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Presenter Notes
Presentation Notes
If crisis is the new normal, we need to move faster and faster 

If time is so limited and precious, what are the things to really focus on to produce effective campaigns that can still be creative? 



Creativity 
blockers

Culture

Time

Budgets

Too busy

Lack of clarity

Skills

Resources

Too much change

Leaders

Stakeholders

Employees too cynical

Brand restrictions

Business as usual



1. Being brave 



Cutting through

• £25bn spent on 
marketing in UK 
each year 

• 4% liked

• 7% disliked 





Von Resteroff’s effect
• Aka distinctiveness 

• When we see a series of similar items, we remember the 
'distinctive' one much more

• The weirder something seems, the more we remember it







2. Start with inclusivity

Presenter Notes
Presentation Notes
Crisis comms is fast moving - if you want everyone to hear, see or read and relate to your message, why would you exclude anyone from it? 




Inclusivity is key
• Accessibility 
• Representation
• Intersectionality
• Testing
• Culture

Presenter Notes
Presentation Notes

Things we probably know about: 

Accessibility really important. ask who wouldn’t be able to receive your message and why? Who you exclude is just as important as who you include… (alt text , screen readers , colour contrast , easy reads) – E.G SHARED LIVES PANDEMIC COMMS – AUTONOMY AND INDEPENDENCE

Representation - are the creatives representing the communities we serve and are trying to reach? Image libraries, time, budgets – challenges from earlier 







Intersectionality

Intersectionality is a lens through which 
you can see where power comes and 

collides, where it interlocks and intersects. 
It’s not simply that there’s a race problem 
here, a gender problem here, and a class 

or LBGTQ problem there. Many times that 
framework erases what happens to 

people who are subject to all of these 
things.

- Kimberlé Crenshaw

Presenter Notes
Presentation Notes

Intersectionality - What do you know about individual experiences of the people you’re trying to reach? Think about the multitude of intersecting identities not just singular categories. 

KIMBERLE CRENSHAW – it’s about recognizing experiences are complex. White woman may have a different experience of the legal system to a black woman, but they’re both women. Or a white male gay person may experience privilege in some scenarios, in which a queer black disabled person would simultaneously experience oppression. 

Testing – To achieve an intersectional approach, TESTING and COMMUNICATING with diverse audiences is important  ^^ Think about focus groups, workshops, user testing – if people are involved in the process it helps develop trust and authenticity and a greater, broader understanding of identity, community, impacts and outcomes.






Inclusive processes
• Who have you involved?

• Balance to strike

• Belonging 

Presenter Notes
Presentation Notes
Testing is part of creating an inclusive process – your output can be diverse, inclusive, representative, but how did you get there? 

Granted, may not always have time in crisis comms, but but when launching a campaign – think about WHO you want to engage, and reflect that in who gets a seat at the table , who signs off , who makes creative decisions. 

Our CoL campaign successfully reached women and Black, Asian and Ethnic minorities. But guess who signed off this creative? The assistant chief – a white male. 

Balance between burdening same people and including people in the conversation – diversity of thought is key, so have inclusion in your mind at every step. 






Culture

“I explore the significant gap between 
‘saying and ‘doing’.” 

- Sara Ahmed 

Presenter Notes
Presentation Notes
Finally … 

Ask yourself – is the culture WITHIN your org reflective of what you’re promoting OUTSIDE your org? If not, people will notice. 

Belonging is important so say it because it’s true! Recruitment for example, like our City of London campaign, you should think about your company culture and how to create a welcoming environment once people are through the door, not just how to get them there. 

Like Sara Ahmed, we should all explore the significant gap between saying and doing to create the org we aspire to to be. 





3. Keep it simple



“Strategy is not about adding 
more and more stuff. 

“Strategy is about taking stuff 
away. 

“Taking everything away until 
there is only one thing left. 

“One single powerful 
thought.”

Dave Trott



The single human truth

The emotional 
core of a 

campaign that will 
move people to act



Plans can be simple





4. Ideas, from the outside in



Ideas Everywhere
“You can find inspiration in everything. 

“If you can’t, you’re not looking 
properly. That means looking and 
seeing. 

“It’s all there for you, free of charge.” 

Paul Smith





Don’t miss ‘em

Great ideas don’t die. 

They don’t get noticed.

@TheDOLectures

Presenter Notes
Presentation Notes
You’re busy – so be a comms magpie! Take inspiration from what’s already there



Inspiration from outside…



…and closer to home



5. Audiences and collaboration



The fun 
creative bit

People

Making sure the 
target audience 
actually see the 

bloody thing



Under-investment 
=

Do not believe comms is actually an investment



Audiences



Campaign design that secures 
sufficient investment



Build trust
You won’t do things that won’t work

Evidence from other places

Architecture controls risk



We need to talk about waste
% delivery to not the target audience

% of target audience reached

% delivery outside your target geography

Frequency – 1 = 0

Measurable outcomes 0=0



Mindset



If we don’t communicate, 
what will/won’t happen?



If we don’t communicate, 
what will/won’t happen?

Objective



What percentage of the target 
audience would you like to 

see the campaign to achieve 
the objective?



What percentage of the target 
audience would you like to 

see the campaign to achieve 
the objective?

Investment required



How many times do you think 
people need to see our 

message before they take 
action?





Diffusing sub optimal habits

What we did 
last year

Services

More efficient 
approaches



Channel
Audience 
Targeting

Reach (% of 
target 

audience) Frequency Cost/Thousand Measurability Carbon Time to live

Owned channels 

Organic Social media No Low Low Free Medium Low Fast
Email No Medium Low Free High Low Medium
Website No Low Low Free High Low Fast

Paid channels

Online/Programmatic Yes High High Low High Low Fast
Out of home Medium High Medium High Low Medium Fast
Direct mail Medium High Low Medium Medium High Slow
Local newspaper Medium Medium Medium Medium Low Medium Slow
Local radio No Medium Medium Medium Low Low Slow
Targeted TV Yes Medium low High Low Low Slow



What proportion of our target 
audience use/see this 
channel every week?



Reducing cost per outcome



Campaign Alliances

Shop local – healthy eating – pharmacy – physical activity
Climate – clean air/away from ICE – increased physical activity 

Cost of living – debt advice – mental health



Coordination



Your Estate
You are the biggest media owner – OOH, Email, Web, Buildings, screens….

Campaigns are part of your estate – partnerships

Comms are most qualified to control the estate

Reduced cost per outcome – brand safe income – media trust – local economy



Great ideas to Successful Campaigns

• Build Trust – only do things that will work

• Reduce waste – campaign architecture that reduces cost per outcome

• Change mindset towards investable campaigns – yes you can!

• Diffuse sub optimal ideas - gently

• Form campaign alliances

• Boss your estate



6. Evaluation



What we’re going to cover…
• What is evaluation and why is it important? 
• What is GCS Comms Evaluation 2.0? How does it work?
• How to plan evaluation during the campaign design stage
• How to activate evaluation/monitoring
• Ways of reporting evaluation and monitoring



Evaluation is like a story…
Evaluation is the story: 
• What happened on your campaign? 
• What you did? 
• How did the campaign impact (or fail to impact) your target audience?
• Did the campaign achieve its stated objectives?
What’s the difference between ‘evaluation’ and ‘monitoring’?
• Evaluation typically takes place at the end of a campaign
• Monitoring takes place throughout the campaign to enable course correction
Why are evaluation and monitoring important?
• Monitoring ensures that resources are used efficiently during a campaign on strategies that work
• Evaluation shows how effective the campaign is and demonstrates the campaigns value
• Learnings from both can ensure that current and future campaigns are more effective



GCS Evaluation Framework
Content text box

https://gcs.civilservice.gov.uk/wp-content/uploads/2018/06/6.4565_CO_Evaluation-Framework-2.0-v11-WEB.pdf



Behaviour change funnel
Pre-

contemplation Contemplation Preparation Action Impact

• Raise awareness
• Increase relevance

• Create buy-in
• Provide solutions
• Engage

• Drive action
• Facilitate 

behaviour

• Contribution to 
business objectives

Outputs Outtakes Comms 
Outcomes

Organisational 
Outcomes

Have we reached our 
target audience?
• Reach
• Impressions
• Readership
• Footfall

How is the target audience thinking or feeling as a 
result of the campaign?

• Engagement rate
• Playthrough
• Comments

• Clicks
• Click-through-rate
• Sessions
• Pages visited

Is the target audience 
doing what we want 
them to do?
• Sign-ups
• Applications
• EoI’s

Has the campaign 
achieved organisational 
goals?
• Service data
• Customer journeys
• Savings



Metrics
Outputs – Have you reached your target audience?
• Impressions 
• Reach
• Readership/listenership/viewership
Outtakes – What does the target audience think or feel as a result of your 
campaign?
• Engagement
• Interactions
• Likes
Outcomes – Have you achieved your communications/business objectives?
• Recruits
• ROI
• Applications



Metrics
The GCS Comms Evaluation Framework 2.0 sets out suggested metrics for 
several types of campaigns: 
• Behaviour Change
• Recruitment
• Awareness

Full list of suggested metrics can be found here: 
https://gcs.civilservice.gov.uk/publications/evaluation-framework/



Planning Evaluation
1. C-SMART Objectives (Challenging, Specific, Measurable, Attainable, 

Relevant, Timebound)
a) Use research to establish baselines/benchmarks (through previous 

campaigns, surveys, national benchmarks etc.)
b) Calculate the size of the audience (through service data, population 

projections etc.)
2. Select appropriate metrics (in tandem with objective setting)
3. Select appropriate data collection methods



Inputs Outputs Outtakes Outcomes

Facebook Reach (Meta Analytics) No. Likes (Meta Analytics)
No. Shares (Meta Analytics)
CTR (Meta Analytics)

% vaccination uptake amongst target 
audience

% of target audience that say would likely 
take the vaccine

% of target audience that feel well 
informed about the vaccine

(Benchmarking data)

Vaccine uptake data compared to 
population projections 

NHS data

Twitter Reach (Twitter Analytics) No. Likes (Twitter Analytics)
No. Retweets (Twitter Analytics)
Engagement rate (Twitter Analytics)

Adoption of campaign hashtags (Twitter Analytics)
CTR (Twitter Analytics)

Instagram Reach No. Likes (Instagram Analytics)
No. Saves (Instagram Analytics)

Engagement rate (Instagram Analytics)
Shares (Instagram Analytics)

Adoption of campaign hashtags (Instagram Analytics)
CTR (Instagram Analytics)

Council Newsletter No. Opens Open Rate (MailChimp)

Webpage No. Sessions No. of page visits per unique visitor (Google Analytics)
Engagement rate (Google Analytics)

Local/National News No. of press releases picked up by target 
publications
Readership of publications

Sentiment analysis (Media scoring)

YouTube No. Views (YouTube) View time (YouTube)
CTR (YouTube)

No. Likes (YouTube)
No. Shares (YouTube)



Activating Evaluation
Council posts 

video on 
Facebook

Video is 
delivered 
followers

Meta 
Analytics 
estimates 

reach of  the 
video 

Some 
residents 

watch 
the video

Meta 
Analytics 
estimates 
average 

watch time of 
video 

Fewer 
residents 
clicks on 
the link

Bitly tracking 
links are set 

up for 
different 

videos/chann
els

A few 
residents 
sign up 

to attend 
the 

event

Sign-up form 
for the event 

includes 
demographic 

questions

Calculated 
as a 

proportio
n of the 

populatio
n

Compare
d to 

other 
videos

Update 
creative 

or 
strategy

Compare
d to 

quotas/ 
targets

Compare
d to 

other 
videos



Activating Intelligence
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