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How non-profits can demonstrate the contribution of PR to 
integrated marcomms campaigns.

Media coverage is a powerful force in the non-profit sector, shaping reputations and 
affecting the ability to campaign effectively and attract donations or volunteers. 

Few third sector organisations have been able to accurately measure the 
contribution made by media coverage to their desired outcomes. Traditional media 
evaluation fails to answer the ‘so what?’ questions or provide the actionable insights 
senior leaders are looking for. Metricomm has a suite of tools to help charities and 
other non-profits quantify when and how online media coverage is moving the 
needle. These include comparing PR to advertising, measuring the impact of media 
coverage through the funnel from consideration to donation and uncovering the  
all-important marginal gains created by integrated campaigns.
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The only solution that explains when, how and why media coverage impacts 
business results –and what you can do to move the needle.

https://metricomm.com


Introduction.
Many charities are as sophisticated as consumer brands in their marketing communications. Non-profits face similar 
challenges to those selling products and services of any kind: attracting and retaining supporters, competing  
in a crowded space for attention and engagement, moving forward the debate around key societal challenges. 

Consumers are increasingly selective about which causes they want to support. Issues that don’t immediately 
resonate will struggle to generate engagement. Less visible brands will lose out to those who are more vocal. Large 
organisations will continue to secure the lion’s share of financial or human resources. Comms teams know they need 
to create maximum impact.

2025 was described as ‘the year of the big squeeze’ with UK donations down £1.4bn and giving no longer a deeply 
embedded cultural norm as the cost of living rose, according to Charities Aid Foundation, as reported in 
theguardian.com. In 2025 only half of people donated, a drop of 10% in a decade. Particularly among the younger 
generation, supporting non-profits is no longer affordable.

Typically, organisations have responded by cutting staff and budgets. While perfectly understandable, this is not 
the only option. Increasing efficiency may be a better way to maintain momentum. Senior leaders in the sector have 
access to sophisticated intelligence about their target audience, yet quantifying the relative outcomes from elements 
of the marcomms programme remains elusive, particularly in respect of PR.

Metricomm has pioneered an advanced approach to media evaluation, which helps non-profits gain deeper 
understanding of the effectiveness of their media relations. This reveals how PR and advertising can work together to 
build brand, explain issues and galvanise supporters. It allows resources to be optimised and eliminates some of the 
guesswork associated with decision-making and prioritisation.

As Les Binet and Peter Field demonstrated in their work on advertising, share of voice is extremely important to 
maintain market share. In a downturn, it becomes even more important. According to Binet, increasing share of voice 
in a difficult market is better than cutting ad spend. Combining lower-cost media relations with advertising helps 
sustain visibility when being invisible only exacerbates the downwards spiral.  

In this paper you will learn:

• Why the size of audience engaging with your media coverage is the most important metric you should track

• How PR outcomes can be measured over time by looking for relationships with other metrics, to identify trends
and patterns that would otherwise remain hidden

• Which insights enable you to know what is moving the needle and how they can inform planning and budgeting

• Why collaboration between PR teams and advertising specialists is essential, maximising results from both
these activities.

Strategic insights about media impact.

Quantifying the impact of PR for non-profits
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Audience is the key metric.
Knowing your audience lies at the heart of effective communication. Non-profits are excellent at profiling those with 
the greatest propensity to donate, volunteer or advocate. Outbound campaigns are designed with this audience 
firmly in mind.

When it comes to traditional media monitoring, however, the ability to link what appears in the media to consumer 
perceptions and behaviour is usually highly inaccurate.  Why is this? Analysing the volume of articles published is often 
used as the starting point. This makes the ridiculous assumption that everyone reads everything. It simply reflects what 
journalists think (or have reproduced verbatim from press releases), not what consumers are thinking and doing as a 
consequence of finding and reading articles. 

Similarly, sentiment analysis is a meaningless tool for gauging the likely impact of media coverage on perceptions. 
Often, stories which engender sadness or fear play a pivotal role in setting up the non-profit call to action. Traditional 
positive and negative sentiment analysis is therefore vulnerable to inaccuracies. 

To address these inadequacies and get to a position where truly actionable insights are available to senior leaders, 
we must come back to the audience. Rather than evaluating the volume or content of the coverage itself, we need 
to turn things upside down and consider impact from the perspective of those we are targeting. This requires the 
combination of data sets:

1. Meaningful and more robust data about the size of audience engaging with media coverage. This varies 
enormously depending on: 

a. The specific media where coverage appears – national, regional, consumer or trade titles

b. What else is happening in the news environment – especially relating to competitors who many manage to 
hijack the news agenda

c. The rate of decay of online news over time – this means that stories often remain visible and influence the 
audience for weeks or months after the initial publication date

2. Consistent, credible and unconnected (independent) data sets which allow relationships between the size of 
audience for media coverage and other outcomes to be quantified.  These include:

a. Google Analytics, to measure the impact of media audience on website visits

b. Donations data and merchandise sales, to identify relationships between media coverage and  
financial performance

c. Search data, to determine whether PR creates an uplift in search for the non-profit brand or the  
issue concerned

d. YouGov CharityIndex metrics which allow us to see how media coverage affects consumer-focused metrics 
such as buzz, attention, consideration etc.
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Strategic insights about media impact.

Quantifying the impact of PR for non-profits

Size of audience matters.
Chart 1: Online media audience over time

Chart 1 shows the size of online media audience for a UK charity over time.  This is overlaid with a very basic 
commentary showing which proactive media relations activities were happening. Size of audience data can also 
be combined with our relevance data, which measures the extent to which content is about the brand or topic in 
question. Generally, it is a combination of high audience and high relevance which produces the greatest contribution 
to business outcomes such as search, consumer consideration, web visits or sales.

Calculating the size of audience likely to have found and read any given article provides a solid 
foundation for far more sophisticated evaluation. Once we know this, statistical modelling techniques 
can be applied to seek evidence about PR performance. This cannot be done using volume of articles, no 
matter how ‘impressive’ the list of publications producing content. Size of audience fundamentally shifts 
our ability to calculate when and how coverage is changing minds, winning hearts and opening wallets.

Quantifying impact on other key indicators
For many years, advertising and digital marketing teams have had extensive information about how their activations 
affect consumer behaviour through the funnel, from attention to purchase intent. Now, PR can have far more 
confidence in reporting outcomes to senior leaders, even down to measuring impact on donations or merchandise 
sales.  Here’s an example:

Chart 2: Topics in media coverage influence volume of active website users
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Identifying topic and media effectiveness.
Chart 2 shows how specific topics in media coverage engage the audience and create uplift in website user sessions 
over several months. Metricomm can confidently pinpoint the most effective topics for driving web traffic, both in 
the short-term for specific campaign themes and over the longer term for generic topics which are ‘always-on.’ The 
same analysis can be done for website donation pages. This analysis reveals the power of media coverage, not only 
for shaping perceptions but also for influencing behaviour.  It provides detailed insights that feed into strategy and 
planning, allowing Comms teams to focus on what stimulates action.

Chart 3: Comparative impact of named media on audience

Clients often struggle to maximise their press relations and decide where to put most energy.  Metricomm provides 
a regular barometer of the online publications which work hardest for any given organisation. Again, this is 
measured not by volume of articles published, but by size of audience.  We report national, consumer, regional and 
business / sector media separately. The latter are important for specialist audiences, but they usually produce tiny 
audiences relative to the amount of effort expended on securing coverage. On the other hand, some regional online 
publications have huge audiences but are frequently neglected by teams pushed for time.

Rather than dissecting what journalists write and inferring what consumers are taking out, measuring 
the relationships between topics in coverage and audience behaviour is a much more reliable way of 
analysing effectiveness. 
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Strategic insights about media impact.

Quantifying the impact of PR for non-profits

Collaborating on integrated campaigns.
As we said earlier, advertising has always been good at demonstrating its worth with hard metrics. The emphasis on 
proving value is understandable when you consider, for example, how much a TV campaign costs. PR has typically 
been unable to demonstrate what it brings to the party other than ‘reputation management’ or ‘awareness.’ 
Nowadays, senior leadership wants something more tangible. And we can provide that using hard, repeatable 
metrics. 

What’s more, we can show that PR – a relatively low-cost activity – works alongside advertising to amplify effectiveness.  
Longer-term, advertising builds brand awareness and attention. When a PR campaign runs alongside advertising 
however, it can be more influential in the short-term, acting as a catalyst which ignites a specific reaction such as uplift 
in search or website visits.

Chart 4: Comparative impact of advertising and PR on key CharityIndex metrics

Our research shows that advertising and PR provide oxygen for each other. We quantify their relative impact using 
YouGov CharityIndex data combined with our audience data, as shown in chart 4. This represents outcomes for a UK 
charity, and we can see that in this instance PR is more effective at driving attention and buzz, while advertising has a 
greater impact on recommendation and consideration. Of course, this picture is different for every organisation and 
shifts over time. Returning to Les Binet’s research, we find evidence that 40% of advertising impact is short-term, while 
60% is brand-building over the longer term. Now we can compare the results of media coverage, it clearly plays a part 
in this equation. 

Being able to identify when media coverage is supporting advertising has significant benefits. It makes a strong 
case for integrated communications, helping internal stakeholders to understand what has previously been invisible. 
Especially where the contribution of media coverage to behavioural indicators and financial performance can be 
determined, it shows that investment in PR remains vital, even in these cash-strapped times.

Existing media evaluation focuses on measuring the media coverage itself. Its inability to link coverage 
to consumer outcomes is a big limitation. The full picture only emerges when consistent, consumer-
centric metrics are used to unpick whether anyone really cares about what the media publishes.  
In other words, does coverage move the needle on attitudes, or the propensity to give time and money 
to non-profits?
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About Metricomm
Metricomm helps organisations understand and quantify the power of media coverage.  Its impact goes far beyond reputation and awareness,  
to influencing customer consideration, brand equity, sales and market value. It also demonstrably amplifies the results of paid marketing activities. 
Moving away from traditional and unrealistic vanity metrics, we use an audience-centric approach that reveals which media content is changing 
stakeholder perceptions and behaviour - and why. 

Communication professionals instinctively know that media coverage is important. Now, Metricomm data can consistently quantify its outcomes 
over time to provide clear, actionable insights. If your organisation wants better data to help navigate the tailwinds and headwinds created by the 
headlines, let’s have a conversation.

hello@metricomm.com
www.metricomm.com




