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Context

a #amecsummit amecglobalsummit.org




Elements of Communication

Elements of communication science

Objectives Priontles Change Operabonal Expaanaﬁon B .
behaviour affective .y _
Audtence Behavioural - .

Insight
S D On
Strategy Direct Online

Infographics

- Strategy Jampaigning Performance

Competences
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Prison Officer
Recruitment

Ran a national campaign at a
hyper-localised level

. HM Prison & Pro tlo‘ﬁ\?\nc
Exceeded 24 month recruitment - y

targets Iin 15 months
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THINK! b c-
. BECAUSE A MATE DOESN'T LET A MATE DRINK DRIVE
Pint Wreckers — Eh :

-
N

- Worked with LADbible platform

o 54m V|eWS Of V|deO Instagram Engagement Rate

- 82,000 engagements generated b 12.23%

through LADDbible Facebook
(compared to 34,000 benchmark)

LADbible average
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Your own vegetables
all the year round...
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OASIS

- ODbjectives
- Audience Insight

« Strategy

* Implementation

- 5Scoring / Evaluation
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0 e et s o Activity title

ol mtlude dor awctian in an svakathon i i
Daparimant for el e Lo iy Dateq{s) this evaluation covers

Business, Energy
& Industrial Strategy Communications, Pafnerships & Governance
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GCS Programmes

Projects:

e Cutting-edge creative -
producing content that works

¢ Higher skilled — improving capability
across the profession

e Better targeted — best use of digital
communication channels

* Faster and nimbler - raising productivity

Projects:
Data lake
Dashboards
Research library
Mapping tool

Projects:

Strategic purpose

Strategic engagement
Business partnering
Professional excellence
Engage

Emergency planning comms
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Engage Programme

Mapping tool: provides unigue visualisation of audiences and
locations

Research hub: sharing insight and evaluation across government

Campaign optimisation dashboards: providing real-time
evaluation capability and benchmarks using standardised metrics

Data lake: unprecedented digital marketing transparency by
scrutinsing raw digital data
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' Optimisation Dashboards R ormance

* Presents real-time
visualisations of all (paid) on-  INSIGHTS
line and off-line media

Campaign launched on 01/04/2018 and has reached 97% of target audience to date

TV is our most effective channel driving having reached an estimated 8.52 million people

Overlays benchmarks for

performance from database of

all other comparable e
government campaigns ) _ £0000

2.200,000

OVERVIEW

Benchmarks allow for pre-
Campalgn target Settlng real-time real-time

media audience
spend reach
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Mapping tool

An example of our latest and
most advanced mapping tool for
audience identification
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GREAT

BRITAIN
P T

Strategic Objective: To capitalise on the success of the 'GREAT Britain' Campaign to date by using the GREAT brand to continue improving global perceptions of the UK and to
deliver increased levels of trade, investment, tourism and high-quality students, leading to measurable economic returns of £1.8 billion for the UK economy from 2018/19 funding.
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x
Government GCS Model |

Communication
Service

igr evaluation and further insight
fa iform fuiure plamning

#-----=- : -
L/: Oin-going frsight to inform future olanmning

Evaluation
Fra m ewo rk 2 -0 | What the fargel sudiance

June 2018 and during the activity {e.gl: 8. think, feel or considsr doing
. planning e

Select the right metrics from the frmmework to haelp you measure and evaluate the performance of your

irtagrated communicafion activbies.
Lise a mix of quaifative & qualifative methods (8.0 suneys, interview feedback, focus groups, social medis analytics, tracking edcl.

a #amecsummit amecglobalsummit.org




a #amecsummit amecglobalsummit.org




Conclusions Second Scoreboard
WPP with J Walter Thompson

+ Technological advances provide
both opportunities and fmm’ﬁm ==

Gt Gl cw @vf‘* W’ (il (ot

challenges

Enhancing real-time evaluation
leads to really big improvements

Increased scrutiny of media
buying improves not only
campaigns, but also reqgulatory
compliance

a #amecsummit amecglobalsummit.org




