURGXFH�FRPPXQLFDWLRQV�VWUDWHJ\�WKDW�WUDQVIRUPV�WKH�
RUJDQL]DWLRQ�µ

7R�JDLQ�D�EHWWHU�XQGHUVWDQGLQJ�RI�WKH�GD\�WR�GD\�UROH�RI�PHDVXUHPHQW�DQG�PHGLD�
DQDO\VLV��35�1HZV�DQG�3XEOLF5HOD\��D�PHGLD�PRQLWRULQJ�DQG�DQDO\WLFV�ÀUP��VXUYH\HG�
LQ�2FWREHU�1RYHPEHU������VHOHFWHG�FRPPXQLFDWRUV�DW�WKH�GLUHFWRU�OHYHO�DQG��
VHSDUDWHO\��DW�WKH�93�OHYHO�DQG�DERYH��

A Lack of Consistently Reliable Data

:H�OHDUQHG�WKDW�WKHUH�
LV�SURIRXQG�XQFHUWDLQW\�
DERXW�WKH�XVHV�RI�GDWD�
DQG�RI�WKH�YDOXH�RI�WKH�
FRPPXQLFDWLRQV�GDWD�WKDW�
FRPPXQLFDWRUV�VKDUH�ZLWK�
VHQLRU�OHDGHUV��1HDUO\�
����RI�GLUHFWRU�OHYHO�
FRPPXQLFDWRUV�VDLG��ZKHQ�
DVNHG�KRZ�SUHSDUHG�WKH\�
DUH�ZLWK�TXDOLW\�PHGLD�
analytics data to make 
GHFLVLRQV��WKDW�WKH\�´VRPHWLPHV�KDYH�JRRG�GDWD��
EXW�WKH�TXDOLW\�LV�QRW�FRQVLVWHQWO\�UHOLDEOH�µ�2QO\�
����RI�GLUHFWRU�OHYHO�FRPPXQLFDWRUV�VDLG�WKH\�DUH�
SUHSDUHG�ZLWK�DFFXUDWH�GDWD�WKH\�FDQ�WUXVW�

6LPLODUO\������RI�93�OHYHO�DQG�DERYH�FRPPXQLFDWRUV�
VDLG�WKH\�KDYH�JRRG�GDWD�RQO\�VRPHWLPHV��EXW�WKH�
TXDOLW\�LV�QRW�FRQVLVWHQWO\�UHOLDEOH��2QO\�����RI�
UHVSRQGHQWV�LQ�WKLV�JURXS�VDLG�WKH\�DUH�DOZD\V�
SUHSDUHG�ZLWK�DFFXUDWH�GDWD�WKH\�FDQ�WUXVW�

´:LWK�����RI�FRPPXQLFDWLRQV�H[HFXWLYHV�QRW�
JHWWLQJ�GDWD�WKH\�FDQ�WUXVW��WKH�ZULWLQJ�LV�RQ�WKH�
ZDOO���,I�\RX�DUH�JRLQJ�WR�GHIHQG�\RXU�ZRUN�WR�
WKH�&(2��\RX·G�EHWWHU�LQYHVW�LQ�D�VROXWLRQ�WKDW�
DFWXDOO\�JLYHV�\RX�UHOLDEOH�LQVLJKW�µ�VD\V�(ULF�
.RHIRRW��&(2��3XEOLF5HOD\�

How prepared are you with quality media analytics  
data to make decisions?

I am always prepared with accurate data that I can trust 

I rarely have quality data to guide decisions

I sometimes have good data, but the quality is not consistently reliable

19%
74%

7%

Source: PublicRelay and PR News, communications professionals, director level, November 2017

Source: PublicRelay and PR News, communications professionals, 
VP level and higher, including C-suite titles, November 2017

How prepared are you with 
data to make decisions?

I rarely have quality 
data to guide decisions 

I am always 
prepared  

with accurate 
data that  
I can trust    

25%
I sometimes 
have good 

data, but the 
quality is not 
consistently 

reliable   
72%

3%
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How would you change your media intelligence process to better 
meet your quality data needs? (Select all that apply)

Make it faster – 42%

Make it more comprehensive (media coverage) – 38%

Make it more accurate – 50%

Make it cheaper – 38%

Make it more insightful – 50%

        I am happy and would not change it – 4%

How would you change your media intelligence process 
to better meet your needs? (Select all that apply)

Make it faster – 37%

Make it more comprehensive (media coverage) – 56%

Make it more accurate – 35% 

Make it cheaper – 28%

Make it more insightful – 71%

    I am happy and would not change it – 3%

)RU�93�OHYHO�DQG�DERYH�FRPPXQLFDWRUV��WKDW�VHQVH�
RI�D�ODFN�RI�UHOLDEOH�GDWD�LV�FRPSRXQGHG�E\�JURZLQJ�
GHPDQGV�IURP�&(2V�DQG�H[HFXWLYH�ERDUGV�IRU�PRUH�
GDWD�GULYHQ�DQDO\VLV������RI�UHVSRQGHQWV�VDLG�WKH\�
DUH�XQGHU�LQFUHDVLQJ�SUHVVXUH�IURP�&(2V�H[HFXWLYH�
ERDUGV�WR�GHIHQG�WKHLU�ZRUN�ZLWK�GDWD��

6SHHG�RI�GDWD�FROOHFWLRQ�DQG�WKH�FRVW�RI�DQDO\WLFV�DUH�
OHVV�LPSRUWDQW�WR�UHVSRQGHQWV�WKDQ�WKH�DFFXUDF\�DQG�
LQVLJKWIXOQHVV�RI�GDWD��%HWWHU�DFFXUDF\�DQG�LQVLJKW�ZHUH�
UDQNHG�WKH�PRVW�LPSRUWDQW�FKDQJHV�WKH\�ZDQWHG�WR�VHH�
LQ�WKHLU�PHGLD�LQWHOOLJHQFH�SURFHVV��DERYH�VSHHG��ORZHU�
FRVW�DQG�FRPSUHKHQVLYHQHVV�RI�PHGLD�FRYHUDJH��7KLV�
ZDV�WKH�FDVH�IRU�ERWK�GLUHFWRU�OHYHO�DQG�93�OHYHO�DQG�
DERYH�UHVSRQGHQWV�

Is your CEO/Executive Board 
asking for more data-driven 
analysis around measurement?

Yes -  
I must defend  

with data  
60%

Not yet -  
but I am  
preparing 

now  
30%

No - I have not  
changed our reporting 

10%

Source: PublicRelay and PR News, 
communications professionals, VP level and 
higher, including C-suite titles, November 2017

Source: PublicRelay and PR News, communications 
professionals, VP level and higher, including C-suite titles, 
November 2017

Source: PublicRelay and PR News, communications 
professionals, director level, November 2017
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Understanding Media Analysis Data a Struggle for Director-Level 
Communicators

1HDUO\�����RI�GLUHFWRU�OHYHO�FRPPXQLFDWRUV�DUH�ÀQGLQJ�LW�GLIÀFXOW�WR�XQGHUVWDQG�
WKH�PHGLD�DQDO\VLV�GDWD�WKH\·UH�FXUUHQWO\�UHFHLYLQJ��VD\LQJ�WKH\�VSHQG�D�JUHDW�GHDO�
RI�WLPH�FOHDQLQJ�XS�GDWD��VHDUFKLQJ�IRU�LQVLJKWV�DQG�EXLOGLQJ�WKHLU�PHGLD�DQDO\VLV�
VWRU\������RI�GLUHFWRU�OHYHO�FRPPXQLFDWRUV�DOVR�UHSRUWHG�WKDW�HLWKHU�35�DJHQFLHV�
RU�RXWVLGH�PHGLD�DQDO\WLFV�ÀUPV�DUH�UHVSRQVLEOH�IRU�FROOHFWLQJ�WKH�PHGLD�GDWD�WKDW�
GULYHV�WKHLU�FRPPXQLFDWLRQV�VWUDWHJ\��7KLV�OHDGV�XV�WR�WZR�FRQFOXVLRQV��GLUHFWRUV�RI�
FRPPXQLFDWLRQV�DUH�VSHQGLQJ�WRR�PXFK�WLPH�FRPSUHKHQGLQJ�GDWD�DQG�ÀQGLQJ�LQVLJKWV��
DQG�WKH\·UH�QRW�JHWWLQJ�HQRXJK�YDOXH�IURP�WKH�DJHQFLHV�DQG�PHGLD�DQDO\WLFV�ÀUPV�WKH\�
KLUHG�WR�KHOS�WKHP�ZLWK�WKLV�WDVN�

´:KLOH�WKHVH�SHUFHQWDJHV�VHHP�KLJK��WKLV�LV�D�VXUSULVLQJO\�FRPPRQ�LVVXH�WKDW�ZH�KHDU�
DERXW³D�GLUW\�OLWWOH�VHFUHW�RI�VRUWV�µ�VD\V�.RHIRRW��´&RPPXQLFDWRUV�VLPSO\�ZDQW�DQ�
DFFXUDWH�QDUUDWLYH�WR�VKDUH�WKDW�WHOOV�WKH�VWRU\�DURXQG�ZKDW·V�KDSSHQLQJ��ZKHUH�WKH\�
QHHG�WR�IRFXV�HIIRUW�DQG�KRZ�WKH\�DUH�PHHWLQJ�EXVLQHVV�JRDOV��7KH\�QHHG�FRQWH[WXDO�
DQVZHUV��QRW�PRUH�SUHWW\�FKDUWV�DQG�JUDSKV�WKDW�GRQ·W�KHOS�WKHP�EXLOG�VWUDWHJ\�µ��

More Time Spent on Media Analysis, at the Expense of Time Spent 
Building Strategy

7KH�SUROLIHUDWLRQ�RI�GDWD�KDV�EHHQ�D�PL[HG�EOHVVLQJ�IRU�FRPPXQLFDWRUV��7KHRUHWLFDOO\��
DFFHVV�WR�FRPPXQLFDWLRQV�GDWD�VKRXOG�SURYLGH�EXVLQHVV�LQVLJKWV�DQG�DOLJQ�WKH�

How easy is it to understand the media analysis you receive today?
15% | Very easy  
 - I can share the stories and insights with my CEO or the Board directly  
48% | Somewhat easy  
 - We first check accuracy and then quickly find and distill the key points  
37% | Difficult  
 - We spend a great deal of time cleaning up data, searching for insights,   
  and building our story 

How easy is it to understand the media analysis you 
receive today?
24% | Very easy   
- I can share the stories and insights with my CEO or the Board directly 
61% | Somewhat easy    
- We first check accuracy and then quickly find and distill the key points   
15% | Difficult     
- We spend a great deal of time cleaning up data, searching for insights,    
and building our story  

93�OHYHO�DQG�DERYH�
FRPPXQLFDWRUV�DUH�ÀQGLQJ�
LW�HDVLHU�WR�XQGHUVWDQG�WKH�
PHGLD�DQDO\VLV�GDWD�WKH\·UH�
UHFHLYLQJ��5RXJKO\�D�TXDUWHU�
RI�UHVSRQGHQWV�VDLG�LW·V�HDV\�
IRU�WKHP�WR�VKDUH�GDWD�
FHQWHUHG�VWRULHV�DQG�LQVLJKWV�
ZLWK�WKHLU�&(2�RU�WKHLU�
ERDUG�GLUHFWO\������VDLG�LW·V�
´VRPHZKDW�HDV\�²�ZH�ÀUVW�
FKHFN�DFFXUDF\�DQG�WKHQ�
TXLFNO\�ÀQG�DQG�GLVWLOO�WKH�
NH\�SRLQWVµ�IURP�WKHLU�GDWD�

Source: PublicRelay and PR News, communications professionals, director level, November 2017

Source: PublicRelay and PR News, 
communications professionals, VP level and 
higher, including C-suite titles, November 2017
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FRPPXQLFDWLRQV�IXQFWLRQ�PRUH�FORVHO\�ZLWK�RYHUDOO�EXVLQHVV�JRDOV��7KH�UHDOLW\�RI�
ZRUNLQJ�ZLWK�GDWD�LV�PRUH�FRPSOH[��

3OHDVH�VHH�WKH�IXOO�UHVXOWV�RI�WKH�35�1HZV�3XEOLF5HOD\�VXUYH\�RQ�WKH�IROORZLQJ�SDJHV�

 

Are you spending more or  
less time on media analysis 
and intelligence this year 
compared to last year?

The same
30%

More time  
44%

I don’t  
know  
15%

Less time   
11%

Are you spending more or  
less time on media analysis  
and intelligence this year  
compared to last year?

0-40 hours
56%

Less time 
I don’t know 

More time 
64%

The same  
22%

7%7%

:KHQ�DVNHG�LI�WKH\�DUH�
VSHQGLQJ�PRUH�RU�OHVV�
time on media analysis 
DQG�LQWHOOLJHQFH�WKLV�\HDU�
FRPSDUHG�WR�ODVW�\HDU������RI�
GLUHFWRUV�RI�FRPPXQLFDWLRQV�
DQG�����RI�93�OHYHO�DQG�
DERYH�FRPPXQLFDWRUV�VDLG�
WKH\�DUH�VSHQGLQJ�PRUH�WLPH��

)RU�GLUHFWRU�OHYHO�
FRPPXQLFDWRUV��LW·V�FOHDU�
ZKDW·V�EHLQJ�VDFULÀFHG�
DV�WKH\�VSHQG�PRUH�WLPH�
VLIWLQJ�WKURXJK�GDWD�IRU�
LQVLJKWV��:KHQ�DVNHG�ZKLFK�
FRPPXQLFDWLRQV�DFWLYLWLHV�
WKH\·G�UDWKHU�EH�GRLQJ�WKDQ�
PHGLD�DQDO\VLV������VDLG�
WKH\·G�UDWKHU�EH�EXLOGLQJ�
VWUDWHJLF�PHVVDJLQJ�SODQV�
DQG�����VDLG�WKH\·G�UDWKHU�
EH�VSHQGLQJ�WLPH�SLWFKLQJ�
RU�IRFXVLQJ�RQ�LQÁXHQFHU�
RXWUHDFK�

Source: PublicRelay and PR News, 
communications professionals, director 
level, November 2017

Source: PublicRelay and PR News, 
communications professionals, VP 
level and higher, including C-suite titles, 
November 2017
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PR News/PublicRelay Survey: Are You Building Data-Driven Communications Strategies? (director level)

How prepared are you with quality media analytics  
data to make decisions?

How would you change your media intelligence process to better 
meet your quality data needs? (Select all that apply)

Who today is responsible for collecting and analyzing the media data 
that drives your communications strategy? (Select all that apply)

How easy is it to understand the media analysis you receive today?

How often do you use your media analysis to  
drive both reactive and proactive strategies?

Which of the following communications activities would you rather be doing 
than media analysis? (Select all that apply)

2

3

4

5 10

1

I am always prepared with accurate data that I can trust 

I rarely have quality data to guide decisions

I sometimes have good data, but the quality is not consistently reliable

19%
74%

7%

Make it faster – 42%

Make it more comprehensive (media coverage) – 38%

Make it more accurate – 50%

Make it cheaper – 38%

Make it more insightful – 50%

        I am happy and would not change it – 4%

Our PR agency –  26%

Our internal staff – 70%

            An outside media analytics firm – 30% 

                Our marketing department – 33% 

         I don’t know – 7% 

15% | Very easy  
 - I can share the stories and insights with my CEO or the Board directly  
48% | Somewhat easy  
 - We first check accuracy and then quickly find and distill the key points  
37% | Difficult  
 - We spend a great deal of time cleaning up data, searching for insights,   
   and building our story 

30% | Very often   
 - It’s the basis of our strategic decisions  
56% | Somewhat often    
 - Only if we believe it’s accurate   
14% | Never    
 - We can’t rely on the results  

Please rank the following media analysis outputs by level of 
importance. (1 being high and 5 being low)

Please rank the following media analysis outputs by how you 
are executing these today. (1 being very well and 5 being poorly)

How much total time per 
month does your team or  
your agency spend collecting, 
monitoring, analyzing, and 
reporting your traditional  
and social media coverage?

Are you spending more or  
less time on media analysis 
and intelligence this year 
compared to last year?

6

7

8 9

1 2 3 4 5

Share of Voice versus that of competitors or peers 34% 19% 27% 8% 12%

Authors or outlets that are not writing about us 
but are covering our peers or competitors 20% 28% 20% 4% 28%

Uncovering industry influencers  
(pundits, academics, regulators, etc.) 28% 20% 36% 4% 12%

How my traditional media is being shared 
across social media  36% 24% 28% 0% 12%

Sentiment for my brand or reputation drivers 
(concepts – not keywords) 44% 28% 12% 4% 12%

Accurate intelligence that I can quickly share 
with my CEO or Board 40% 20% 16% 8% 16%

1 2 3 4 5

Share of Voice versus that of competitors or peers 22% 26% 30% 11% 11%

Authors or outlets that are not writing about us 
but are covering our peers or competitors 7% 15% 44% 7% 26%

Uncovering industry influencers  
(pundits, academics, regulators, etc.) 11% 22% 37% 15% 15%

How my traditional media is being shared 
across social media  33% 14% 33% 11% 8%

Sentiment for my brand or reputation drivers 
(concepts – not keywords) 15% 42% 34% 4% 4%

Accurate intelligence that I can quickly share 
with my CEO or Board 23% 27% 31% 8% 12%

0-40 hours
56%

41-80 hours 
22%

I don’t  
know
15%

4%
4%

81-100 hours
101 hours or more The same

30%

More time  
44%

I don’t  
know  
15%

Less time   
11%

Source: PublicRelay and 
PR News, communications 
professionals, director level, 
November 2017

8%    | Nothing – I’m a data scientist 

65%  | Pitching or influencer outreach  

38%  | Executive media training

69%  | Building strategic messaging plans 

15%  |  Investor relations programs 

12%  | Crisis management 

31%  | Social media brand strategy 

38%  | Managing and pitching our spokespeople
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PR News/PublicRelay Survey: Are You Building Data-Driven Communications Strategies? ( VP level and higher)

How easy is it to understand the media analysis you 
receive today?

5
24% | Very easy   
- I can share the stories and insights with my CEO or the Board directly 
61% | Somewhat easy    
- We first check accuracy and then quickly find and distill the key points   
15% | Difficult     
- We spend a great deal of time cleaning up data, searching for insights,  
  and building our story  

Source: PublicRelay and PR News, communications  
professionals, VP level and higher, including C-suite titles, 
November 2017

Is your CEO/Executive Board 
asking for more data-driven 
analysis around measurement?

How prepared are you with 
data to make decisions?

21

Yes -  
I must defend  

with data  
60%

Not yet -  
but I am  
preparing 

now  
30%

No - I have not  
changed our reporting 

I rarely have quality 
data to guide decisions 

10%

How would you change your media intelligence process 
to better meet your needs? (Select all that apply)

Who today is responsible for collecting and analyzing the 
media data that drives your communications strategy?  
(Select all that apply)

3

4

Make it faster – 37%

Make it more comprehensive (media coverage) – 56%

Make it more accurate – 35% 

Make it cheaper – 28%

Make it more insightful – 71%

    I am happy and would not change it – 3%

My PR agency – 18% 

My internal staff – 62%

            An outside media analytics firm – 20% 

                           Our marketing department – 20% 

How often do you use your media analysis to drive both reactive and 
proactive strategies?

6
39% | Very often   
 - It’s the basis of our strategic decisions  
54% | Somewhat often    
 - Only if we believe it’s accurate   
  7% | Never    
 - We can’t rely on the results  

Please rank the following media analysis outputs  
by level of importance. (1 being high and 5 being low)

Please rank the following media analysis outputs by how you 
are executing these today. (1 being very well and 5 being poorly)

7

8

1 2 3 4 5

Share of Voice versus that of competitors or peers 31% 25% 17% 14% 14%

Authors or outlets that are not writing about us but are 
covering our peers or competitors 19% 32% 22% 22% 5%

Uncovering industry influencers (pundits, academics, 
regulators, etc.) 33% 19% 23% 11% 14%

How my traditional media is being shared across social media  31% 27% 22% 22% 47%

Sentiment for my brand or reputation drivers  
(concepts – not keywords) 29% 34% 12% 15% 10%

Accurate intelligence that I can quickly share with my CEO 
or Board 39% 22% 20% 10% 8%

1 2 3 4 5

Share of Voice versus that of competitors or peers 17% 32% 37% 5% 8%

Authors or outlets that are not writing about us but are 
covering our peers or competitors 12% 24% 32% 20% 12%

Uncovering industry influencers (pundits, academics, 
regulators, etc.) 15% 32% 25% 20% 7%

How my traditional media is being shared across social media  15% 38% 22% 17% 7%

Sentiment for my brand or reputation drivers 
(concepts – not keywords) 12% 19% 39% 24% 7%

Accurate intelligence that I can quickly share with my CEO 
or Board 16% 21% 42% 18% 4%

How much total time per month 
does your team or your agency 
spend collecting, monitoring, 
analyzing, and reporting your  
traditional and social media  
coverage?

Are you spending more or  
less time on media analysis  
and intelligence this year  
compared to last year?

9 10

0-40 hours
56%0-40 hours 

60%

I don’t 
know  
14%41-80 

hours   
17%

5%4%

81-100 hours 
Less time 101 hours or more 

I don’t know 

More time 
64%

The same  
22%

7%7%

I am always 
prepared  

with accurate 
data that  
I can trust    

25%

I sometimes 
have good 

data, but the 
quality is not 
consistently 

reliable   
72%

3%
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PR News/PublicRelay Survey: Are You Building Data-Driven Communications Strategies? (all results)

Source: PublicRelay and PR 
News, communications pro-
fessionals, director level and 
higher, November 2017

Is your CEO/Executive Board 
asking for more data-driven 
analysis around measurement?

How prepared are you with data to  
make decisions?

1 2

Yes -  
I must defend 

with data 
60%

10%

Not yet - but  
I am preparing 

now 
30%

No - I have not  

changed our 

reporting 

I am always prepared  
with accurate data  
that I can trust 

22%

73%

5% I rarely have quality 
data to guide decisions 

I sometimes have good  
data, but the quality is  
not consistently reliable 

How would you change your media intelligence process to better 
meet your needs? (Select all that apply)

3

40% | Make it faster 
47% | Make it more comprehensive (media coverage) 
43% | Make it more accurate
33% | Make it cheaper 
61% | Make it more insightful
  4% | I am happy and would not change it 

Who today is responsible for collecting and analyzing the media data 
that drives your communications strategy? (Select all that apply)

4

My PR agency – 22% 

My internal staff – 66%

                         25%  An outside media analytics firm 

                           27%   Our marketing department 

     I don’t know – 4% 

How easy is it to understand the media analysis you receive today?

How often do you use your media analysis to drive both reactive  
and proactive strategies?

5

6

20% | Very easy  
 - I can share the stories and insights with my CEO or the Board directly   
55% | Somewhat easy   
 - We first check accuracy and then quickly find and distill the key points    
25% | Difficult     
 - We spend a great deal of time cleaning up data, searching for insights, and  
   building our story  

35% | Very often  
 - It’s the basis of our strategic decisions    
55% | Somewhat often   
 - Only if we believe it’s accurate     
10% | Never     
 - We can’t rely on the results   

Please rank the following media analysis outputs  
by level of importance. (1 being high and 5 being low)

Please rank the following media analysis outputs by how you 
are executing these today. (1 being very well and 5 being poorly)

7

8

1 2 3 4 5

Share of Voice versus that of competitors or peers 32% 22% 22% 11% 13%

Authors or outlets that are not writing about us 
but are covering our peers or competitors 19% 30% 21% 13% 17%

Uncovering industry influencers  
(pundits, academics, regulators, etc.) 31% 19% 30% 7% 13%

How my traditional media is being shared 
across social media  33% 26% 25% 6% 10%

Sentiment for my brand or reputation drivers 
(concepts – not keywords) 37% 31% 12% 9% 11%

Accurate intelligence that I can quickly share 
with my CEO or Board 40% 21% 18% 9% 12%

1 2 3 4 5
Share of Voice versus that of competitors or peers 20% 29% 33% 8% 10%
Authors or outlets that are not writing about us 
but are covering our peers or competitors 12% 23% 35% 18% 12%

Uncovering industry influencers  
(pundits, academics, regulators, etc.) 13% 27% 31% 17% 12%

How my traditional media is being shared 
across social media  24% 26% 28% 14% 8%

Sentiment for my brand or reputation drivers 
(concepts – not keywords) 13% 31% 37% 14% 5%

Accurate intelligence that I can quickly share 
with my CEO or Board 19% 24% 37% 12% 8%

How much total time per  
month does your team or  
your agency spend collecting, 
monitoring, analyzing, and 
reporting your traditional  
and social media coverage?

Are you spending more or 
less time on media analysis 
and intelligence this year 
compared to last year?

9 10

101 hours or more 81-100 
hours 

0-40 hours 
58%

41-80 hours 
20%

I don’t 
know  
13%

5%4%
More time 

54%

The same 
26%

I don’t  
know  
11%

Less time 

9%

Which of the following communications activities would you 
rather be doing than media analysis? (Select all that apply)

11

 8%  | Nothing – I’m a data scientist 
65% | Pitching or influencer outreach 
38% | Executive media training 
69% | Building strategic messaging plans 
15% | Investor relations programs

12% | Crisis management
31% | Social media brand strategy
38% | Managing and pitching our   
   spokespeople



THE STATE OF DATA-DRIVEN COMMUNICATIONS STRATEGIES                    © 2017-2018

prnewsonline.com


