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What’s driving audience 
response?.
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  We love our cars, but we know the days of combustion engines are    
 numbered. 

  In February 2020 the UK government announced that the ban on sales of  
 diesel and petrol engines would be brought forward to 2035. Even hybrids  
 will no longer be environmentally acceptable, so all new cars will need to   
 run on electricity or hydrogen. 

  This follows years of confusion about which cars we should be buying to   
 do our bit for the environment. Which aspects of the current government  
 stance are consumers most concerned about?

  In this report, Tribe provides a range of insights that will put policy    
 makers and motor manufacturers in the shoes of their customers,    
 helping them understand consumer perceptions of what’s hindering a   
 smooth transition to cleaner vehicles.

  Our innovative and cost-effective research techniques allow decision-  
 makers to get to the crux of what really matters to consumers, by:

  Analysing how they behave in response to news about key issues.

  Understanding which information they seek when forming opinions.

  Discovering which online media are most likely to engage their    
    attention.

  Exploring their perceptions about change and its real impact on their   
    everyday lives. 



Insights focused on the 
audience.
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  While many communicators focus on the channels they are using and the  
 message content, audience impact is at the heart of Tribe’s approach to   
 understanding what shapes opinions and influences behaviour change.

  Using PRSV evaluation, we reveal how people respond to online media   
 coverage by looking for information about topics that interest them.

 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 news content that appears in Google search results is the basis for   
 our analysis. Online media are now the most influential channel. as    
 people turn to Google first for information.

  To prove the validity of PRSV results, we correlate them against    
 independent data sets, such as consumer search trends, website visits or  
 sales. This allows us to illustrate the impact of PR on real-world audience  
 behaviour.



Which issues are people actually 
reading about?.
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 This chart shows the size of the  engaged audience for key themes and issues relating to  
 the car fuel ban – that is, the number of people who are highly likely to have seen, read  
 and responded to these topics, having read about them in online media coverage.

 Aside from the generic ‘government ban’, the diesel car ban is the one which the highest  
 number of people have actually read about. 

 Meanwhile, just under one third of the audience who read about ‘government ban’ also  
 read about the hybrid car ban. Messages about electric incentives were read by only   
 8.6% of those who engaged with content about the ‘government ban’. 

 From this analysis, we can ascertain which key messages are really getting through to  
 the audience.  How they respond is a different matter, as we will see later.

Engaged audience for key issues
Base: UK PRSV coverage for Government ban on diesel and petrol cars between January, 2019, and March, 2020
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Not all media are created equal.

©Tribe Communications Ltd 2020

 For any given topic, there will be a set of online media that is more effective at getting  
 the right messages to the engaged audience.  The difficulty for PR teams is that they  
 don’t always know which media will get the results for them.  It’s worth analysing the  
 most effective online media during a campaign, to enable communicators to change   
 tack and update strategy.

 It’s not surprising that bbc.co.uk is very influential; but for this topic its influence   
 substantially outweighs that of any rival online publication, even the national    
 newspapers.  

 On the other hand, there are regional titles such as bristolpost.co.uk, which in some   
 cases can outperform the more obvious candidates for PR team attention. They are   
 attracting a higher engaged audience than some, more prominent, media.

 Data-driven PR is not just about counting impressions or volumes of clippings.  It means  
 having this kind of hard evidence about what is actually working best – where is   
 published content attracting the attention of the audience that is sufficiently interested  
 to read and react?

Most effective media
Base: UK PRSV coverage for Government ban on diesel and petrol cars between January, 2019, and March, 2020
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Audience reaction to online media coverage 
about the government ban on new diesel and 
petrol cars.
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 The first chart showed the relative size of audience which had  seen and read messages  
 relating to the government ban. This chart focuses on how that audience subsequently  
 reacts, by following up their online news reading with a Google search for additional   
 information.

 From our own research, we know that online media coverage is enormously powerful in  
 creating audience response – as is the case here. Almost half of all searches for ‘diesel  
 cars’ between January 2019 and March 2020 can be attributed to online media   
 coverage about the ban. 

 On the other hand, the news that hybrid cars will also be outlawed meant that the   
 search term ‘best hybrid cars’ had the lowest volume. Further analysis over time would  
 reveal whether the announcement had the intended or unintended consequence of   
 undermining purchase interest in existing hybrid models. 

 What is interesting is the disproportionate amount of search for ‘electric car charging  
 points’ which was prompted by online media coverage. Referring back to the previous  
 chart, we can now see that, despite the fact that messages about charging were read  
 by fewer of the engaged audience, people were evidently more interested in this aspect  
 of the debate than others.  These themes generated far higher volumes of search than  
 we would have expected, relative to the size of the engaged audience from media   
 coverage.

Proportion of Google searches
Base: UK PRSV coverage for Government ban on diesel and petrol cars between January, 2019, and March, 2020
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The crux of the matter.
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 The search trend provides a key insight into what the audience really cares about.   
 Charging evidently remains an issue and a potential barrier to adoption, even more so  
 than cost.

 That probably won’t be a surprise to car manufacturers or policy makers.  Nevertheless,  
 PRSV makes it possible to quantify how much people care about one issue, relative   
 to others. It also reinforces the fact that electric car sales probably won’t increase until  
 consumer concerns about this are addressed, regardless of whether the tax is cheaper  
 or the cars cost less to run long-term.

 This chart summarises the situation. Those themes where searches are high relative   
 to the amount of PRSV media coverage are probably those where consumers have   
 unanswered questions. 

 Tribe can now use Audience Closeness to explore this in more detail with consumers and  
 find out why this is the case.

Base: UK PRSV coverage for Government ban on diesel and petrol cars between January, 2019, and March, 2020

1%

6%

42%

51%

4%

31%

23%

43%

0% 10% 20% 30% 40% 50%

Electric Car Charge
Time

Electric Car Range

Electric Car Tax

Electric Car Cost

Searches PRSV



The upside.
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 On the upside, obtaining media coverage about banning petrol and diesel engines is   
 stimulating higher volumes of Google searches looking for information about available  
 electric models. 

 It is clear that, when online publications covered the government ban in early 2020, this  
 caused a significant spike in consumer searches for ‘electric car range’. 

 Tribe uses robust statistical analysis to calculate which online media coverage is having  
 a direct impact on Google search volumes. These search trends are strong indicators of  
 consumers trying to make informed decisions along the path to purchase. There is at  
 least a healthy level of interest in researching the models available. 

Search trend for electric cars compared to online media coverage timeline
Base: UK PRSV coverage for Government ban on diesel and petrol cars between January, 2019, and March, 2020
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So what?.
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Here are some examples of how these insights can help policy makers and 
car manufacturers tailor their communications:

  The analysis shows that online media coverage plays a much bigger part  
 in driving search than might be expected.

  PRSV provides detailed insights into the impact of online media coverage  
 on search volumes. Tribe can help stakeholders understand:

  Which specific online media are most effective at getting their    
    messages in front of a large engaged audience.

  How the audience behaves after reading online media coverage about   
    the issues - does this result in Google search and, if so, for which    
    aspects of the debate?

  Whether the search volumes being driven by online coverage are lower   
    or higher than might be expected for any given set of messages

  What type of content will increase share of engaged audience.

  How to reshape the PR programme to answer those unresolved    
    questions that drive consumers to search online for more information.

  Audience Closeness gives us the ability to probe more deeply into the   
 issues. Armed with evidence from the online media and search analysis,   
 our market researchers can explore through online focus groups, depth   
 video interviews and edited film summaries, the opinions, feelings and   
 intentions of consumers - using our existing Tribe Mums panel or by   
 recruiting new particpants against defined profiles. 
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Understanding and influencing 
audience behaviour.

SERVICES

 Big data analysis & evaluation of online media, campaign activity and   
 audience search behaviour.

 Emotional & semantic analysis & evaluation of social media and online   
 review content.

 Market, competitor & customer intelligence; positioning & proposition   
 development.

 Qualitative consumer research & insight, immersion programmes &    
 employee engagement.

 Design & delivery of insight-led and data-driven PR & marketing    
 communications campaigns.
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From insight to integrated 
campaigns and measurement.

Our online research tools provide market 
insights at a fraction of the cost of traditional 
research methods – allowing clients to access 
market, competitor and customer intelligence  

quickly and efficiently.

We get your business close to its potential 
customers through workshops, video 

content and other meaningful interactions 
that provide invaluable input to product 

development, as well as PR and  
marketing strategies. 

We create data-driven integrated marketing 
and PR campaigns, that help clients build 
brands from the ground up. Our content is 

designed to engage the audience in a way that 
influences opinions and changes behaviour. 

We are driven by the need to demonstrate 
credible results, not vanity metrics. Our 

QualimetricsTM and PRSVTM methodologies 
show how communications activity drives 

genuine business outcomes such as 
consideration and sales. 



About
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“Tribe provides media intelligence and audience insights into 
the stories that are being read about your brand, and the 

conversations that are happening around them.”

  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. 

  We use big data techniques, statistical modelling including regression   
 analysis, sophisticated text mining and language framing to generate   
 our results. Our data can be correlated with viewing or sales figures.

  Our team of directors has a combined experience of 100 years’ in PR,   
 marketing and research – providing the human expertise around    
 recognising insights and identifying opportunities.

  Our technical director Mark Westaby is a pioneer of the UK media    
 evaluation industry, having founded Metrica, which grew to be the    
 world’s largest independent media evaluation agency and was bought   
 by Gorkana/Cision; as well as being a founding member of AMEC.

  Email hello@tribecomms.com, call 0845 4379340 or visit  
 www.tribecomms.com for more information.


