Creating audience
interest in growth,
learning and innovation.
How online
media coverage can
help LEPs achieve
key objectives.

Impact of Local Growth
Deal Funding
The UK’s network of 38 LEPs drives investment to address the 			
biggest regional challenges, promoting learning and creating jobs
Local Growth Deals are agreed between government and LEPs to 		
fund a range of projects – for example improving infrastructure or 		
investing in new technologies
In a government progress report in June 2019, it was concluded that,
despite spending £12bn of taxpayers’ money there is still no evidence
of the ROI in terms of impact on local economic growth
The government is seeking more data from LEPs to assess the 			
impact of growth initiatives and intends to scrutinise their work to 		
increase their accountability to the local areas they serve
While economic impact may take some time to ascertain, it is 			
possible to illustrate the impact of LEP activity on campaign
success and audience behaviour, using PRSV analysis of online
media coverage around local initiatives
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Which Online Media
Coverage has Most Impact?
Not all media coverage is created equal. Some online media articles
perform far better than others – reaching and influencing more of the
target audience in support of business goals.
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Demonstrating
accountability
Tribe used its PRSV methodology to evaluate online media coverage
for an LEP introducing new skills initiatives in its area. Online media 		
coverage has been demonstrated to form a key step in the process 		
of influencing audience behaviour
Analysis of content from October 2017 to September 2019 reveals 		
what the online news audience will have seen, read and reacted to 		
when LEP coverage makes the headlines
The findings reveal that learners in the community are being 			
influenced by messages about enhancing their skills or pursuing a 		
new career direction
Our insights go beyond traditional media evaluation to shape 			
implementation and planning, increase the effectiveness of PR and 		
help LEPs achieve their business objectives
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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
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What the Audience Sees
and Reads.
Base: online coverage from 1 Oct 2017 to 30 Sep 2019
across all media.
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This chart shows the size of engaged audience which has seen and
read content about the LEP in national media over the time period
evaluated
bbc.co.uk is the most influential national publication – content
about the LEP initiative is read by almost half a million people.
On the other hand, ft.com – which one might assume to be the
most influential online publication for economic and business 		
issues – reaches an engaged audience of just over 2,000 people
with content related to this LEP
Comparisons between national, regional and local media outcomes
allow the LEP to assess which media are doing most to reach the
target audience for its skills development initiative
This allows the PR agency to plan and evaluate the results of its
activities and target content to those publications which are most
effective in reaching a high volume of engaged audience
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Reading Online Media
Coverage Encourages
Search.

Base: online coverage from 1 Oct 2017 to 30 Sep 2019
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This chart shows the relative levels of audience interest generated
by key topics in online media coverage about the LEP over the 		
period shown
Themes in media coverage encourage the audience
to search for additional information, which in 		
turn forms part of the decision-making process 		
for somebody wanting to enhance their own
skills or take their career in a different direction
The top three topics generating audience 		
searches for the named LEP are New Jobs,
Digital and Training – indicating that the skills
development focus is engaging people
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Creating visibility over time
for key topics.
Base: online coverage from 1 Oct 2017 to 30 Sep 2019 across
all media.

.
This chart shows a timeline of online media 		
coverage that allows us to track changes in 		
audience search behaviour as a consequence of 		
having read online news content about the LEP
Coverage around the topic of Skills in May 2018 		
prompted some of the highest search volumes.
Similarly, coverage mentioning Digital in February
– April 2019 also prompted higher search volumes
for Skills
From this chart, the LEP and its PR agency can 		
see other windows when it might have been 		
helpful to create media coverage about skills-		
related topics – for example around the beginning
of the new school / college year
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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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