Driving Audience
Engagement
in Healthcare
Campaigns.

What really
influences
attitudes and
behaviour change?

Influencing positive
behaviour change
The UK has an ageing population, a high incidence of
lifestyle-related illness and ever-increasing healthcare costs
Healthcare and wellbeing campaigns – whether led by the
NHS or commercial organisations - are an important tool for
educating audiences, influencing attitudes and affecting
positive behaviour change
However, it can be hard to measure the outcomes of these
campaigns
This report shows how the actual audience impact of healthcare
campaigns can be simply and meaningfully evaluated
These insights shape implementation and planning, increase the
effectiveness of communication and inform budget decisions
This is achieved through better understanding of what audiences 		
actually take out of communication and how they react
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The anatomy of a
major campaign
Figures published by the NHS show that the national Cervical
Screening Programme has saved an estimated 5,000 lives a year
since its inception in 1988
However, by 2018, the number of women attending screening
appointments had fallen to a 20-year low, with 1 in 4 women
failing to respond to invitations
On 5th March 2019, Public Health England launched a major PR
and advertising campaign to encourage these women to book
an appointment
Tribe used its PRSV methodology to work out what influence this
campaign had on consumer search for ‘cervical screening’ and
related topics
We were able to show that online media coverage is the
most effective way to build lasting impact from purpose-driven
campaigns
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PRSV – what you
need to know

Audience impact is at the heart of the evaluation, revealing how
people respond to media coverage. This is far more robust than
vanity metrics such as volume of press clippings, impressions or AVEs
The PRSV algorithm calculates the probability that the audience
has seen, opened and actually read PR-generated content.
We call this the engaged audience
The content that appears in Google search results is the basis for
our analysis because online media are now the most influential
channel, with some news sites reaching audiences far larger than
those achieved by social media. Nowadays, people turn to Google
first for information
Not all media are created equal, however. For any given topic, PRSV
calculates which media have been most effective in reaching the
interested audience
By correlating PRSV results against independent data sets, such as
consumer search trends, website visits, sales or TV viewing figures, we
can determine the impact of PR on real-world audience behaviour and
outcomes
All of our analysis is carried out at very high levels of statistical
significance, typically 98% or higher, so the findings are very unlikely to
be down to chance alone
PRSV allows organisations to #GetReal by providing insights which
genuinely answer the ‘So what?’ question and add value to PR planning
and campaign implementation

©Tribe Communications Ltd 2019

The big picture:

impact of online and broadcast
media coverage on Google
searches for cervical screening.

This chart shows the trend for the engaged audience for
‘cervical screening’ determined by PRSV from both online
media and broadcast coverage, between July 2018 and
The2019.
big picture:
impact
onlineofand
broadcast
media coverage on
May
It also shows
theof
volume
consumer
searches
cervical
screening
searches
for
‘cervical for
screening’
over
the same period.
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actively interested in ‘cervical sc
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Base: PRSV online and broadcast media coverage for ‘cervical screening’ in the UK from Jul 2018 to May 2019

 During stage (2) in the early p
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the combination of online me
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behaviour. Consumers are oft
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 Stage (3) search is primarily d
campaign itself as well as by T
about the campaign. Interest
limited impact on consumer s
Cervical Screening campaign

The audience response falls into three stages:
During stage (1) leading up to the end of 2018, search
volume (black trend line) is primarily driven by online
media coverage (blue bars). What audiences read online
is encouraging them to seek further information about
‘cervical screening’.

and broadcast coverage significantly amplified the
impact of PR activity on search behaviour. Consumers
are often multi-screening - watching TV and using a
connected device simultaneously – which can increase
active engagement, as it did in this case.

During stage (2) in the early part of 2019, consumer
search for ‘cervical screening’ is primarily driven by online
media with some TV broadcast coverage (yellow bars).
PR from PHE began to raise awareness of the upcoming
campaign on both online and broadcast channels. The
key finding here is that the combination of online media

Stage (3) search is primarily driven by the advertising
campaign itself as well as by TV and online media
coverage about the campaign. Interestingly, radio
coverage had very limited impact on consumer search
for the duration of the Cervical Screening campaign.
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Stage 1:

impact of online media
coverage on Google searches
for cervical screening.
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Base: PRSV online and broadcast media coverage for ‘cervical screening’ in the UK from Jul 2018 to Dec 2018

We can clearly see that an increase in the size of
engaged audience reading media coverage about
cervical screening in the weeks following 20th October
2018 leads to uplift in consumer search volumes for
the topic.
Tribe analysis uses search trends as a key indicator of
behaviour change. We know that when the audience is
genuinely interested in media content this engagement
translates into active searches not only for the key term,
but also for related topics.
This chart reveals the invaluable role that online media
coverage plays in creating behaviour change and driving
home campaign messages.
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Google understands this. They are increasingly talking
about ‘audience intent’ – in other words, the fact that
search behaviour is indicative of active interest in
any issue.
For purpose-driven campaigns,
the insights generated by
PRSV analysis could help to
effectively define ‘custom
intent audiences’
for highly-targeted
paid advertising
campaigns.

Stage 1:

topics, themes and issues as a
proportion of engaged audience
reached through online media
coverage for cervical screening.

This chart shows which key topics, themes and issues
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the engaged
audience of engaged au
Stage
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Base: PRSV online and broadcast media coverage for ‘cervical screening’ in the UK from Jul 2018 to Dec 2018

During Stage 1, before the PHE campaign launches, the
audience is being exposed to messages where the most
prevalent topics are ‘smear test’, ‘cervical cancer’, ‘NHS’
and ‘human papilloma virus’.
‘Smear test’, for example, is a topic which has been
seen by 75% of the engaged audience.
These percentages tell campaign planners which
medical, human interest or practical themes are
shaping the online content prior to their communication
commencing. This is what will affect current
perceptions and understanding of the issue.

©Tribe Communications Ltd 2019

It also allows PR teams to set realistic KPIs for their
upcoming activity. In this case, for example, they might
have concluded that a desirable outcome would be to
deliver the ‘smear test’ message to an additional 10%
of the engaged audience.

Stage 1:

top online media by share
of engaged audience for
cervical screening.

Proportion of engaged audience

Here, we can see which online media were most
effective at delivering messages about cervical
screening to the engaged audience before the PHE
campaign launched. Unsurprisingly, the UK’s largest
media organisations top the list – however, the
relative
ofmedia
bbc.co.uk
dailymail.co.uk
Stage importance
1: top online
by and
share
of engaged audience for cervic
compared
screeningto all other online media is quite striking.
60%
50%

48.8%
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For any PR campaign, the lis
depending on the topic. Aga
possible to gain insights into
high proportion of the engag
them effectively with great c

During this six-month period, coverage on bbc.co.uk
delivered almost half of the total engaged audience.

the engaged audience is reached by a relatively small
percentage of media.

This chart shows that volume of coverage is far less
important than getting coverage in the right online
publications, which have the ability to influence the
target audience.

The remaining media fall into the ‘long tail’ of publications
which contribute to clippings volume but actually fail to
reach a significant size of engaged audience.

This is counter-intuitive for PR teams who are
accustomed to developing long media lists and aiming
for large volumes of articles. Tribe’s analysis reveals time
after time that not all coverage is created equal. In fact,
the Pareto law generally applies, meaning that 80% of
©Tribe Communications Ltd 2019

For any PR campaign, the list of effective media will differ,
depending on the topic. Again, during the planning phase,
it is possible to gain insights into which media usually
contribute a high proportion of the engaged audience, in
order to target them effectively with great content.

Stage 2:

impact of online and broadcast
media coverage on Google
searches for cervical screening.
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Once PHE begins to talk publicly about its campaign in
Stage 2, there is significant growth in consumer search
for cervical screening. The yellow bars represent the
contribution made by TV broadcast coverage to the
increase in search growth. Note that this is still in the
Stagebefore
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but media
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Base: PRSV online and broadcast media coverage for
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The key learning from this chart is that broadcast
PR can be used tactically to increase search volumes
over a relatively short time period. TV interviews are
very effective at reaching the engaged audience –
nevertheless, there is a limit to the number of times that
broadcast outlets will be willing to give spokespeople
airtime and the impact quickly tails off.
Online media coverage, on the other hand, builds impact
over time and the content is durable. We can conclude,
therefore, that while broadcast PR is highly effective
©Tribe Communications Ltd 2019

in driving active consumer response through search,
online media provides a greater ROI over time and has
higher utility (in other words, it costs less to influence the
behaviour of a greater number of people).
During any healthcare campaign, online media coverage
will form the core of driving changes in audience
behaviour. It is fundamental to educating the audience
about the key issues and prompting people to search for
more information.

Stage 2:

topics, themes and issues as a
proportion of engaged audience
reached through online media
coverage for cervical screening.

Following the start of the PHE PR campaign, the topic
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Base: PRSV online and broadcast media coverage for ‘cervical screening’ in the UK from 5 Jan to 2 Mar 2019

Mentions of the late reality TV personality Jade Goody
significantly increase, reaching 44% of the engaged
audience, compared to 33% in Stage 1. This shows how
effective personal interest stories can be in raising
awareness and humanising healthcare campaigns.
At the same time, the theme of ‘human papilloma virus’
is less prominent in the most-read coverage, although the
‘HPV vaccine’ now appears in top messages.
When a campaign launches, it is important to verify
which messages – intended or otherwise – are achieving
prominence in online coverage, as these will be influencing
audience response.
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Mentions of the late reality
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Stage 2:

top online media by share
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cervical screening.

Proportion of engaged audience
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Now dailymail.co.uk is delivering almost as effectively as
the BBC and accounts for more than 25% share of the
engaged audience.
Similarly, thesun.co.uk is now delivering almost 20% of
the engaged audience, compared to only 5.7% in Stage
1. The audience impact during Stage 2 is achieved by
only 5% of the online media which covered the story,
with everything else falling into the long tail – including
several other national, regional and women’s titles which
might have been expected to perform better as part of
the online media mix.
For PR teams, this knowledge is gold dust. It clearly
indicates that, although other media should not be
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neglected, the engaged audience for some titles far
exceeds that for other well-known and respected media
where this topic is concerned. Armed with this insight, the
team can decide how best to exploit the opportunities
available to increase coverage in
top media.
This chart illustrates that
where coverage for
healthcare campaigns can
be achieved in media
which have huge daily
online audiences, the
chances of changing
audience perceptions
and behaviour will
be significantly
increased.

Stage 3:

impact of online and broadcast
media coverage on Google
searches for cervical screening.

Online media coverage

TV broadcast coverage
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Base: PRSV online and broadcast media coverage for
‘cervical screening’ in the UK from 9 Mar to 25 May 2019
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Thereafter, the impact of broadcast PR is substantially
reduced, but the effect of online media remains constant.

low, the existence of adverts gives PR
something to talk about.

This chart shows advertising and PR (both online and
broadcast media) working hand in hand as part of an
integrated content strategy. PR about an advertising
campaign supports the adverts in changing audience
behaviours.

If a healthcare authority or
other campaign group
invests in advertising,
even with minimal
spend, it is likely to be
amplified considerably
by PR, thus increasing
ROI for the overall
campaign.

Insights of this kind would allow healthcare
communications teams to plan highly targeted TV
advertising campaigns, for example using SKY or other
on-demand channels. Even where advertising budgets are

©Tribe Communications Ltd 2019
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Once the PHE advertising campaign actually
launches, PR-generated coverage about the
campaign on broadcast media (as opposed to the
adverts
to drive
audience
Stage themselves)
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broadcast
media coverage on Goog
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screening
searches
search
behaviour
for a limited
time.
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Base: PRSV online media coverage for ‘cervical screening’ in the UK from 9 Mar to 25 May 2019

The advertising campaign has given online media
more news to cover and PHE’s key themes are being
reflected in the content. For comparison, we have
split out the online media content from broadcast
media content during Stage 3 (see also next page).
Now, in online media, 85% of the engaged audience
are reading about ‘NHS’ and 82% about ‘smear
test’, increased from 51% and 76% respectively in
Stage 2. Similarly, discussion about the ‘human
papilloma virus’ is back in the spotlight.
New topics emerge from the campaign activity,
including ‘HPV testing’ and ‘colposcopy’, with ‘Public
Health England’ also name-checked frequently as
the architect of the campaign.
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Base: PRSV broadcast media coverage for ‘cervical screening’ in the UK from 9 Mar to 25 May 2019

Interestingly, one new theme which emerged from TV
broadcast coverage of the campaign was the fact that
screening uptake rates had reached a 20-year low.
Also interesting is the fact that broadcast interviews
refer more overtly to the ‘advertising’ – whereas online
media use it as an incentive to publish but create original
related content.
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Base: PRSV online and broadcast media coverage for ‘cervical screening’ in the UK from 9 Mar to 25 May 2019

Clearly, dailymail.co.uk has embraced the PHE cervical
screening campaign as a cause it wishes to champion. It
has overtaken bbc.co.uk as the top online site delivering
engaged audience.
This slide reveals why using Impressions to measure
the effectiveness of PR campaigns is meaningless. The
circulation of these online publications has not changed
during the lifetime of the cervical screening campaign,
yet the size of engaged audience created by each site
has evolved significantly between Stage 1 and Stage 3.
The only real way to know how audience behaviour
has changed is to know what people are DOING as a
consequence of having seen, opened and read online
content. As this report shows, using Google search
to demonstrate consumer behaviour in response to a
campaign is one very good way to determine this.
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Google Trends data allows us to understand more
about search habits – for example what else people are
searching for at the same time that they are exposed to
media messages about ‘cervical screening’.
This chart shows a very strong correlation between
coverage of the HPV vaccine in online media content for
cervical screening and Google searches for the vaccine. In
other words, when consumers read in online media about
the HPV vaccine, they were directly influenced to search
for more information. Therefore, the number of searches
for the vaccine rose overall.
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Knowing this, PR teams managing healthcare campaigns
can get a very strong indication of what is actually
making an impression on the engaged audience and what
inspires them to take action.
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In the case of the PHE campaign, online media coverage
for ‘cervical screening’ led to a significant uplift in
consumer searches for ‘cervical cancer’.
This highlights the power of online media as a core
component of campaigns designed to educate
consumers. The online content is leading people to
actively seek more detailed information – which is a
critical component of changing both perceptions
and behaviour.
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How emotions in content
influence audience response
Academic research has shown that Linguistic
Subjectivity increases the likelihood that people
will read and react to content they read online. This
means
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For the PHE cervical cancer screening campaign, Tribe
analysed the emotions which appeared in all online media
content, to reveal which emotions had the biggest impact
on audience Google search behaviour.
The higher the Search Audience Impact is as a
percentage, the stronger the influence on audience
behaviour. Emotional content has the strongest impact
on volume of searches in the case of ‘cervical cancer’
where Sadness reflected in content encourages people to
seek further information.
In fact, Sadness drives far more audience reaction overall
than Fear – particularly in the case of ‘cervical screening’
where content containing Sadness drives twice the level
of search compared to content containing Fear.
For healthcare communicators, this is invaluable feedback
about the reactions their campaign is stimulating.
Emotions can be used to encourage search behaviour
– but not always the emotions that might be expected.
Emotional analysis helps content writers understand
which emotional levers to pull.
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About
Tribe gets you closer to your audience
We build genuine understanding between internal teams and
external audiences, to create campaigns that make people
take notice
Our insight-led communications deliver real results –
influencing behaviour change, driving sales, building loyalty
and enhancing brand reputation
We can help you move beyond meaningless vanity metrics,
to #GetReal and focus on what really generates audience
response
Email hello@tribecomms.com, call 0845 4379340 or visit
www.tribecomms.com
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